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Figure 1.1 OFcom
Communications industry revenue — telecoms, TV, radio and post (£bn) = rescommmcoswer

e
£ billion
Annual 5 year
£58.7 £572 change CAGR
"y £55.1 £53.9 £54.7 £54.9 Total 0.4% -1.3%
|
£13.3 £13.1
£13.1 £13.3 £13.7 £13.8
£39.7 £38.4 £36.5 TV -1.7% -1.7%
Telecoms
2011 2012 2013 2014 2015 2016

Source: Ofcom/ operators
Note: Includes licence fee allocation for radio and TV; figures are in nominal terms. Post is addressed letter mail. Changes in the way letters revenues are report mean that

data prior to 2015 is not comparable to data for previous periods. Changes in the way that revenue data is collected for the commercial radio sector means that data prior
to 2014 is not comparable to data for 2014 and after.
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Figure 1.2 OFc
Average household spend on communications services makmgmmmunz:w.m:

| for everyone

o
5.9% 5.7%
o— |
‘\i%; 5 29 5.4% E.i%
— *—
£122.15 £120.56 £118.39 £119.50 £121.91 £122.54
I Post

Radio

I Television

I Fixed internet
£49.27 £48.71 £46.26 £46.21 £46.63 £45.60 Mobile voice & data
I Fixed voice
£23.86

£23.10 £22.65 =@~ of total spend

2011 2012 2013 2014 2015 2016

Source: Ofcom / operators/ ONS
Notes: Adjusted for CPI; historic telecoms figures have been re-stated, so are not comparable to those published in previous reports. Television excludes spend on

subscriptions, download-to-own and pay-per-view online TV services.
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Figure 1.3
5 oL . OfFcom
Household take-up of telecoms communications services g commamcatons wor

for everyone
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A

Mobile telephony [EE-ETA S S = Pl 96%
88%

Fixed telephony

Internet connectio 82%
66%

64% 65%
Total broadband

Fixed broadband g

20%

Mobile 3 12%
broadband 2%
dongle /datacard °

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Source: Ofcom Technology Tracker. Data from Quarter 1 of each year 2007-2014, then Half 1 2015-2017.
Base: All adults aged 16+ (2017 n=3743).
Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017.

QC1: Is there a landline phone in your home that can be used to make and receive calls? QE1: Does your household have a PC or laptop computer? / QE2: Do you or does anyone in your household have access to the
internet/ World Wide Web at home (via any device, e.g. PC, laptop, mobile phone etc.)? / QE12 (QE9): Which of these methods does your household use to connect to the internet at home?

Note: Use of internet on mobile is personal take-up measure, whereas the other data relate to household take-up.
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Figure 1.4
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Household take-up of AV devices o s v
L
D e
DVD player +
B

76%
MP3 player +

DAB digital radio

Smart TV f

Tablet 20%
179

0

Smart Watch f

Internet- 2%
connected
dongle or set- 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
top box*

Source: Ofcom Technology Tracker. Data from Quarter 1 of each year 2006-2014, then Half 1 2015-2017.
Base: All adults aged 16+ (2017 n=3743).
Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017.

Note: The Question wording for DVD Player and DVR was changed in Q1 2009 so data is not directly comparable with previous years.
* Internet-connected dongle or set-top box includes NOW TV set-top box, Roku, Google Chrome, Amazon Fire TV stick, Amazon Fire TV, Apple TV
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Figure 1.5
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Trends in purchasing multiple communications services from a single  msommaoemo:

- for everyone

16%

12%
20%
17%

2009 2010 2011 2012 2013 2014 2015 2016

32% 34% Landline, broadband and Pay TV
m Landline and broadband

2016 2017

supplier
Consumer-stated bundling Bundles based on
providers used
- 81%
L 79%
i
o 1 I Oth
. 57% y % == Mobile and broadband

(] 1
ga B 22 - B

8% 2% A ' 33%

. - ol o ’ ® Landline, broadband, mobile
39% d =S B N B and Pay TV
19% 21% '
¢ 16% 1 m Landline and Pay TV

i
1
1
1
1
1
1
1
1
1
1
1
1
1
1
!

Source: Ofcom Technology Tracker, data as at Q1 2009-2014; H1 2015-2017

QGL1. Do you receive more than one of these services as part of an overall deal or package from the same supplier?/ Q. Do you receive a discount or special deal for subscribing to this package of services? (latter
question used for consumer-stated bundling figures)

Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017

Base: All adults 16+ (Q1 2009, 6090) (Q1 2010, 9013) (Q1 2011, 3474) (Q1 2012, 3772) (Q1 2013, 3750) (Q1 2014, 3740) (H1 2015, 3756) (H1 2016, 3737) (H1 2017, 3743), base excludes those who do not know the
provider for one or more services
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Figure 1.6
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The proportion of adults who use different services for watching TV = mmommeoene:

- for everyone

programmes/films (%) \

40% 38% 31% 28% \
e (i1 Tube) NETFLIX @

26% \ 18% \ 16% \ 12% ~

Source: Consumption of VoD Content CMR Research 2017 — Populus
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Figure 1.7
Non-broadcast services used by adults and teens for watching TV programmes and
films

OfFcom

making communications work
- for everyone

M,

75% 76%
69% 69%

67%
63%

59%

30%

27%
23%
19%
16%
10%
Public Service Broadcaster on- Subscription on-demand and Pay TV services FaceBook/YouTube
demand and streaming services streaming services

B Teens W Adults = All aged 16-24  All aged 65+

Source: Consumption of VoD Content CMR Research 2017 — Populus

Q5. Thinking about when you watch TV programmes/films, do you use any of the following?
Base: Adults (2354) Teens (505) 16-24 (704) 25-34 (308) 35-44 (402) 45-54 (406) 55-64 (338) 65+ (498)
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Figure 1.8

Services used by adults in the United Kingdom to ‘keep up with news/ keep up with ?gF;mC(t)rWr:
what’s happening around me’ | foreveryone

Live broadcast /
—— recorded TV

Broadcaster on-demand
0
fr__ee and streaming services
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? streaming services | NEWS
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11:%/4 Facebook / YouTube | = l‘
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Source: Consumption of VoD Content CMR Research 2017 — Populus
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Figure 1.9
Services used by adults in the United Kingdom ‘for background noise’

OfFcom
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- for everyone

AL

Live broadcast / recorded TV
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Broadcaster on-demand
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fr__ee 8% and streaming services

[Q 9% Subscription on-demand
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Source: Consumption of VoD Content CMR Research 2017 — Populus
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Figure 1.10
g : : OfFcom
Reasons for using services: adults 16+ —_——

for everyone

\

A

Live Broadcasters' on- Subscription on-

. Facebook
broadcast/ demand and demand and streaming| Pay TV services gLy
. . : YouTube
recorded TV | streaming services services

Base 1233 1578 997 555 945
Family time 35% 24% 31% 27% 14%
Alone time (I can watch anything | 559 50% 559 359% 49%
want to watch)
For background noise 20% 8% 9% 9% 9%
To keep children entertained 9% 5% 9% 9% 7%
For de-stressing/unwinding 44% 33% 42% 29% 33%
To learn something new 34% 24% 14% 13% 23%
Tc? keep U[;‘) with the'news/to keep up c79 19% 8% 15% 16%
with what’s happening around me
To keep up-to-date with the
storyline/to keep up with a 51% 42% 29% 24% 13%
programme
To keep up-to-date with the latest 6% 9% 3% 18% 6%
sport
For company 13% 7% 5% 6% 6%

Source: Consumption of VoD Content CMR Research 2017 — Populus
Q12. You said you watch programmes/films for the reasons below, which services do you use for this?

Base: shown in table
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Figure 1.11
Reasons for using services: teens 12-15

OfFcom

making communications work
| for everyone

A

Broadcasters' on-

Subscription on-

Live broadcast/| demand.and demand and Pay TV services Facebook/
recorded TV streaming . YouTube
: streaming
services

Base 242 292 299 148 352
svd:tr::])'ume (I can watch anything | want to 1% 1% 50% 289% 53%
For background noise 12% 5% 8% 9% 9%
For de-stressing/unwinding 25% 19% 23% 12% 27%
To learn something new 17% 12% 8% 14% 18%
T(? keep uE) with the'news/to keep up 15% 10% 3% 5% 9%
with what’s happening around me
To keep ur?—to-date with the storyline/to 40% 37% »89% 15% 16%
keep up with a programme
To keep up-to-date with the latest sport 17% 11% 1% 14% 8%

Source: Consumption of VoD Content CMR Research 2017 — Populus
Q12. You said you watch programmes/films for the reasons below, which services do you use for this?

Base: shown in table
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Figure 1.12
Devices used to access services
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OfFcom

making communications work
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AL

97%
83%
74%
71% . 71%
66% 68% 67% 67% 639
0,
2> 52%
489
0,
5%35% 34% 38% 36% 39%
4% 1%
0,
10% 13% 10%
5% 5% 6%
[] -
All who use Live broadcast BBC iPlayer ITV Hub Google Play Netflix Amazon Prime FaceBook YouTube
ondemand/VOD TV Video
services
m PC/Laptop B TVset Tablet Smartphone

Source: Consumption of VoD Content CMR Research 2017 — Populus
Q7. Thinking about the way you use ... for programmes/films what devices do you ever use to access it?

Base: All respondents who use catch up/VOD services,(2155), teen(484) 16-24 (399), 25-34 (291), 35-44 ( 380) 45-54 (372) 55-64(291) 65+(422)
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Figure 1.13
Location where adults in the United Kingdom watch programmes/films on any device
or service

OfFcom

making communications work
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A

24%
16% 16%
P a “
Bedroom Holiday Commuting / travelling Kitchen
9% 9% 7%
Garden Bathroom Pub / café / restaurant

Source: Consumption of VoD Content CMR Research 2017 — Populus
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Figure 1.14
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Location of watching TV programmes/films making communications work
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AL

93% 929

74%
58%
47%
33% 33% 33% 37% 37%
0 o (o] (0]
28% 31% 0
24% 21% 22%
9% 10%
L
At home At school/work In transit while commuting When on holiday/breaks NET Outside home
away from home
m Adults B Teens All aged 16-24 All aged 65+

Source: Consumption of VoD Content CMR Research 2017 — Populus
Q32 How often do you watch any programmes/films on demand in any of the following locations?

Base: All respondents
At home (2319) Net outside home(1063) At school/work (257) In transit while commuting (900) When on holiday/away from home(708XX)
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Figure 1.15
How often people in the UK watch multiple episodes of the same programme back-to-
back in one sitting

OfFcom

making communications work
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A

All adults 16+

Aged 16-24
Aged 65+ 62%
43%
35%
29%
19%
11%
4% 9
Every day At least weekly At least monthly Never

L
wla 8

Source: Consumption of VoD Content CMR Research 2017 — Populus
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Figure 1.16
Reactions as a result of binge watching

OfFcom

making communications work
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0 A
20
Made me miss out on sleep/made me tired _ 32%

o)
Made me neglect housework or other chores _ 27%

Allowed me to find out what happens before someone else tells me _ 25%
Given me something to talk about with friends _ 24%
Made me feel guilty for not doing something else _ 22%
Made me neglect my job/school work - 8% 529 B Adults ® Teens
Made me miss out on spending time with friends/family - %

0,
Made me late for meeting friends/family . >%

[0)
Made me late for work/school I 3%

Source: Consumption of VoD Content CMR Research 2017 — Populus

Q23 Watching lots of episodes of the same programme in one sitting is sometimes called binge watching. Thinking about when you have done this, do any of the

statements below apply?
Base: All respondents who binge watch at least once a month, Adults (1300) Teens (357)
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Figure 1.17
Preference of episode release — Adults and Teens

OfFcom

making communications work
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A
Teens 48% 12%
Adults 49% 12%
All aged 519 9%
16-24 . °
All aged 27% 14%
65+ 0 0

B Episodes of TV series being released week by week = An entire series released all at once  Don't know

Source: Consumption of on- demand and streaming content CMR Research 2017 — Populus
Q26 Which of the following do you prefer?

Base: Adults who are aware of straight to VOD programmes (1127) Teens (279) 16-24(310) 65+(120)
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Figure 1.18
gv . | | OFcom
Social media and messaging apps or sites people belong to/use ey

| for everyone
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. K Facebook @ YouTube
I 727 I 42
83% 68%
s e 2o
Aged 1824 o\ n s "
Bl Aged 55+ I 42 | EBA
60% 50%
I 25 194
@ Instagram® 'Y Snapchat*
B 23% B 15%
51% 62%

*Small base sizes for the 55+ on Snapchat and Instagram
will not allow for conclusive analysis

Source: YouGov Power of the online image 2017
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Figure 1.19
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Frequency of checking Facebook site/app makmgmmmunzm
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Facebook users last checked
their profile within...

13%
the last the last the last
10 minutes 30 minutes hour
i 1
6%
the last the last longer than
day week  the last week

Source: YouGov Power of the online image 2017




Figure 1.20
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What types of image do people post and share the most on social media?

s
Funny images o
19% (m
IIII
Landscape/ _—
buildings |
20% |
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20% |
W
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24% K!!#é‘%
I|I III _______———_J I|I
\ __'___ll

Myself 16%

57 15%

—

—_ My friends

My family
[ 14%

Sunrise/
sunsets/
weather

13%

? Food and

| drink

13%

J

Source: YouGov Power of the online image 2017
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Attitudes to online presentation

making communications work
for everyone

AL

\

Proportion that agree (%)

47%
| feel pressure to look good online

60% 1

61%
63%
58%

My selfies are an accurate reflection of me

71%

| try to look my best in selfies/videos online
60%
that | post

81% 1

27%
The images/videos | post online make my

[0)
life look more interesting than it is 21%

32%
m All adults ® Men Women

Source: YouGov Power of the online image 2017

Q16. To what extent, if at all, do you agree with the following statements?

Base: Those who use social media/messaging apps or sites for sharing/posting photos of themselves online Men unweighted (64), women (89)
Arrows indicate statistically significant differences between men and women
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Figure 1.22
Reasons for taking a selfie down

Proportion of those who share/post photos
of themselves online (%)

84% 83% 79% |

73% !

56% |

45% |

27% 217 i

16% 17% 0 :

Negative | did not like it / It didn't get enough | worried about Someone

comments changed my mind  likes/retweets how | was complained (e.g.

portrayed (e.g. to friends didn't like
future employers) the way they
looked in it, parent
didn't like it etc.)

B Ever m Never

Source: YouGov Power of the online image 2017
Q17. How often have you done any of the following?

Base: Use social media/messaging apps or sites for sharing/posting photos of themselves online (153)

OfFcom

making communications work
| for everyone

A

62%

Untagged myself
from someone
else's photo/video
of me
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Figure 1.23
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A

Proportion of all adults (%) T
68%

p 1

51% 49% 50%

T 45% 45%
T 40%
31%
’ 27% 8% 27% ¥
23%
16% 16% 17% l 17%
. B
Easy to recognise if an image/video is | know some photos/video online will be | see if photos and video are from a
real/truthful false but it does not bother me reputable source before | decide if they

are trustworthy

mAll m18-24 m25-34 w35-44 1 45-54 55+

Source: YouGov Power of the online image 2017
Q24. To what extent, if at all, do you agree with the following statements regarding trusting images/video online?

Base: All respondents (1020), 18-24 (115), 25-34 (127), 35-44 (171), 45-54 (169), 55+ (438)
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Figure 1.24
Opinions on privacy settings and sharing personal photos/videos

OfFcom
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L
Proportion of all adults (%)
81% 81%
75% 75% 74% s
62% 62%
56% 57%
37% T
18%
so L ' g% 127 11% gy go, '
mBl 7" gl
Confident in my privacy  Personal photos and video | don't mind sharing It is ok to share a
settings should be shared only with  personal photos and video photo/video of other people
friends with everyone without their permission

mAll wm18-24 wm25-34 wm35-44 = 45-54 55+

Source: YouGov Power of the online image 2017
Q8. To what extent, if at all, do you agree with the following statements?

Base: All respondents (1020), 18-24 (115), 25-34 (127), 35-44 (171), 45-54 (169), 55+ (438)
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Figure 1.25
8 | N OFcom
People who prefer to use words, images or both for specific messages ey
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AL

Prefers to share an image [ Prefers to use words [ Use both

9% 3%

E 59% 43%
Celebrating with or Sharing bad news Capturing a
congratulating someone public mood

Source: YouGov Power of the online image 2017
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Television and audio-visual content

PROMOTING CHOICE e SECURING STANDARDS e PREVENTING HARM



29 RETURN TO CONTENTS

Figure 2.1 OFcom

I nd ust ry M et riCS making communications work
- for everyone
\_ ‘
UK television industry 2011 2012 2013 2014 2015 2016
Total broadcast TV industry revenue (£bn) 13.3 13.1 13.1 13.3 13.7 13.8
Proportion of revenue which is BBC income allocated to TV 21% 21% 20% 21% 19% 18%
Proportion of revenue generated by advertising 29% 28% 29% 29% 30% 30%
Proportion of revenue generated by subscriptions 44% 44% 46% 45% 45% 46%
Total online TV industry revenue (£bn) 0.3 0.4 0.6 0.9 1.3 1.7
Broadcaster share of total display advertising spend 31% 31% 31% 31% 30% 30%
Spend on first-run UK originated output by 5 main PSB 27 57 25 26 26 27
channels (£bn)
Spend on network content by UK broadcasters (£bn) 5.9 5.9 5.9 6.4 6.6 7.3
TV homes (% all households) 94% 96% 95% 93% 95% 96%
Minutes spent watching TV per day (per person aged 4+) 242 241 232 220 216 212
Share of the main five PSB channels in all homes 54 52 51 51 51 51

Source: Ofcom/broadcasters/Ampere Anlalysis/Advertising Association/Warc/BARB/. Note: Financial figures are expressed in real terms (adjusted for 2016 CPI prices). BBC income allocated to TV includes the
proportion of the licence fee that goes to S4C. Broadcaster share as a proportion of total display advertising spend excludes direct mail and classified ads and is based on Advertising Association/Warc Expenditure
Report. The AA/Warc data are net of discounts, and include agency commission, but excludes production costs. Spend on originations includes spend on nations and regions programming (not Welsh or Gaelic

language programmes but some Irish language). TV viewing based on BARB analysis of viewing to scheduled TV programmes on TV sets up to seven days after first broadcast. From 2013, TV homes data refers to the
proportion of UK homes that had a working TV set as defined in BARB’s Establishment Survey. Data refers to Q4 of each year. BARB changed the methodology for defining a TV set home from Q4 2015 and data
comparisons to previous years should be treated with caution.
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Figure 2.2 | | OFcom
Use of on-demand and streaming services to watch TV Imaling communications work
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programmes/films
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66%
63%
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46%
40%
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26%
209
(] 0 (]
8% 18% 18%
15% 15%
12%
10% 1 10%
5% 6% 5% 6%
L] 2% 1% 1%2%
- | |

BBC ITVHub YouTube Netflix All4  Amazon My5 SkyGo NOWTV BTTV  WWE Disney Hayu
iPlayer Online Network Life
Player

Source: Consumption of VoD Content CMR Research 2017 — Populus

Q5. Thinking about when you watch TV programmes/films, do you use any of the following?

Base: Adults (2356) Teens (505)
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Figure 2.3 OFcom
On-demand/streaming service subscription numbers: 2014-2016 (000s) ' g conmncaton wor
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S

H 2014 w2015 m2016

5,995
3,841
1,673
1,052

5,111
3,631

Netflix Amazon Prime

Source: Ampere Analysis
Note: Data points come from Q4 each year.
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Subscription on-demand and streaming services overlap g ot ok
.

Amazon

) Netflix
Prime

Source: GfK SVoD Tracker, Q4 2016 October-December 2016
Notes: EW1: Reasons for signing up for/using service

Base: Netflix users (n=1670 (138 triallists)), Amazon Prime Video users (n=1255 (156 triallists)), NOW TV users (n=423 (80 triallists))
Note: users include those who either subscribe to or are trialling each service and use it at least once a fortnight.
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Figure 2.5 OFcom
Selected reasons for signing-up/using Netflix, Amazon Prime and NOW s armncionon

TV N

B Netflix Amazon Prime B NOW TV
66%

38%
35%

0,
29% 31% 29% 28%
5 22%
20%, 704 19%, 79 . 19%
6 6 159 16%
12%
9%
0% I N/AL | N/A

To take To access a back To access a back To watch original To watch Cheaperthana To obtain free
advantage ofa  catlogue of TV catlogue of series made by exclusive content Pay-TV shipping
free trial or programmes movies provider not available subscription
elsewhere

promotional offer

Source: GfK SVoD Tracker, Q4 2016 October-December 2016
Notes: EW1: Reasons for signing up for/ using service

Base: Netflix users (n=1670), Amazon Prime Video users (n=1255), Now TV users (n=423)
Note: Users include those who either subscribe to or are trialling each service and use it at least once a fortnight.
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Proportion of on-demand and streaming service users with a g Communication vor

M,

traditional pay-TV service

m Q4 2015 Q4 2016

78%
75% 74% 75% 74% 75%
o)
I I I | |
All combined Netflix Amazon Now TV

Source: GfK SVoD Tracker, Q4 2016 October-December 2016
P7: Services currently have.

Base: Netflix users (n=1670), Amazon Prime Video users (n=1255), Now TV users (n=423)
Note: Users include those who either subscribe to or are trialling each service and use it at least once a fortnight.
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Figure 2.7 B | . OFcom
Top ten television programmes viewed on subscription on-demand and g commancations wore
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streaming services in the UK (Q4 2016) ;

w

10 Acauistir

Source: GfK SVoD Tracker, Q4 2016 October-December 2016
Notes: All users of Netlfix, Amazon Prime and NOW TV at least once a fortnight. Rankings are based on total minutes consumed.
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Figure 2.8 OFfFcom

making communications work
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UK advertising expenditure (Em) o
mTVv Newspapers (print) ®m Magazines (print) = Radio Outof home ®mCinema m Direct mail = Online
£21,474 £21,400
£20,270 £20,783

£19,084

£3,562 £18,318 £18,123
£4,171 £17,376

£4,778 £10,304

£4,293

£1,012

£1,026 £1,066

£1,106
£2,468  £2252

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Source: AA/WARC Advertising Expenditure report for TV, newspapers, magazines, radio, out of home, cinema, and direct mail; IAB UK for online advertising (search, display
excluding video, video and other).

Notes: all digital ad expenditure (e.g. broadcaster video advertising and publisher display and classifieds) has been removed from TV, newspapers and magazines to avoid
double-counting between these categories and online. TV includes spot advertising, sponsorship, and placement. Figures expressed in real terms (adjusted for 2016 CPI
prices).
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making communications work
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UK TV and online advertising expenditure (£m)
m TV spot advertising Search  m Display excl. video m Video Other
£1,550
£1,477 1,09
2,67
£1,097
£1,064 £750
£1,066 —
£1,032 £956 118 1,25
1,124
< £ ’
3 c MECH o 56> a % - 3 % Wl 4990
& = (=} <« =5 ) e < 4,391 <t
x| < - & 3235 P 3,548 3 3,794 « H
S 2,920 0
2,309 2,439 2,529
2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Source: AA/WARC Advertising Expenditure report for TV spot advertising; IAB UK for online advertising (search, display excluding video, video and other).

Notes: TV spot advertising includes all expenditure generated from TV advertising spots (typically 30 or 60 second spots). This figure excludes TV sponsorship, product
placement and other forms of TV revenue. Search advertising is a form of advertising that seeks to promote websites by increasing their visibility in search engine results

pages. Display advertising is a type of online advertising that comes in several forms including banner ads, rich media and more. Video advertising is the digital recording of
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Figure 2.10
OfFcom
EVOlUt|On Of adve rtISIng ecosystem making communications work
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Figure 2.11 OFcom

Total broadcast TV industry revenue, by source g Communication vor
" |
Growth
lyear 5year
CAGR
. £13.1bn i i i 1.0% 07%  Total
£6.4bn
£6.2bn
£5 901 £5 8bn £6.0bn £6.0bn
o= O ® ® 2.8% 1.8% =@=Subscription
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£0.8bn £0.8bn £0.7bn £0.7bn £0.7bn £0.8bn
F . “ 1 F 4. 8.8% -0.2% -.-Other revenue
2011 2012 2013 2014 2015 2016

Source: Ofcom/broadcasters. Note: Figures expressed in real terms and replace previous Ofcom revenue data for TV industry, owing to restatements and improvements in
methodologies. ‘Subscription revenue’ includes Ofcom’s estimates of Sky UK, Virgin Media, BT TV and TalkTalk subscriber revenue as well as, in previous years, that of ESPN

and Top Up TV in the UK (Republic of Ireland revenue is excluded). It also excludes revenue generated by broadband and telephony. BBC income allocated to TV includes
money allocated to S4C as well as BBC television broadcasting. ‘Other’ includes TV shopping, sponsorship, interactive (including premium-rate telephony services),
programme sales and S4C’s grant from the DCMS. Totals may not equal the sum of the components due to rounding.
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Figure 2.12 OFcom
Total TV industry revenue, by sector g commaneations e
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\

A

Growth

lyear 5year

CAGR
£13.3bn £13.3bn £13.7bn
£13.1bn £13.1bn 1% 1% Total
3% 2% M Platform
operators
5% 5%  ®m Commercial
multichannels
-3% -2% i
£2.6bn £2.5bn £2.4bn £2.4bn £2.5bn . ° ° Commercial PSB

channels

-4% -2%  m Publicly-funded
channels

2011 2012 2013 2014 2015 2016

Source: Ofcom/broadcasters. Note: Figures expressed in nominal terms and replace previous Ofcom revenue data for TV industry, owing to restatements and
improvements in methodologies. The platform operators are Sky UK, Virgin Media, BT TV and TalkTalkTV as well as, in previous years, ESPN and Top Up TV in the UK
(Republic of Ireland revenue is excluded). Now TV revenues are not included in 2015 figures but are in previous years. Commercial PSB channels comprise ITV/ITV

Breakfast, STV, UTV, Channel 4, Channel 5 and S4C. Commercial multichannels comprise all multichannels including the commercial PSB portfolio channels. Publicly-funded
channels comprise BBC One, BBC Two, the BBC portfolio channels and S4C. The commercial revenues of S4C are included with the main commercial PSB channels while
their licence fee revenue and DCMS grants come under publicly-funded channels. Totals may not equal the sum of the components due to rounding.
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Figure 2.13
Online audio visual revenues

2011 2012 2013 2014 2015

£1,653m

2016
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A

Growth
lyear 5year
CAGR

23% 43% Total

15% 38% M Adfunded
video

43% 117% mOTT
Subscription

9% 20% Digital Rental

7% 19% M Digital Retail

Source: Ampere Analysis. Ad-funded video includes catch-up services, YouTube and other ad-funded video spend, Digital Retail estimate is based on the British Association

of Screen Entertainment spend figures exclusive of VAT. All figures are in real terms.

Note: figure for 2011 ad funded video is an estimate as actual figures are not available.
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Figure 2.14 OFcom
TV net advertising revenues, by source: 2011-2016 making communications work
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AL

Growth
lyear 5year
CAGR
£4.1bn £f4.1bn 0% 1% Total
£3.9bn £3.7bn £3.8bn £3.9bn
29% 59% B Commerical
multichannels
£0.6bn £0.6bn £0.7bn £0.7bn £0.7bn £0.8bn 6% 6% Commercial
PSB portfolio
channels
4% 2% ® Commercial

PSB channels

2011 2012 2013 2014 2015 2016

Source: Ofcom/broadcasters. Note: Figures expressed are in real terms and replace previous data published by Ofcom. Commercial PSB channels comprise ITV, STV, UTV,
ITV Breakfast, Channel 4, Channel 5 and S4C (and their ‘+1’ channels); Commercial PSB portfolio channels include, where relevant, ITV2, ITV3, ITV4, CITV, ITVBe, ITV Encore,

ITV Breakfast 2, E4, More 4, Film 4, 4Seven, Five USA, 5* and Spike (and their ‘+1’ channels). For previous years closed channels have also been included. Sponsorship
revenue not included. Totals may not equal the sum of the components due to rounding.
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Figure 2.15

Television percentage share of all display advertising expenditure
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(o)
1% 70% 70% /0%
299% I 30% Il 302 [l 30%
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Source: AA/Warc Expenditure Report.

0% 1% 71%
2005 2006 2007
M Television

71%

70%  69%
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29% . 3 0% I 30% I 31%
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Other display advertising

69%

31%

2012

69%

31%
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70%  70%
69%

30% . 30%
2014 2015 2016

Note: Other display advertising expenditure includes radio, out of home, cinema, national and regional press display, internet, mobile and magazines but does not include

response advertising such as direct mail. Television display include spot ads, sponsorship, product placement, advertiser funded programming and VoD. Figures are real
terms.
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Figure 2.16 OFcom

Breakdown of ‘other’ commercial TV channel revenue: 2011-2016 g ommuricaions ok
5 |
Growth
£779m £785m £770m 1Year 5 Year
CAGR
13% 0% Total
18% 6% m Other
6% -46% W SAC*
-12% -4% PPV
26% 4% B TV Shopping
-47% -19% M Interactive
11% 9% Prog Sales
2% 3% B Sponsorship

2011 2012 2013 2014 2015 2016

Source: Ofcom/broadcasters. Figures are expressed in real terms.
‘TV shopping’ represents aggregate operating margin of products sold via television. A funding agreement which was reached in April 2013 meant that the majority of S4C

funding now comes out of the BBC's licence fee income. Totals may not equal the sum of the components due to rounding. Owing to the nature of these revenue
components, annual changes may be a function of a higher number of broadcaster returns being made by the time of writing, rather than material changes in the
contributions that these revenue components are making to total industry income.
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Figure 2.17
Spend on network TV programmes: 2015 - 2016
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LN

1 year

change
0 Total

£7,293m 11%
9 B Commercial PSB portfolio channels
£511m £1177m -16%  m BBC portfolio channels

£1,133m 3% B BBC Two
£788m

£825m £845m 8% Channel 4

4% B Other multichannels

5550 -5% W [TV ITV/Breakfast
£2,341m /S35M

10% BBC One

24%  ®W Sports channels
2015 2016

Source: Ofcom/broadcasters.

Note: Figures expressed in real terms. Figures do not include spend on nations’ and regions’ output. BBC portfolio channels includes BBC Three, BBC Four, BBC News, BBC

Parliament, CBBC and CBeebies (but not BBC HD). ‘Commercial PSB portfolios’ include ITV2, ITV3, ITV4, CITV, ITVBe, ITV Encore, E4, More4, Film4, 5*, 5USA and Spike.

‘Other multichannels’ include all genres (excluding sports and films). Programme spend comprises in-house productions, commissions from independents, acquired
srammes and repeats (originations and acquisitions).
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Figure 2.18 OFcom
making communications work

Spend on first-run UK originated output on the five main PSB channels s

AL

Growth
lyear 5year
CAGR
£2,702m £2,712m I £2 610m £2,585m £2,708m
£288m £279m ’ £276m 4% 0% Total
et £286m £272m
£267/m A 34 £245m £212m £277m
Al 2%  -0.9% m Nations &
£541m £562m Regions

£607m £591m £495m £553m
31%  0.8% mLate night

4% -1.5% mDaytime

£1,541m £1,526m £1,569m

1% 0.7% mPeak time

2011 2012 2013 2014 2015 2016

Source: Ofcom/broadcasters.
Note: Figures are expressed in real terms. They include ITV breakfast, spending in the nations and regions on English-language programming (and a small amount of Irish-

language programmes) but do not include the BBC's portfolio channels, BBC Alba or S4C.
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Flgur.e 2.19 | Ofco
Multichannel content spend in key genres: 2011-2016 oG omatons o
£4,416m
£3,541m £3,765m.
£3,128m B
£2,878m £2,844m £910m

m

£848m

£790m

£742m
£743m £700m

£2,894m
£2,193m

2011 2012 2013 2014 2015 2016

B Sport Entertainment B Movies B Factual News B Childrens B Music M Leisure

Source: Ofcom/broadcasters.

Note: Spend expressed in real terms. Excludes BBC portfolio channels but includes commercial PSB portfolio channels.




Figure 2.20

Multichannel content spend share in key genres, 2016

Spend (Em)
Share (%)

Growth (%)

Change in
share (YoY)

Source: Ofcom/broadcasters. Note: Excludes BBC portfolio channels but includes commercial PSB portfolio channels.
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Figure 2.21

OfFcom

Independent producer TV-related revenues making commnications work
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AL
Growth
lyear 5Syear
CAGR
-2% 3% Total
£2,548m £2.504
£2,400m  £2429m oo aog 22 6% 65 W Other international
£2.162m income
£409m £396m £371m £587m £623m
£120m -1% 6% International sales of UK
£467m £149m T £141m £168m £166m finished programmes
£168m 54% -4% W Other UK income
£178n1
0% 1% B Pre-production
£1,561m £1,503m
-14% -1% UK rights income
-4% 2%

B Primary UK commissions
2011 2012 2013 2014 2015 2016

Source: Pact UK Television Production Census 2017, Oliver & Ohlbaum analysis
Note: Figures expressed in real terms. ‘UK rights income’ — UK secondary sales, publishing, formats, DVD sales etc.; ‘Int’l sales of UK finished programmes’ — sales of first

run UK programming sold as finished product abroad; ‘Other international income’ — primary commissions received from non-UK broadcasters and any revenue from
companies’ overseas operations. International revenue numbers from past years have been restated to reflect recent changes in methodology; this has affected the
reporting of revenues from international subsidiaries of UK producers
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Figure 2.22 OFcom

Relative share of spend on first-run originated content by genre, in- g cammuncatons
house vs. external producers: 2011 and 2016 ™ ‘

Total spend on first-run UK originations (£Em)
£34 £84 £323 £562 £10 £479 £559 £20 £13 £515 £2,599
£44 £95 £330 £580 £19 £525 £483 £30 £15 £518 £2,640
10% 14%
24% 26% 28%

o)
72% 72% O 70%
100% 100%
90% B 86%
76% W 74% 72%
>8% 0 519, 55% | 57% ] 58% 54% f52%
o)
28% 289 § 7 | 30%
— (Vo) — (Vo) — (Vo) — (Vo) - (Vo] - (Vo] — o — [(o] — (o] — (o] i (o]
— i — i — i — i — i — i — i — i — — — — i —
o o o o o o o o o o o o o o o o o o o o o o
(g} (@\] (g} (@\] o (@\l o (@\l (g} o~ (g} o~ o o~ (g} o~ (g} (g} o~ o (@\l (g}
Arts & Childrens News & Drama & Education |Entertainment Factual Feature Films | Religion & Sports Grand Total
Classical Music Current Affairs Soaps & Comedy Ethics
M Internal External

Source: Ofcom/broadcasters.
Note: Figures are expressed in real terms. Includes spend by the five main PSB channels and BBC portfolio channels on first-run originated content broadcast all day, and

excludes nations/regions output.
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Figure 2.23 OFcorm
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2016

Total and first-run UK originated hours of output on the PSB channels: s commumcton wor

YOY
. Change
Proportion of hours 84,539 43,742 Total hours  First-run UK
100% originations
11,379 20 °
10,754 3% 2% All
80% -2% -3% Programmes for
30,696 nations and regions
60%
40% -6% 2% 'm BBC portfolio
channels
20%
0% 0% 4% I Five main PSB

' ' channels (network)
Total Hours inc. repeats Total first-run UK originated hours

Source: Ofcom/broadcasters.

Note: ITV Breakfast is included within the figures for the five main channels. Regional hours exclude Welsh and Gaelic-language programming but include a small amount of

Irish-language programmes.
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Figure 2.24 OFcom
Hours of first-run UK originated output on the five main PSB channels s onmumctons war
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AL

Growth
lyear 5year
CAGR
30,681 30,052 30,049 30,406 30,389 30,864 2% 0% Total
11,647 11,002 11,232 11,199 11,076 10,754 3% 2% Nations &
Regions
4% 1% W Non-peak time
(network)
5% 1% B Peak time
(network)

2011 2012 2013 2014 2015 2016

Source: Ofcom/broadcasters.
Note: Figures include ITV breakfast and a small amount of Irish-language programmes but do not include the BBC’s portfolio channels, BBC Alba or S4C.
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Total and first-run originated/acquired hours of output in the oG omatons o
multichannel sector: 2016 ™ ‘
Proportion of hours
Proportion of hours that were first-run
100% 1,875,914 316,576
0 o,
228,256 17% All
6% B Music
80%
187,983 4% ® Movies
60% 133,632 45% m Sport
o
1225, 40% News
40% 192,214
3% M Leisure
3% B Children's
20% 656,659
3% Factual
0% ' 21% W Entertainment

Total Hours First-run hours

Source: Ofcom/broadcasters.
Note: Broadcast hours exclude Sky Box Office and ‘barker’ channels which promote TV content. First-run hours include first-run in-house, commissioned and acquired

content.
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Figure 2.26 OFcorm
Summary of retail offerings from traditional pay-TV providers maling communications work

for everyone

Retail offering

° Overview: BT TV only available when part of a triple play or quad play package. YouView box included. Choice of three
main TV packages, all including the AMC channel.

° Movies: Sky Cinema can be added to all TV packages.

° Sports: All packages include BT Sport channels and Box Nation. Customers can add Sky Sports 1 & 2.

° VoD/out-of-home: All packages include catch-up TV. BT TV App allowing out-of-home viewing included in some
packages.

° Overview: Range of DSat TV options available including standalone, triple and quad play packages. All packages include
Sky entertainment channels. Packages come with a Sky Q box. Sky also retails OTT through NOW TV, which is available
on a standalone or triple play basis.

Provider

BT TV YouView

Sky (DSat) o Movies: All Sky Cinema channels available.

° Sports: All Sky Sports channels available. Sky customers can also access BT Sport through a separate subscription with
BT.

° VoD/out-of-home: All TV bundles include catch-up TV and out-of-home viewing through Sky Go or the Sky Q app.

° Overview: TalkTalk TV packages only available when part of a triple play or quad play package. YouView box included.
Choice of two TV packages, one of which includes six Sky channels. Various content “Boosts” available through both
packages.

° Movies: Sky Cinema channels available through Sky Cinema Boost.

el apll iz ° Sports: Sky Sports channels available through Sky Sports Boost. TalkTalk customers can access BT Sport through a

separate subscription with BT. It also offers a Box Nation boost.
° VoD/out-of-home: Both packages include catch-up TV and out-of-home viewing through TV2Go App.

° Overview: Range of TV options available including standalone, dual, triple or quad play packages. TV V6 TiVo box
included.
° Movies: Sky Cinema channels available. The VIP package offers Sky Cinema channels as standard, whereas other
Virgin Media packages allow add-on purchases.
° Sports: All Sky Sports and BT Sport channels available. Some packages include them as standard, whereas other

packages allow add-on purchases.
° VoD/out-of-home: All TV packages include catch-up TV and out-of-home viewing through Virgin TV Anywhere.
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Figure 2.27
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Summary of Sky Sports and BT Sport availability from pay-TV providers e

Sky Sports 1&2

Sky Sports 3,4,5 & F1

NOW TV
(Sky Sports passes)
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Figure 2.28

Launch dates of local TV services up to 31 May 2017

Source: Ofcom
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Figure 2.29 | OFco
Local teleVISIOH revenue by Source making communications work
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M,

B Sector income Sector expenditure

£20m £18m

2015 2016

Source: Ofcom / broadcasters.
Note: Includes all channels operating in the year. Figures expressed in real terms.
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Figure 2.39 | OFco
Local television revenue by source making commancatons ok
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AL

Revenue Sources 2015 Revenue Sources 2016

m Advertising

m Advertising
008%

BBC BBC

® Non commercial
income

® Non commercial
income
30%

m Teleshopping m Teleshopping

Other Commercial
Revenue

Other Commercial
Revenue

Source: Ofcom/broadcasters. Includes all channels operating in the year. Advertising income comprises national and local advertising. Non-commercial income is self-
defined by the services in their who completed the local return form. It includes, for example, grants and revenue from media training services. Other commercial income is

also self-defined by the services in their that completed the local return form. It includes commissions, production services, content sales, sponsorship, telephone
competitions, digital sales and training fees.

One service was only able to provide income and expenditure figures for the last quarter of 2016 despite being on air for the full year. All other services provided full year
1o N1A
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Figure 2.31 OFcom
Local television derived from the BBC: 2016 e ——————"
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AL

®m Guaranteed
funding for news
items

m Digital Nation

Commissions and
other funding

Source: Ofcom/broadcasters.
Note: Includes all channels operating in any part of the year
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Figure 2.32 OFcom
Average and total local TV sector operating balances: 2015 - 2016 making commucations work
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Average operating balance (£000) Total operating balance (Em)

2015 2016 2015 2016

-368 -7.7

-11.0

W 2015 = 2016 W 2015 2016

Source: Ofcom/broadcasters. Includes all channels operating in the respective year
One service was only able to provide income and expenditure figures for the last quarter of 2016 rather than for the full year that they were broadcasting. All other services

provided figures for the full year. All figures expressed in real terms.
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Figure 2.3-3 | N | OFco
Hours of first-run local programming on local television services: 2016 s commumcatons wr
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B TOTAL hours of first-runnews & CA in 2016 (hours) = TOTAL hours of first-run local programming in 2016 (hours)

Source: Ofcom/broadcasters.

Figures calculated on the basis of the hours that were required in 2016 according to the respective licences, with the addition of the average weekly under- or over-delivery

reported by the service in its annual local return
Swansea launched 12th July 2016, all other channels broadcast for the full year
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Figure 2.34 OFcom

Platform availability of local TV services broadcasting in 2016 g Communication vor
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Source: Ofcom/ broadcasters.
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Figure 2.35 OFcom
Local TV channels included in BARB reporting: 2016 making commucations work
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Estuary TV 20 April 2015
Latest TV 20 April 2015
Local TV network Notts TV 20 April 2015
NVTV Belfast 20 April 2015
Sheffield Live TV 20 April 2015
Made in Bristol 20 April 2015
Made in Leeds 20 April 2015
Made in Cardiff 20 April 2015
LSS LTS Made in Newcastle 20 April 2015
Made in Liverpool (was Bay TV 15 June 2015
Liverpool)
Made in Birmingham 13 June 2016
STV Glasgow 02 June 2014
STV City
STV Edinburgh 12 January 2015
London Live London Live 31 March 2014

Source: BARB
BARB reported channels across the analysis period of 20 April 2015 to 23 April 2017. No channels ceased reporting across the analysis period. The channel groupings are as

of May 2017.
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Figure 2.36 OFcom

making communications work

Average weekly three-minute reach of local TV stations: foreveryone

L
Year 1: average weekly reach =1,512m E Year 2: average weekly reach = 1,854m
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Source: BARB, all UK homes, 20/04/2015 to 23/04/2017. Based on viewing through the reception mode of DTT and all platforms (DTT/DSAT/DCAB and online via TV and peripherals). Reach criteria of 3 minutes or more consecutive viewing. Full weeks used
for the correct calculation of averages. The DTT homes weekly reach % in the local TV coverage area has been calculated by using Ofcom estimates of the DTT homes population for the BARB measured local TV channels combined on 20 April 2016 and 20
April 2017.
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Figure 2.37 OFcom
Platform take-up: 2001-2016 making commumcations work

| for everyone

A

30

m Analogue Terrestrial Only
25

m Hybrid DTT and IPTV digital

terrestrial only
20

Digital Terrestrial only
15
W Digital cable
10 B Free to view digital satellite

Pay digital satellite

B Analogue cable

O I I I I I I I I I I I 1
2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Multichannel take-up/TV homes*

38.5% 39.4% 45.3% 52.9% 61.8% 69.4% 77.3% 84.3% 88.2% 91.5% 94.4% 95.5% 94.7% 92.9% 95.4% 195.5% (% all households)

Source: BARB Establishment Survey. Household level data, all TV sets in home therefore there are platform overlaps. Notes: Data points are based on Q4 of each year. *From October 2012 digital switchover was completed across the UK. From
2013 onwards, data therefore refers to TV households as a % of all households.

BARB changed their methodology on the definition of a TV set owning household in Q4 2012. Essentially, a home was defined as a TV home if it owned a TV set and that it had been used to watch TV programmes in the last six months. From Q4

2015 the claimed usage element was removed which led to an increase in the TV set homes population.
Digital terrestrial TV = receives digital TV through an aerial and not through DSAT/DCAB or other platforms.
IPTV digital terrestrial only = receives digital terrestrial TV through any of BT TV/TalkTalk/YouView and not DSAT/DCAB/Other platforms.
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Platform demographics by age, socio-economic group and
viewing hours
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Source: Ofcom Technology Tracker, Half 1 2017; and BARB 2016 data
Significance testing: Arrows indicate any significant differences at the 95% confidence level between UK and TV service platforms in 2017.
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Figure 2.39 OFcom
Take-up of HDTV sets and HD services, smart TVs and DVRs el communications work
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Source: Ofcom Technology Tracker, data as at Q1 2014, then H1 2015-2017
Base: All adults aged 16+ with a TV in the household: 2013 (3661), 2014 (3635), 2015 (3616), 2016 (3606), 2017 (3564)
Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017.

QH3 (QH53): Is the main TV in your household an HDTV set or HD ready?/ QH4 (QH54): Although you have an HDTV-ready set, to actually watch TV channels and programmes that are broadcast in high definition, you need an HD set-top box or a
TV with built-in HDTV receiver. For the main TV set, does your household have an HDTV service - from either Sky, Virgin Media, Freesat or Freeview?/ QH17 (QH62): Are any of your TV sets 'smart TVs'?

QH11A/B (QR1A/H): Does your household have Sky+/ Sky Q?/ QH11C (QRlB) Does your household have Virgin TiVo (pronounced tee-vo) or V+?/ QH11D/E/G (QR1C/D/E): Does your Freesat/ Freeview box of Freeview TV/ broadband TV service
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Figure 2.40 OFcom

Activities undertaken on a connected TV, by age making communications work
mAll 16-34 m 35-54 m 55-64 65+
62%
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33% 33% 0710,
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up services websites (FB, through TV service subscription through TV (PPV)
YouTube) services (Netflix,

Amazon etc)

Source: Ofcom Media Tracker 2015.
Base: All respondents in 2015 (2,107); aged 16-34 (620), 35-54 (675), 55-64 (344), 65+ (468).
Q7/Q9C/ Q10C/ Q11C/ Q13 - And which, if any of these devices have been connected to your home broadband service as well as a TV set in the home in the last 12 months to

view something on the TV screen? Q14A-H/ Q15 — Which, if any, of these activities have you used your device for in the last 12 months when connected to a TV?
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Figure 2.41 OFcom

making communications work

Average weekly reach and average daily minutes of TV: 2006-2016  foreveryone
L
300 Average: daily minutes =@=Average weekly reach, % 100%
2.2% 926%  922%  92.9% '93I%  94.1%  94.0% 4% 92.4% 1.8% 91.3%
250 |
2 242 242 241 232 0%
5 225 225 | 220 216 ®
2 200 216 218 ! 212 P
> l 60% ¢
8 \ -9mins -11mins -4mins -4mins i
% 150 ! -4% -5% 2% 2% %—*
3 i 40% 8
< 100 | e
! R
I
|
0
50 : 20%
:
1
0 l 0%
I
1

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Source: BARB, individuals 4+, network, total TV. Reach criteria: 15+ consecutive minutes of viewing at least once in the average week. Full weeks used for the correct
calculation of averages. Note: New BARB panel introduced 1 Jan 2010. Therefore pre- and post-panel change data must be treated with some caution (see dotted line).
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Figure 2.42
Average minutes of daily viewing by age - total TV, 2006-2016

344

294
243 235

216
212

200
155 @ 157

-o—

132
114
111 101

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

OfFcom

making communications work
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AL

=@ Adults 65+

Adults 55-64

=@ Adults 45-54

== = |ndividuals

Adults 35-44

=@ Adults 25-34

=@=-=Adults 16-24

=@==Children

Source: BARB, network. A new BARB panel was introduced 1 Jan 2010 therefore pre and post panel change must be treated with some caution.
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Figure 2.43 OFcom
Average weekly reach of total TV, by age group: 2006-2016 oo or

M,

Individuals 4+ 92% 93%  92%  93% ! 93% 94% 94%  93%  92%  92%  91%
Children (4-15) 89% 91%  90%  91%

Adults 16-24 83% 83% 82% 83%

92% 92% 91% 92%

Adults 35-44 94% 94% 94% 94%

Adults 45-54 94% 95% 95% 96%
Adults 55-64 95% 96% 96% 96%
Adults 65+ 96% 96% 96% 96%

%% 96% 96% 9%6% 95% 95%  95%
%% 97% 97% 97% 96% 96%  96%

97% 97% 97% 97% 97% 97% 97%

Source: BARB, network. Reach criteria: 15+ consecutive minutes. A new BARB panel was introduced 1 Jan 2010, therefore pre and post panel change must be treated with
some caution .
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making communications work

Average weekly TV reach, by channel: 2006-2016 Nl

=@=\ain five PSB
channels

=@=PSB portfolio
channels

=@=0thers

BBC One

ITv

=@=BBC Two

=@=Channel 4

=@=Channel 5

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Source: BARB. All individuals (4+), Network. Reach criteria: 15+ minutes of consecutive viewing. A new BARB panel was introduced in 2010 therefore pre and post panel
change must be treated with some caution. Note: Following digital switchover in Wales in 2010 S4C ceased to carry Channel 4 content. S4C is therefore included in the

Channel 4 figure in and before 2009 but not from 2010 onwards. S4C (inc HD) weekly reach in 2016 was 0.4% (all homes). The main five PSB channels include viewing to
their HD channel variants but exclude viewing to their +1 channels (which are part of the PSB portfolio group). ‘Others’ = all channels apart from the main five PSBs and
their portfolio channels.
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Figure 2.45 OFcom
Channel shares in all homes: 1988-2016 oaking commnieations worl

for everyone

\

A

Main five PSB channels
(%)

100 100 100 100 96 94 94 91 91 89 86 &85 84 81:77 76 74 70 67 64 61 58:55 54 52 51 51

m All other channels

B PSB portfolios

Channel 5

1 1
) 15} Q N ol o> ) o N D O Q SRS O H o &\ ® O Q NAl ad NG ©
\‘o& ,\9"5 ,\99 ,\'QQ '\9% ,\9% ,\9(5 ,\9% ,\99 '\99 xqg ,\qg '190 ,190 ,190 ,LQQ ,LQQ ’190 ’190 ’190 ,]90 ,LQQ ,LQ'\« ,LQ'\« ,19'\« ,LQ'\« ,19'\« ,LQ'\« ,19'\«

B Channel 4

TV

BBC Two

H BBC One

Source: BARB, TAM JICTAR and Ofcom estimates, individuals (4+). Notes: new BARB panels were introduced in 2002 and 2010, therefore, pre- and post-panel change data
must be compared with some caution (see dotted lines); following digital switchover in Wales in 2010 S4C ceased to carry Channel 4 content, S4C is therefore included in

the Channel 4 figure in and before 2009 but not from 2010 onwards (S4C share in 2016 = 0.1% of all homes); the main five PSB channels include viewing to their HD channel
variants but exclude viewing to their +1 channels.
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Figure 2.46 OFcom

Age and socio-economic audience profile of the 20 most-viewed Tt
channels: 2016 Higher % ABC1 ' | N A
90 -
80 -
70 A
BBC One
BBC Four
Lower % Channel 4 ] Higher
35+ % 35+
Sky1 |
. | | Q | | O | Sky Sportsll 9

0 10 20 30 40 50 60 100
O §
¥
Channel 5
ITV2 ]
20 A
10 4
Lower % ABC1
0 J

Source: BARB//TRP Research. Individuals 4+. Based on the top 20 channels ranked by share, excluding individually reported +1 channels. Size of bubble relates to share
among individuals 4+. Profile based on age: % 35+, SEG: % ABC1. Axes cross at the average age/SEG profile of Total TV. Includes HD variants where applicable, excludes +1

variants.




75 RETURN TO CONTENTS

Figure 2.47 OF o
DVR take-up and time-shifted viewing: all individuals, and individuals in  meemncinses
DVR homes: 2007-2016 \. A

75.5% o ]
=@=|ndividuals with a

DVR as % of TV
population

Time-shifted
viewing among
DVR individuals

=@-Time-shifted
viewing among all

13.8% individuals
2.7%

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Source: BARB, individuals 4+, network. A new BARB panel was introduced in 2010 therefore pre and post panel change must be treated with some caution.

Based on viewing up to seven days after initial transmission.
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Figure 2.48 OFcom
Average daily minutes of TV screen time, by activity type: 2014-2016 meking communications work

- for everyone

AL

Total TV screen time

+5 mins

+3 mins B Unmatched viewing*

+1 min 0 min

B Time-shifted: 8-28 days

-4mins -4mins

Time-shifted: up to 7 days

M Live viewing

Industry standard measurement
up to seven days

Source: BARB, individuals 4+.
*Note: Unmatched viewing = TV in use but content cannot be audio-matched or otherwise identified. Includes gaming, viewing to DVDs/box sets/archives, SVoD, time-shifted viewing beyond

28 days, apps on smart TVs and navigation around EPG guides where there is no in-picture broadcast content. Audio-matched digital radio stations (which accounted for 2 minutes of viewing
time per person a day in 2016) are excluded. Unmatched viewing has been reported by BARB since July 2013. At the time of writing, it is not possible to analyse unmatched content further by
the type of device used. Dotted line marks difference between BARB gold standard industry data and the eight-28 day time-shifted and unmatched viewing.
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making communications work

Unmatched activity on the TV set, by device used : 2016 for averyone

Proportion of unmatched daily viewing minutes

m TV (integrated tuner and apps)

Individuals 28% 8% | 6% JE0 %3% 9% Games consoles
m Cable Tivo DVR

35 minutes
i m Sky DVR
Internet STB
m Unknown
50 minutes
B DTR DVR
PCTV (online through the TV set)

YouView
Adults 65+ 30% 7 10% 3%L, 8% 18% %A% 15% _
Other devices

15 minutes

Source: BARB. Unmatched viewing by device use, based on average daily minutes of viewing in 2016. Unmatched: TV in use but content cannot be audio-matched or
otherwise identified. Includes gaming, viewing DVDs/ box sets/archives, SVoD, time-shifted viewing beyond 28 days, apps on smart TVs and navigation around EPG
guides where there is no in-picture broadcast content. Chart figures may not add up due to rounding.

PROMOTING CHOICE e SECURING STANDARDS e PREVENTING HARM



Q RETURN TO CONTENTS

Figure 2.50 Ofcom
Proportion of all AV viewing: live, DVR and VoD: 2013-2016 maling communications work

for everyone

AL

\

mLive Recorded to 7 days mRecorded 8-28 days m Broadcaster VoD SVoD

10% %

10%

10% 3%

10% N 4%

2013

2014

%3% A]

2015

2016

Proportion of viewing minutes across all devices

Source: 3 Reasons estimates (including BARB data). 8-28 day time-shifted viewing was introduced by BARB in July 2013.
Base: All devices, legal, long-form professional AV content, Live includes simulcast. Excludes physical consumption (e.g. DVDs), short-form, pirated and adult content.

Broadcaster VoD = all broadcaster on-demand including catch-up and archive across all platforms (e.g. Sky and Netflix).
SVoD = on demand from Netflix, Amazon Prime Instant Video, non-broadcast VoD from Now TV and other SVoD providers.
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Opinion on the quality of programmes over the last 12 months: making communications work

2016 SUb-groupS or everyone

H Don't know

B Stayed the same

16% 8%V

14% 13% Improved

15% 6% | Sf | 1% [aa%
18%

W Got worse

xb

c)X
D ©

& (2 e 5 5
Q > > & &
(:)’ @ <(Q§(\ Q ,bke Q,bke’

Source: Ofcom Media Tracker 2016

Base: All with any TV sets in 2016 (2022); aged 16-34 (573); 35-54 (628); 55-64 (336); 65+ (485); ABC1 (1038); C2DE (983); Male
(950); Female (1072); Parents (576); Non-parents (1446). Significance testing shows any difference between any age group and all
adults in 2016, between socio-economic groups, by gender and between parents and non-parents in 2016
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Figure 2.52 OfFcom
Top reasons given for programmes getting worse: 2016, by age for eeryone o ek

m All adults (16+) 16-34 m 55+
67%
0,
62% 409,
49%
42%
39%
349  35%
0
1% ogn  29%
20%

1% % 10%

9°/ 0
More repeats Lack of variety General lack of Too many reality ~ More bad language More sex More violence More antisocial
quality shows behaviour

Source: Ofcom Media Tracker 2016

Base: All saying programmes ‘got worse’ over the past year (634); 16-34 (121); 55+ (350). Unprompted, multicode. Only top individual
responses are shown. Significance testing shows any difference between either age group and all
Q22 — In what ways do you think that television programmes have got worse over the past year?
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Figure 2.52 OFcom
Top reasons given for programmes having improved: 2016, by age making communicatons wor

for everyone

m All adults (16+) 16-34 m 55+

4
57%

. 40%
3ST% 350,
v 28%
21%
0% 13%
1% o 10% e 0
BEl e
N E ==
Improved quality Wider range of More/ better dramas More interesting/ More/ better films More up to date More content for
programmes entertaining specific groups

Source: Ofcom Media Tracker 2016

Base: All saying programmes ‘improved’ over the past year (274); 16-34 (104); 55+ (83). Unprompted, multicode. Only top individual
responses are shown. Significance testing shows any difference between either age group and all adults in 2016. *Caution: Base
under 100, treat as indicative only.
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Figure 2.53 OfFcom
Opinion on the amount of sex/ violence/ swearing on TV: 2016 for aviryana | o1one

) %

B Don't know

54% 59% H Too little

62%

An acceptable

amount
37%
o

Violence Swearing Sex

Source: Ofcom Media Tracker 2016
Base: All with any TV sets in 2016 (2022). Prompted, single code
Q46 — Do you think, in general, that there is too much, too little or an acceptable amount of each of the following on television? Sex?
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Figure 3.1 OFfFcom
making communications work
UK radio industry: key metrics Nt

UK radio industry 2010 2011 2012 2013 mm 2016

Weekly reach of radio (% of population) 90.8% 90.5% 89.6% 90.4% 89.4% 89.5% 89.6%

Average weekly hours per listener 22.3 22.6 22.0 21.4 21.3 21.3 21.4

BBC share of listening 54.8% 54.7% 54.8% 54.5% 53.7% 53.4% 52.5%

Total industry revenue* £1280m  £1255m £1261m £1203m  £1257m £1256m £1245m
Commercial revenue* £509m £492m £498m £471m £516m £522m £526m
BBC expenditure £760m £751m £751m £721m £730m £722m £707m

Community radio revenue £11.3m £11.3m £11.3m £11.1m f11.6m £11.7m £11.6m

Radio share of advertising spend 3.2% 3.2% 3.3% 3.1% 3.1% 3.0% 3.0%
DAB digital radio take-up (adults) 36.2% 40.3% 42.6% 46.3% 48.8% 53.4% 56.8%

Digital radio listening share 25.2% 28.4% 32.5% 36.3% 38.0% 42.2% 45.7%

Source: RAJAR (all adults age 15+) 12 months to Q1 of the following year. Ofcom calculations based on figures in BBC Annual Report and Accounts 2016-17
(www.bbc.co.uk/annualreport), AA/Warc, broadcasters. Revenue and expenditure figures are adjusted for CPI (2016 prices). *Commercial and total revenue figures for

2010-2013 are not wholly comparable to 2014-2016 data and 2015 due to an amendment to the data collection methodology.
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Figure 3.2 OFfFcom

making communications work
for everyone

Listening to podcasts and speech radio N

Proportion of UK adults (%)

34% 34% 33% 33% 34%
19% o 21% - -
I 6% I 8% 6% I 7% I 8%
Q12013 Q12014 Q12015 Q12016 Q12017
B Ever listen to podcasts Listen weekly to podcasts ™ Listen weekly to speech radio

Source: RAJAR
Base: All adults 15+, 12 months to Q1 of each year

Speech radio includes: Radio City Talk, Talk 107, talkRADIO, talkSPORT, talkSPORT2, LBC Network (UK), BBC Radio 4, BBC Radio 4 Extra, BBC Radio 5 live, BBC Radio 5 live
sports extra, BBC World Service. Note: List current as of Q1 2017 — not all stations available in previous years
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Figure 3.3 OFfFcom
making communications work
Types of listening activities o eene

4 \
63% of adults ‘ever’ listen to a radio
station that mainly plays music. ' '
While 38% ‘ever’ listen to a radio
station that is mainly speech-based. @
* 16% of people‘ever’ listen to podcasts '
\ J

Source: Ofcom research, 2017.
Base: all adults (n = 1062)

Q11: How often, if at all, do you listen to any of the following...? [MULTICODE]
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Figure 3.4

Frequency of listening activities

Proportion of UK adults (%)

Music radio station

Personal music collection (CD, vinyl,
cassette)

Personal music on digital device
Music videos

Speech-based radio station
Online music service

Podcast

Audiobook

Source: Ofcom Research 2017
Base: All adults (n = 1062)

Never

0 ;- EEEEN: O
: EENB:0E

« NENE « e
EN e
EN : [0
F0: 18

g

Q1l: How often, if at all, do you listen to any of the following...? [MULTICODE]

52%

59%

60%

62%

71%

84%

91%

OfFcom

making communications work
| for everyone

AL

B Several times a day

About once a day

B Several times a week

m About once a week

Several times a month

m About once a month

m Less often
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making communications work
for everyone

Change in frequency for each listening activity compared to a year ago .~

Proportion of UK adults (%)

74
70
64
63 61
53
45
42
39 39
33
29
25 25
21
l l : .
Music radio Speech-based Personal music Online music Personal music A podcast Audiobook Music videos
station radio station stored on digital service collection
device (CD/vinyl/cassette
tapes)
®m More often Less often ® About the same

Source: Ofcom Research 2017

Base: All who have listened to a different type of service (n = 661)

Q1: Thanking about the different types of activities you listen to, would you say you listen to them more or less often than a year ago?
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Figure 3.6 OFfFcom
making communications work
Ways in which listening activities are listened to i
The car radio was most Mobile phones were most popular for
popular for listening most other listening activities
to the radio

66% of those who listen to a personal

digital music collection, 59% of online
 music service users, 53% of audiobook
listeners, 48% of podcast listeners and

: 39% of music video users said they did
O so through their phone.

Source: Ofcom research, 2017.
Base: all those who have listened to a different type of service (n = 661)

Q: Which of these ways do you listen to [types of listening activity listened to]? [MULTICODE]
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Figure 3.7 Ofcom

making communications work
- for everyone

Listening activities, by location \

85% of music video users watch
these videos in the home

For music-based radio, the
most popular location to listen
to thisis in the car (54%)

J]r}Q.

Source: Ofcom research, 2017.
Base: all who have listened to a different type of service (n = 661)

Q: Now think about the location where you do the various listening activities. Where would you say you do this activity most often?
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Figure 3.8 Ck)Fcct)rr:
Reasons for doing different types of listening activities T

The most popular reasons why people listen to:
Music radio
41% for background listening
39% because they find it relaxing

Speech-based radio
41% because they find it interesting
40% in order to keep up with the news

@ Podcasts
' 51% because they find them interesting

26% to learn something new

Source: Ofcom research, 2017.

Base: all who have listened to a different type of service (music radio station 661, speech radio station 398, podcast 144)

Q: In general, what are your main reasons for listening to [ask for each code selected not as ‘never’ in Q1 [MULTICODE]
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Programmes listened to on speech-based radio stations and podcasts

Proportion of those who do each listening activity (%)

i i |
News/information about local area 10 33
: ; ]
UK/international news " 42
; I 46
Current affairs 19
]
Weather 2 28
Ffic : I 10
Traiffic information 0 B Speech-based radio station
; I
Comedy/entertainment 17 35
F g [ ]
Drama/fiction 15 18 Podcast

. 27
Sport 21

. |
Music/arts/culture 33?4

Lifestyle and hobbies B © 11
Celebrity news -2 4

: I
Other factual and educational 18 35

Source: Ofcom Research 2017
Base: All who have listened to speech-based radio stations (n = 398), All who have listened to podcasts (n=144)

Q5,7: You said that you listened to [speech-based radio stations/podcasts], what are the types of programmes that you listen to? [MULTICODE]
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Number of podcasts listened to in the last month \

One - 27%
Two - 16%
Six to ten - 14%

SL. | ApRCT A S A
e thah ten -

Source: Ofcom research, 2017.

Base: all who have listened to a podcast once a month or more (n = 110)
Q8: How many different podcasts would you say you listened to in the last month? By different podcasts titles (so listening to several episodes of the same product would
count only once)
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Figure 3.11

Where listeners source their podcasts

Proportion of podcast listeners (%)

BBC website or app

YouTube

iTunes

Website or app of the podcast itself
Streaming service

GooglePlay

Website/app of a non-BBC radio station/
TV channel
Website or app of a newspaper/
magazine

Other website/app
RadioPlayer

Specialist podcast website/app

Source: Ofcom Research 2017
Base: All who have listened to a podcast (n = 144)

25

17

Vo]

Ul

N

OfFcom

making communications work
for everyone

A

Q9: Where have you obtained podcasts from in the past? These can be both downloaded and streamed podcasts. Please select all which apply thinking about how/where

you accessed the podcast, rather than who created it (as some podcasts are available from multiple sources) [MULTICODE]
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Figure 3.12 OFcom

Radio industry revenue 2011-2016 | Toreveryone oo e
. A
Revenue
(Em) —Total
1,255 1,261 1203 1,257 1,256 1,245

BBC expenditure
(estimated)

—Total commercial

751 751 720 730 722 707
492 498 471 516 522 526 ——National commercial
263 269 266
237 232 212 Local commercial
141 146 144 137 133 134
1
99 103 97 35 96 00 commercial
2011 2012 2013 2014 2015 2016 sponsorship

Source: Ofcom / operator data / BBC Annual Report 2012-2017
Note: BBC expenditure figures are estimated by Ofcom based on figures from the BBC Annual Report (www.bbc.co.uk/annualreport); figures in the chart are rounded and

are nominal. Total includes community radio, but community radio is not shown on the chart. Total commercial includes all sources of revenue - national, local,
sponsorship and ‘other’, but ‘other’ is not shown on the chart. Commercial and total revenue figures for 2011-2013 are not wholly comparable to those afterward due to
changes in methodology.
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Flgu re 3.13 OfFcom
making communications work

Radio expenditure and revenue percentage change, year on year | forewnone

.
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Figure 3.14 OFcom
. . . . . . R making communications work
Digital Audio Broadcasting UK radio services broadcasting: May  foreveryone
2017
UK commercial UK BBC Local Total
90% coverage commercial UK-wide commercial
75% coverage
Multiplexes 1 1 1 55 58
Services 13 18 11 394* 435*

* Includes simulcast services (216 services are either unique or ‘out of area’ simulcasts). Excludes BBC local radio services

Source: Ofcom, May 2017
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Figure 3.15

Analogue UK radio stations broadcasting: May 2017

Type of station AM FM AM/FM
total

Local commercial 51 235 286

UK-wide commercial 2 1 3

BBC UK-wide networks 1 4 5

BBC local and nations* 35 43 43

Community radio 10 241 251

TOTAL 99 524 588

Source: Ofcom, May 2017

OfFcom

making communications work

- for everyone

Note: licence conditions determine the amount of programming that may be shared between licensed services. Here we have listed the number of services

providing at least four hours a day of separate programming.
* Includes simulcasts
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Average real-terms income for community radio stations: 2014 to |

2016

Income 2014 2015 2016
A (TS INEEE £56.273 £53.933 £51 251
1% 4% 5%
Median income £35,899 £32,837 £31,890
+5% 9% 3%

Source: Ofcom analysis of community broadcasters’ returns. Figures adjusted for CPI (2016 prices)
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making communications work
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Distribution of total income levels across the community radio sector

Proportion of stations (%)

224 222 222

fOk-£10k £10k- £20k- £30k- £40k- £50k- £60k- £70k- £80k- £90k- £100k- £150k- £200k- £250k+
£20k £30k £40k £50k £60k £70k £80k £90k  £100k  £150k  £200k  £250k

W 2014 ©2015 W2016

Source: Ofcom analysis of community broadcasters’ returns. Figures relate to nominal income
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Figure 3.18
Average real terms income for community radio stations: 2014-2016

OfFcom

making communications work
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Income by source (%)

Other income

o 20% 26% 28% 25% 22%
- - - - m Donations
13% 14%
[ 6%
: W SLAs
33% 29% 25% — 25% 25%
Grants

B On air advertising
and sponsorship

2011 2012 2013 2014 2015 2016

Source: Ofcom analysis of community broadcasters’ returns.




102

Figure 3.19

Average income by type of community served
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Source: Ofcom analysis of community broadcasters’ returns.

£56,315

100%

£80,628

22%

9%
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Military (9)
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£51,129

19%

27%

Youth (23)

OfFcom

making communications work
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Other

® Donations

| SLAs

Grants

B On-air ads
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Figure 3.20

Average real-terms expenditure of community radio stations: 2014-2016

Expenditure 2014 2015 2016
Average (mean) expenditure £53,946 £55,201 £50,663
-4% 2% -8%
Median expenditure £33,440 £33,454 £31,662
-8% 0% -5%

Source: Ofcom analysis of community broadcasters’ returns. Adjusted for CPI (2016 prices).
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Figure 3.21 ?gﬁmc(t)rn
Community radio expenditure, by type N

Expenditure by source (%)

2141% 1728% 1538% 15% 15% 14% Other
886% 2O S - -
- m Technical
1086(y 1154% 1130% - - ecnnica
0
1197% 1275% Lo 13% 14% 13%
’ ® Admin and
marketing
Premises
4696% 4943% 5130%
W Staff

2011 2012 2013 2014 2015 2016

Source: Ofcom analysis of community broadcasters’ returns.




105 RETURN TO CONTENTS e

Figure 3.22 OFcorm

Average expenditure by type of community served R
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Source: Ofcom analysis of community broadcasters’ returns.
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Figure 3.23 OFco
Community radio hours and volunteers: 2016 RorevEanamcatons work

M,

Sector average

Total original hours per week 89
Number of volunteers 72
Total volunteer hours per week 187
Number of volunteers trained 48

Source: Ofcom analysis of community broadcasters’ returns.
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Figure 3.24 Ck)FC(t)rr:
ma |ng communications worl
Overview of radio listening e

. The average
Radio reaches almost 3
CIASRVLEL TSI listener listens

for over

Adult Radio

population listeners 2 1 h o u rs

3 : % R
V6 mne g min per week

On average over 1 billion hours of radio are consumed every week

Source: RAJAR, 12 months to Q1 2017
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Figure 3.25 | OFco
Reach of radio, by sector g oo o
5 |

Proportion of population (%)

89.6% 90.4% 89.4% 89.5% 89.6% ——All Radio
66.5% 67.1% 65.3% All Commercial
. 3% 65.2%
64.3%
o ——All BBC
— R 59.6% 59.7% ~59.1%
60.5%

== BBC network

31.0% 32.3% 31.8% 33.9% 35.3% Local commercial
— National commercial
6.2% 6.5% 7.6% 7.3% 7.1% —BBC nations/local
' ' ' ' ' ! e=Qther radio
Q1 2013 Q12014 Q1 2015 Q1 2016 Q12017

Source: RAJAR, All adults (15+), 12 months to Q1 of each year
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Figure 3.26 OFco
Share of listening, by sector g oo o
. |

Percentage of listening hours

(o)
8% > 23.7% 53.4% 52.5% —All BBC
All BBC network
42.7% 42.8% 43.3% 44.0% 44.9%
= Al| Commercial
==| 0cal commercial
National commercial
8.3% 8.2% 7.6% 0
° 7-4% 7.1% —BBC nations/local
. . . . . 1 === (Qther radio
Q1 2013 Q12014 Q1 2015 Q1 2016 Q12017

Source: RAJAR, All adults (15+), 12 months to Q1 of each year
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Figure 3.27 OFco

Average weekly listening, by demographic g Ccaons Wk

Annual.change .18 -18 +12 +18 +30 -18 -6 +6 -6 +12
(mins)

Adults 15+ =21.4 hrs
(

Weekly listening hours per listener

15-24 25-34 35-44 45-54 55-64 65+ Men  Women ABC1 C2DE

Source: RAJAR, all adults (15+), 12 months to Q1 2017
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Figure 3.28 OFcom
Ownership of DAB sets mating cormmunications work

- for everyone

M,

Percentage of adults who claim to own a DAB set / have a DAB set in the home

56.8%
53.4%
48.89
46.3% 8.8%
42.6% I I
Q1 2013 Q12014 Q1 2015 Q1 2016 Q1 2017

Source: RAJAR, All adults (15+), 12 months to Q1 of each year
Note: In previous CMR reports we have used figures from Ofcom’s Tech Tracker
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Figure 3.29 OFcom
Share of radio listening, by platform making communcations ok

- for everyone

M,

Share of all radio hours by platform

4.9% 4.8% 5.4% 5.2% mDTV
4.6% 5.9% 7.5% 7.8%

21.1% 23.6% 24.9% B Internet
29.2% 32.8%
DAB
B Total analogue
67.5%
o 62.0% 57.8% (AM/FM)
Q12013 Q12014 Q1 2015 Q1 2016 Q1 2017

Source: RAJAR, all adults (15+), 12 months to Q1 of each year
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Figure 3.30 OFcom
Platform split, by sector making commumcations work

- for everyone

M,

Share of radio listening

5.2% 4.3% 6.3% 4.5% " 3.9%0 | 20 = DTV
7.8% 6.4% 2 49 7.0%
21.9%
22.0% H Internet
32.8% 34.8% 31.3% 36.8%
DAB

B Total analogue
(AM/FM)

All Radio All BBC All Commercial BBC network National BBC Local Other radio
commercial nations/local  commercial

Source: RAJAR, all adults (15+), 12 months to Q1 2017
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Figure 3.31 o | OFco
Share of all radio listening hours g oo o
AL

Percentage share of listening hours

Celador, 0.5% ,Other, 6.1%
UKRD, 0.7%

Communicorp, 2.4%
Wireless, 3.2%_/

BBC network, 45.4%

Bauer, 14.8%

Global, 19.8%

\.BBC nations/local, 7.1%

Source: RAJAR, all adults (15+), 12 months to Q1 2017
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Figure 3.32
& , | , OFcom
Commercial radio, by weekly audience reach g oo o
| or everyone
Weekly UK 42.2% 32.2% 8.6% 6.3% 1.6% 1.4%
audience reach
Annual change
in reach +0.8pp +1.1pp +0.7pp +0.3pp -0.2pp +0.2pp
22,802
g 17,424
% 4,629 3,409
9] 864 782
: B s -
Global Bauer Wireless Communicorp UKRD Celador

Source: RAJAR, all adults (15+), 12 months to Q1 2017
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Figure 3.33. | | | OFcom
Reach profile of national stations, compared to all radio g Communication vor
5 .

Comparison of age and gender reach profile (%) to national stations indexed against all radio

e BBCRadio 5 live sports extra

Planet Rock ® BBC Radio 5 live

Absolute Radio Classic Rock LBC Network

»
BBC 6 Music BBC Radio 3

[ ]
1Xtra from the BBC Radio X ® Absolute Radio
[ ]

°
[ J
Absolute Radio 904 : ® ®BBC World Service
|
Kerrang! BBC Radio 1 Absolute 80s #BBC Radio 2 LIS e BBC Radio 4 Extra
. ° BBC Radia 4
Capital XTRA ®BBC Asian Network  SMo¢th Extra “ Gol;:llvl}letwork
o o Magic Netvork o assic
e Kisstory Capital Network °® Smooth Radio Network
_ ° Heart Network
® The Hits ° Heart Extra
Heat Key:
B BBC
M Global
M Bauer

Source: RAJAR, all adults (15+), 12 months to Q1 2017

Reach (%) for each station has been indexed against all radio reach for males and 35+
Only stations with a weekly reach greater than 500,000 listeners are shown
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Figure 4.1 OFcom
UK Telecoms Market - Key Statistics making communications work

. for everyone

9.7 38.4 36.5 35.1 35.4 35.6

Total operator-reported revenue (£bn)

Operator-reported retail revenue (£bn)
30.1 29.7 28.8 28.4 28.9 29.6
(excl. CDS)

Operator-reported wholesale revenue (£bn) 9.6

Average monthly household telecoms spend
(£, 2016 prices)

Fixed broadband connections (millions)

Superfast broadband connections
(>30Mbit/s, millions)

Fixed voice call minutes (billions)

Average actual residential fixed broadband
download speeds (Mbit/s)

Mobile retail revenues (£bn)

8.7 6.6 6.0

Mobile voice call minutes (billions)
SMS & MMS messages sent (billions)

Average monthly mobile data per active
onnection (GB)*
Active mobile subscribers (millions)**

AG subscribers (millions)
M2M subscribers (millions)

Source: Ofcom / operators / Ofcom Connected Nations Reports 2011 - 2016

Notes: Connection figures are at year-end; in a change from previous years, the total industry revenues shown here exclude those generated by corporate data services; household spend
data includes VAT and is CPI adjusted; All revenue data is adjusted for CPI (2016, prices); fixed voice minutes shown here are likely to be understated as they do not fully capture the use of
VolP services; fixed and superfast broadband connection figures include business connections; *average monthly mobile data per active connection for 2011 as of March, 2012-2016 as of
June of each year; **active mobile subscribers include machine-to-machine
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Figure 4.2 OFfFcom

making communications work

Summary of UK telecoms revenues (£bn)  foreveryone
SN
£39.7 2016 Syear
£38.4
£36.5 £35.1 £35.4 £35.6 change CAGR
Total 04% -2.2%
£16.6
£16.6
£15.8 £15.3 £15.3 -
Retail mobile 0.3% -1.6%
£13.4 Retail fixed
Wholesale
£9.6 Services
2011 2016

Source: Ofcom / operators
Notes: In a change from previous years, the total industry revenues shown here exclude those generated by Corporate Data Services; data have been adjusted for CPI (2016

prices).




120 RETURN TO CONTENTS

Figure 4.3 OfFcom
Average household spend on telecoms services (£ per month) | o anryoma. cations work
AL
4.1% 4.0%
[ - 0 3.8%
3.7% 3.6% 3.7% I Fixed internet
.
\ —— —
£84.72 £83.74 £81.26 £82.03 £84.46 £85.26
ata
k2 £48.71 £46.26 £46.21 £46.63 fasgo mFixed voice

=@=As a proportion of
total household
spend

2011 2012 2013 2014 2015 2016

Source: Ofcom / operators / ONS

Notes: Includes estimates where Ofcom does not receive data from operators; adjusted for CPI (2016 prices); includes VAT. Average household spend is calculated by

dividing residential telecoms service revenues by the number of UK households
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Figure 4.4 OFcom
Take-up of key telecoms technologies (proportion of households / el communications work

| for everyone
adults)

A

Mobile telephony [EE-ETA S S = Pl 96%
88%

Fixed telephony
82%
66%

Internet connectio

64% 65%
Total broadband

Fixed broadband g

20%

Mobile 3 12%
broadband 2%
dongle /datacard °

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Source: Ofcom Technology Tracker. Data from Quarter 1 of each year 2007-2014, then Half 1 2015-2017.
Base: All adults aged 16+ (2017 n=3743).
Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017.

QC1: Is there a landline phone in your home that can be used to make and receive calls? QE1: Does your household have a PC or laptop computer? / QE2: Do you or does anyone in your household have access to the
internet/ World Wide Web at home (via any device, e.g. PC, laptop, mobile phone etc.)? / QE12 (QE9): Which of these methods does your household use to connect to the internet at home?

Note: Use of internet on mobile is personal take-up measure, whereas the other data relate to household take-up.
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Figure 4.5 OFcom
Take-up of telecoms services e

Take-up of telecoms devices

. Mobile (voice) @M Mobile broaband

10%  69%

Source: Ofcom Technology Tracker H1 2017
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Figure 4.6 OFfFcom
making communications work

Average monthly retail voice revenue per fixed voice connection (£ per waivn
month) \

2016 5year
£24.18 change CAGR
£22.94
£2.62 £22.11 Total 0.9% -2.7%
£2.30 £21.14 £20.93 £21.13
£2.23 503
. £2.
2.5 £2.02 Other calls 0.4% -5.0%

£2.70
£0.87

£2.94 £2.62 £2.32 £1.95 £1.71

£1.56

Calls to mobiles

International calls

UK Geographiccalls  -9.1% -12.0%

Line rental and
bundle

2011 2012 2013 2014 2015 2016

Source: Ofcom / operators
Notes: Adjusted for CPI (2016 prices)
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OfFc
Figure 4.7 -

making communications work
for everyone

Real price of a basket of residential fixed voice services (£ per month) -

2016 5year
change CAGR

£20.88
£1 46

£19.81 £20.13 £20.15

164 £1. 60 £1. 58
() /

£19.30

£1.75
(.46

Total 1.8% 2.0%

£1 64

£1 75 £1 67

€175 £1.72
Calls to mobiles
International calls

£17.40

£15.33 £16.39 £16.53
UK geographic calls -0.4% -1.3%
Fixed access

2011 2012 2013 2014 2015 2016

Source: Ofcom / operators

Note: Includes estimates where Ofcom does not receive data from operators; excludes non-geographic voice calls; adjusted for CPI (2016 prices); includes VAT
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Figure 4.8 Ofcom

making communications work

Outgoing fixed call volumes, by type of call (billions of minutes) i

L

2016 5year
change CAGR

102.6

Total -11.9% -10.2%

82.0 Other calls

Calls to mobiles

International calls -18.4% -12.6%

UK geographic calls -10.9%

2011 2012 2013 2014 2015 2016

Source: Ofcom / operators

Note: VolP call volumes are not fully captured in this chart and so totals may be understated
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. OfFcom
Flgu re 4-9 Takingcommunicationswork
. foreveryone
Number of fixed lines (millions) N\

33.4 33.6 33.7 33.5

2016 5 year
change CAGR

Total -0.6% 0.1%

Residential

2011 2012 2013 2014 2015 2016

Source: Ofcom / operators
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Figure 4.10
; L | | OfFcom
Overall satisfaction with residential fixed voice services aing communications work

- for everyone

M,

m Very satisfied Fairly satisfied

89% 90% 89% 89% 88% 88%

34% 34% 30% 32%

36% 39%

Proportion of all adults with service (%)

2012 2013 2014 2015 2016 2017

Source: Ofcom Technology Tracker. Data from Quarter 1 2009-2014, then Half 1 2015-2017

Base: All adults aged 16+ with a fixed line phone (2017=3074)

Note: Includes only those who expressed an opinion.

Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017.

QC8A (QC13A): Thinking about your home phone service only, please use this card to say how satisfied you are with the overall service provided by (MAIN SUPPLIER)?
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Figure 4.11 ?gfmc‘?m
Retail residential and SME fixed internet revenues (£bn) e

f4.6
£3.8 £3.9 f4.1

2011 2012 2013 2014 2015 2016

Source: Ofcom / operator data
Note: all revenue data includes VAT and is adjusted for CPI (2016, prices)
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Flgure 4.12 | N OFco
Retail fixed broadband connections (millions) oG omatons o
25.3 2016 5 year
93.7 24.7 change  CAGR
21.8 22.8 Total 2.2% 4.0%
Others n/a n/a

8.9
8.5

8.3

LLU-ADSL -2.9% 0.8%

Non-LLU ADSL -11.1% -8.5%

2011 2012 2013 2014 2015 2016

Source: Ofcom / operator data
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Figure 4.13 Ofcom

making communications work
for everyone

Distribution of average actual residential broadband download speeds.

W <10Mbit/s >10Mbit/s and <30Mbit/s B >30Mbit/s and <100Mbit/s  H >100Mbit/s

24%

8%

26%

26%
23%

27%

2011 2012 2013 2014 2015 2016

Source: UK home broadband performance reports 2011 - 2016
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Figure 4.1.4 | OFco
Average fixed broadband revenue per connection and data use g Communication vor
per month ™
£20.45
B Average fixed £18.6
broadband data use
per month (GB per £17.28
£16.74
£16.63 .
month) o £16.47

=@=-Average price per
connection (£ per

month)
Mar-11 Jun-12 Jun-13 Jun-14 Jun-15 Jun-16
A
actualv:p:zgz 6.8Mbit/s 9Mbit/s 18Mbit/s 23Mbit/s 28.9Mbit/s 36.2Mbit/s
(Mbit/s) (May 2011) (May 2012) (May 2013) (May 2014) (November 2015) (November 2016)

Source: Ofcom Connected Nations Reports 2011 - 2016 / UK home broadband performance reports 2011 - 2016
Note: Average price adjusted for CPI (2016 prices)
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Retail fixed broadband market share (%) o
EBT Sky B Virgin Media B TalkTalk EE B Others

4% 4%

14% 13%

19%

24%

18% 19% 21% o =
0

2011 2012 2013 2014 2015 2016

Source: Ofcom / operator data
Note: BT and EE are shown separately up to 2015, as the merger between these two organisations was not completed until 2016.
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Figure 4.16
. . ) . ) Ofcom
Satisfaction of all adults with aspects of fixed broadband service mating cormmunications work

| for everyone

A

B Very satisfied M Fairly satisfied

87%  88%  88%  ggy  87%
° 84% + 80% 81% 84% 80% 82% 82%

Proportion of all adults with service (%)

(V] on <t [Fp) (o) M~ (V] o <t LN (o) N~

i i i i i i i i i i i i

o o o o o o o o o o o o

(V] (V] (V] (V] (V] (V] (V] (V] (V] (V] (V] (V]
Overall Speed of service

Source: Ofcom Technology Tracker. Data from Quarter 1 2009-2014, then Half 1 2015-2017

Base: All adults aged 16+ with a fixed broadband connection (2017=2928)

Note: Includes only those who expressed an opinion.

Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017.

QE29A/B (QE8A/B): Thinking about your fixed broadband internet service, please use this card to say how satisfied you are with your main supplier for... The overall service/ The speed of your service while online
(not just the connection) provided by MAIN PROVIDER/?
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Figure 4.17 Ofcom

making communications work
for everyone

Mobile retail revenue, by service (£ billions) N

2016 5 year

change CAGR

£16.6 £16.6 Total 0.3% -1.6%
£15.8

£15.3 £15.3 £15.3

£2.8 Out-of-bundle data

£2.0
£24 Out-of-bundle

£4.2 £3.8 £3.3 £2.9 messaging

Out-of-bundle calls -15.6% -14.0%

Access and bundled

services

2011 2012 2013 2014 2015 2016

Source: Ofcom / operators

Notes: In 2015 one of the major operators redefined how it reported bundled and out-of-bundle revenues, this way of reporting

continued in 2016, so figures not directly comparable before 2015; adjusted for CPI (2016 prices)
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Figure 4.18

OfFcom
Average monthly retail revenue per mobile subscription (2016 prices) | e """

- for everyone

£29.05
£27.35
£24.45 c22.67
—— 12199 £21.25 2016 5 year
— change CAGR
Blended 1.1% -2.2%
£6.41 _
o— £6.16 £5.58 £5.01 £4.73 £4.74
® —— — o ® Pre-pay 0.1% | -5.9%
2011 2012 2013 2014 2015 2016

Source: Ofcom / operators

post-pay cost will be included in revenues, while up-front handset costs will not be.

Notes: Mobile voice revenues include revenues from bundled messaging and data services; adjusted for CPI (2016 prices); revenue from handsets included in the monthly
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Figure 4.19 Singcommunznswork
Outgoing mobile call minutes, by type of call (billions) N A
2016 5year
change CAGR
Total 57% 2.9%

143 Other calls 4.0% 0.6%

137

132 134

131

International

Off-net mobile 8.0%%
43 41 40 39 40 e On-net mobile 8.6% -0.1%
32 32 32 33 UK geographic
2011 2012 2013 2014 2015 2016

Source: Ofcom / operators
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Figure 4.20

Average monthly outbound mobile call minutes, by subscription type .

(minutes per month)

240
o— 228 220 217 218 221
—— =0 ® —— -
56 57 54 53 54 59
o— — -0 ® —O— —®
2011 2012 2013 2014 2015 2016

Source: Ofcom / operators
Note: Includes estimates where Ofcom does not receive data from operators.
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2016 5year
change CAGR

Blended 5.4% 11.6%
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Figure 4.21 OFcom
Outgoing SMS and MMS messages (billions) lfi‘43§&%?:‘”“"ﬁ'°”5"“°'
149.9 151.0

129.4 2016 5 year
109.5

change CAGR
102.1

96.4
Total -5.5% -8.4%

2011 2012

Source: Ofcom / operators
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Figure 4.22 OFcom
Average monthly mobile data per active connection (GB)  foreveryone

Average monthly
mobile data per
active connection

. I

May June June June June June

2011 2012 2013 2014 2015 2016

Source: Ofcom / operators




140 RETURN TO CONTENTS
OFfFcom

Figure 4.23
Mobile subscriptions, by pre-pay and post-pay (millions) Torevervane

A

91.9 92.0

90.3

88.4 88.8

86.5

2016 5year
change CAGR

Total 0.1% 1.2%

6.1%

Post-pay

-10.4%( -6.8%

2011 2012 2013 2014 2015 2016

Source: Ofcom / operators

Note: Includes M2M
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Figure 4.24 | | | OFcom
Contract lengths for new post-pay mobile connections (proportion of  Fcmmmetnswen

| for everyone
sales) N~
® 1 month 12 months m 18 months ® 24 months
X
Q ~
o =
N B -
o fl @
(o]
X
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S = =l BEal B al BT Bl Rl e Bl RME Bl Bl ECE I

Q3 Q4 Q1 Q2 Q3 04 Q1 Q2 Q3 4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2013 2014 2015 2016 2017

Source: GfK Retail and Technology UK Ltd, Contract Handset Acquisitions: price segments.
Notes: England, Scotland and Wales only (excludes Northern Ireland); based on GfK’s coverage of 95% of the consumer market; based on new post-pay connections;

excludes contract renewals; only represents sales through consumer channels (excluding Apple Store and eBay).
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Figure 4.25 OFfFcom
Mobile subscriptions, by connection type (millions) oreugyone e
N

1. 92.0
86.5 88.4 88.8 919 2016 5year
change CAGR
Total 0.1% 1.2%
M2M 14.2% 13.4%

Dedicated mobile 9.8% | -1.0%
data

Mobile handset

2011 2012 2013 2014 2015 2016

Source: Ofcom / operators
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Figure 4.26 OFcom
Number of mobile connections with access to 4G services (millions) e commnications work

M,

4G connections - Proportion of all active mobile connections (%)

62%

2013 2014 2015 2016

Source: Operator data
Note: Includes all consumers whose tariff allows them to access 4G mobile services, even those without a 4G-enabled device or in

areas where their provider has no 4G coverage
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Figure 4.27

OfFcom

62%

4G take-up overall, by age, gender and socio-economic group (% of s o o
respondents) -
m 2015 m 2016 2017
a3
; +
71% %
° +
4 65% + 4 4 64%

58% 59%

*
o,
48% >24 >1%

429 42%

I |
Total 16-24 25-44 45-54 55+ I Male Female | ABC1 C2DE

Source: Ofcom Technology Tracker. Data from Half 1 2015-2017
Base: All UK adults 16+ 2017 (3743), 16-24 (519), 25-44 (1206), 44-54 (570) , 55+ (1442) , male (1790), female (1947) , ABC1 (1919), C2DE (1813)

Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017, between each age group in 2016 and 2017, between each gender
in 2016 and 2017 and between each socio-economic group in 2016 and 2017.

QD6 (QD41): Do you have a 4G service?
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Figure 4.28 OFcom

Use of data services on mobile phones, by age and socio-economic s o o
group (proportion of adults) -
m 2014 2015 m 2016 m 2017
1 1
| |
| |
| |
1 1
X X 1
R § S 38 I 1 .
E (Vo) | | i \©
n I X X I n g
| 2 | .
| BN |
1 ™M 1
| |
| 22
I SO
I o S I
I N I
| |
| B
Total | 55-64 65+ | DE
1 1

Source: Ofcom Technology Tracker. Data from Quarter 1 2014, then Half 1 2015-2017
Base: All adults aged 16+ (2017 n=3743)

Note: Internet use includes accessing the internet, downloading and streaming content, connecting using WiFi and using VolP.
Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017, between each age group in 2016 and 2017 and between each socio-economic group in
2016 and 2017.

QD12 (QD28A): Which if any, of the following activities, other than making and receiving voice calls, do you use your mobile for?
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Figure 4.29
Use of methods of communication other than traditional voice
telephony

o

N

networking

VolP
(Voice & video)

Source: Ofcom mobile research app, 27 September 2016 - 23 December 2016
Base: Behavioural panel (1200 panellists)
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Figure 4.30 OFcom
Top 20 apps used by Android users, by reach oy euyana ceions work

v £ G Y =Y 7 R o o Y ) P Y e

Proportion of panellists [s]5{4

887 M36%

80%
71%
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Source: Ofcom Mobile Research app

Base: 1200 panellists in the UK nationally representative panel
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Figure 4.31
Data service availability

Percentage of cases people
could access a mobile
network and successfully
download data

Source: Source: Ofcom mobile research app, 27 September 2016 - 23 December 2016

Base: Nationally representative panel (c4300) panellists
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. OfFcom
Flgu re 4.32 making communications work
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Satisfaction with mobile service, all adults \

m Very satisfied  m Fairly satisfied

93% 9% % 93% 9190 919  92% 89%

88% 88% 87% 86% 87%  86%

35%

32%

0,
30% [ 35% I 30, I 31% B 230, I 350, 37%

0,
58% Il 60% 58% I 55% 56% Il 539 49%

Proportion of all adults with service (%)

2011 2012 2013 2014 2015 2016 2017 2011 2012 2013 2014 2015 2016 2017

Overall Accessing the network

Source: Ofcom Technology Tracker. Data from Quarter 1 2009-2014, then Half 1 2015-2017

Base: All adults aged 16+ with a mobile phone (2017=3471)

Note: Includes only those who expressed an opinion.

Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017.

QD19A/) (QD21A/)): Thinking about your mobile phone service, please use this card to say how satisfied you are with your main supplier for... The overall service/ Reception/ accessing network provided by MAIN
PROVIDER/?
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Figure 5.1

UK internet and online content market: key statistics

OfFcom

making communications work
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M,

UK internet and online content market 2010 2011 2012 2013 m 2015 2016 2017
75 77 79 80 82 85 86 88

linternet take-up (%)

1ISmartphone take-up (%) n/a

1Tablet take-up (%) n/a

lLaptop take-up (%) 51

1Consideration that the smartphone is the most important device
for internet access (%)

2Total digital audience (million) n/a

3Digital advertising expenditure (Ebn) 4.8

3Mobile advertising expenditure (Em) 94

27

55

n/a

5.4

219

39

11

61

n/a

6.0

554

51

24

62

15

n/a

6.6

1,044

61

44

63

23

48.2

7.6

1,642

66

54

65

33

47.5

9.2

2,678

71

59

64

36

50.3

10.3

3,866

76

58

64

42

50.4

n/a

n/a

Source: Ofcom consumer research, comScore MMX multi-platform, UK, data for March 2015, March 2016 and March 2017; 3IAB/PwC Digital Adspend

Study

Note: Caution is advised in comparing values before and after February 2011 because of a change in comScore methodology.
Note: Revenue and expenditure figures are adjusted for CPI (2016 prices).
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Communication Social Video and streaming Games

Source: Source: Ofcom mobile research app, 27 September 2016 - 23 December 2016
Base: Behavioural panel (1200 panellists)

Note: Includes use over Wi-Fi as well as mobile data. Use of some apps may be understated as the research does not capture apps running in the background, or if the app is
open for less than five seconds (e.g. this may affect WhatsApp).
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Selected social, communication and entertainment apps, by age of g Communication vor
users ™~
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Source: Ofcom mobile research app, 27 September 2016 - 23 December 2016
Base: Behavioural panel (1200 panellists)

Note: Includes use over Wi-Fi as well as mobile data. Use of some apps may be understated as the research does not capture apps running in the background, or if the app is

open for less than five seconds (e.g. may affect WhatsApp).
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L
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Source: Ofcom mobile research app, 27 September 2016 - 23 December 2016
Base: Behavioural panel (1200 panellists)

Note: Includes use over Wi-Fi as well as mobile data. Use of some apps may be understated as the research does not capture apps running in the background or if the app is
open for less than five seconds (e.g. may affect WhatsApp).
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10%
B YouTube —
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20% W Just Eat
10%
0%

8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23

Source: P3 mobile research app

Base: Behavioural panel (1200 panellists)
Note: Includes use over Wi-Fi as well as mobile data. Use of some apps may be understated as the research does not capture apps running in the background or if the app is
open for less than five seconds (e.g. may affect WhatsApp).
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Figure 5.6
Proportion of adults with home internet access
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Source: Ofcom Technology Tracker, H1 2017
Base: All adults aged 16+ (n=3743)

OfFcom

making communications work
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87%

67%
70%
74%
74%

DE

Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017, between each age group in 2016 and 2017

and between each socio-economic group in 2016 and 2017.

QE2: Do you or does anyone in your household have access to the internet/ World Wide Web at home (via any device, e.g. PC, laptop, mobile phone etc.)?
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Figure 5.7
Ownership of internet-enabled devices
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Ownership of internet-enabled devices

Household take-up and year-on-year difference

Smartphone
Smart 76%
watch +5pp 4

9%
Internet ' +4pp 4
connected e
dongle F & = Tablet
10% @) ) 58%
Desktop +5pp A Smart 3;5A,
29% TV +9pp 4

Games console
44%

Source: Ofcom Technology Tracker, H1 2017.
Base: All adults aged 16+ (2017 n=3743).

Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017. Note: The question wording for DVD Player and DVR was changed

in Q1 2009 so data are not directly comparable with previous years. * Internet-connected dongle or set-top box includes NOW TV set-top box, Roku, Google Chrome, Amazon Fire TV stick,
Amazon Fire TV, Apple TV.
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Figure 5.8 OFcom

Take-up of internet-enabled devices, by age g Ccaons Wk
N
Proportion of adults (%) m16-24 W25-34 m35-54 m55+
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Source: Ofcom Technology Tracker, H1 2017
Base: Adults aged 16+, 16-24 n = 512, 25-34 n = 544, 35-54 n = 1202, 55+ n = 1485
Note: Ranked by overall household ownership

Internet-connected dongle or set-top box includes NOW TV set-top box, Roku, Google Chrome, Amazon Fire TV, Apple TV

Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2017 and each age group
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Take-up of internet-enabled devices, by socio-economic group g commurications wor
% |
Proportion of adults (%) mAB mCl mC2 mDE
*
X + +
% X X
Sy )

4
X
o
~

Smart
phone
Laptop
Tablet
Games
Console
VOD
Box
Smart
TV
Desktop
E-reader
Smart Watch

Portable Games
Console
Internet-
connected dongle
or set-top box

Source: Ofcom Technology Tracker, H1 2017
Base: Adults aged 16+, ABn =826, C1 n=1109, C2 n =81, DE n =994

Note: Ranked by overall household ownership
Internet-connected dongle or set-top box includes NOW TV set-top box, Roku, Google Chrome, Amazon Fire TV, Apple TV
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UK internet users aged 16-34 considered the
smartphone to be the most important device

for internet access...

...while UK internet users aged 55 and
over considered the laptop to be the
most important device.
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®m Smartphone Laptop ®mTablet m Desktop Other
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‘ Total Male Female 16-24 ‘ 25-34 ‘ 35-54 ‘
‘ Gender Age group Social group ‘

Source: Ofcom Technology Tracker, Half 1 2017
Base: All adults aged 16+ who use the internet at home or elsewhere (n = 3221 UK).

Significance testing: Arrows indicate any significant differences at the 95% confidence level between males and females, between UK 2017 and each age group and between UK 2017 and each socio-economic group.

QE11 (QE40): Which is the most important device you use to connect to the internet, at home or elsewhere? “Other” responses include: “Netbook”, “Games console”, “E-reader”, “TV set”, “Smart watch”, “Other
portable/handheld device”, “Other device”, “None” and “don’t know”.
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Figure 5.12 OFcom

Most important device for internet access: 2013 to 2017 g ot ok
e
Internet users (%) 2013 B2014 m2015 2016 2017
46%
*
42%
40%
36%
33%
30%
29% 28%
26%
23%
19% 20% 3 20%
) o 16%
15% 15% 14%
12% 11%
8%
Smartphone Laptop Tablet Desktop

Source: Ofcom Technology Tracker, Data from Quarter 1 2014, then Half 1 2015-2017
Base: All adults aged 16+ who use the internet at home or elsewhere (n = 3221 UK).
Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017.

QE11 (QE40): Which is the most important device you use to connect to the internet, at home or elsewhere? “Other” responses include: “Netbook”, “Games console”, “E-reader”, “TV set”, “Smart watch”, “Other
portable/handheld device”, “Other device”, “None” and “don’t know”.
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Features in car(s) used by household N

Proportion of UK adults (%)

DAB digital radio

w
[y

Ability to make and receive phone
hands free calls via a mobile phone

N
o

Ability to stream music and other audio
content

[EEN

RN
[EEN
D

In-built infotainment system

Automated driving features

()} I
(0]

Ability to stream apps

In-built Wi-Fi hotspot

w

Remote monitoring of the car via a
smartphone

w

None of these but my household has a
car

34

My household does not have a car

N
=

Source: Ofcom Research 2017
Base: All adults (n = 1062)

Q14: Which of the following features does the car (or cars) used by your household have? Select all that apply, even if you do not personally use the feature [MULTICODE]
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Figure 5.14 OFcom
Internet take-up and intentions: 2017 s o o

\

A

N
Internet take-up over

the next 12 months

88% of adults have an
internet connection at home

P ien

Likely to | | intend to
_take up Don’t take-up
mternet | know | internet

A
Source: Ofcom Technology Tracker, H1 2017

Base: All adults aged 16+ (n = 3743). Significance testing: Arrows indicate any significant differences at the 95% confidence level between 2016 and 2015.

QE2: Do you or does anyone in your household have access to the internet / world wide web at home (via any device)?/ QE32 (QE24): How likely are you to get internet

access at home in the next 12 months?
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A

Proportion of those without broadband (%)

computer knowledge / skills internet year

m 2014 m 2015 2016 2017
52% 1
50% |
46% :
1
|
|
1
|
1
1
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022%22% 22% 519, 20%20%21% I
18% 17%18%17% 18% 17% |
15% 15% : .

L 13%12%12% 14,
|
|
1
|
1
1

Don't need it Don’t want a Don't have Too expensive Toooldtouse | Likelyto getin next

|
1

Source: Ofcom Technology Tracker. Data from Quarter 1 2014, then Half 1 2015-2017
Base: All adults without the internet aged 16+ (n=597)

Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017.
QE33 (QE25A): Why are you unlikely to get internet access at home in the next 12 months?
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A

Unique audience (millions)

50.4
—I 46.5

Total digital audience Laptop and desktop audience Mobile audience

36.2

Source: comScore MMX-MP, UK, home and work panel, March 2017;
Note: ‘Digital audience’ is the unique audience across desktop/laptops and mobile. Mobile audience includes Android smartphones and iOS smartphones and tablets.

Only those entities that have been tagged as part of the census network report Android tablet usage data.
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Average time spent online: March 2017 oG omatons o
" ‘
Hours
Total digital audience All smartphones (browser & app Laptop and desktops
combined)

Source total digital audience & laptop and desktops: comScore MMX-MP, UK, March 2017, (bases include ages 6+ for desktops/laptops, 18+ for mobile devices)
Source all smartphones: comScore MoMX, UK, March 2017.

Note: All smartphones, includes iPhones and Android handsets, browser and application use.
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Figure 5.18
Average time online on laptop/desktop, by age and gender: March g Communication vor
5 ,

2017

Average hours per visitor

40.0 41.0
36.1 35.3
30.5 32.6
27.7 27.9 23.0 28.0 '
_ 24.5
® Male
Female
79 83

Adults (18+) 6-14 15-24 25-34 35-44 45-54 55+

Source: comScore MMX, home and work panel, March 2017
Note: Time spent online is a measure of time spent browsing web pages on laptop and desktop computers only.
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Average time online on a smartphone, by age and gender: March 2017 g commancations wore

Average hours per visitor

88.5
77.9

65.5 65.2

m Male

Female

714 733

Adults (18+) 18-24

Source: comScore MoMX, March 2017. Browser and application access combined.

Note: Includes Android and iOS smartphones

| for everyone

A

69.8

35-44 45-54 55+
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Figure 5.20 OFcom

Claimed use of the internet for selected activities g ommuricaions ok
e
Any I T 7 . 7%
General surfing/browsing 87%
Sending and receiving email 85%
Online shopping 69%
Banking 64%
Using social networking sites 61%
Instant messaging 57% 4
TV/ Video viewing 53%
Accessing news 49% 4
Finding/ downloading info for work/ college 46%
Making voice or video calls using a VolIP service (e.g. Skype) 44%
Watching short video clips 43%

Finding health information 41%
Trading/auctions e.g. eBay 40%
Using local council/ Government websites 40% 4+
Uploading/ adding content to internet 30%
Playing games online/ interactively IEVZANNEA 24%
Accessing file through a cloud service [ 14% | 10% RS
Streaming audio services 22%
Use Twitter 19%
Listening to radio 19%
Remotely control/monitor household appliances ¥ 4%

m Used in the past week

m Use less often

Source: Ofcom Technology Tracker. Data from Quarter 1 2014, then Half 1 2015-2017
Base: All adults without the internet aged 16+ (n=597)

Significance testing: Arrows indicate any significant differences at the 99% confidence level between UK 2016 and UK 2017.

QE33 (QE25A): Why are you unlikely to get internet access at home in the next 12 months?
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Figure 5.21
Top ten most popular internet properties among the digital audience:  parecommmcioswon
5 ,

March 2017

Unique audience (millions)

48.3
41.9 40.6
I I I I 31.4 31.3 31.3 30.1 59
BBC Sites  Amazon Sites Trinity Mirror Yahoo Sites eBay Mail Online /  Sky Sites
Daily Mail

Google Sites  Microsoft Facebook
Sites Group

Source: comScore MMX Multi-Platform, UK, March 2017
All sites listed are at the property level [P]. Please note MMX Multi-Platform includes laptop/desktop browsing, laptop/desktop video streams, on-network and Wi-Fi

mobile browsing and app use.
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Figure 5.22 OFcom
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Most-used apps and services within the Google Sites property, by g com:
unique audience: March 2017 .

Unique audience (millions)

Google Gmail Android.com
23.2 15.6

Youtube.com Google Maps Blogger Google+ Google Google
42.0 30.9 9.6 8.7 ia;endar ;alrth

Source: comScore MMX Multi-Platform, UK, March 2017
All sites listed are recorded under Google Sites [P] Please note only sites which have recorded over one million unique audience visits are shown. Figures are

unduplicated across sites.
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Figure 5.23 OFcom
Top ten comScore properties among the total digital audience, by time  pacecommumcioswor

spent: March 2017 ~

Total hours (millions)
Google Sites 755
Facebook
BBC Sites
Apple Inc.
Spotify
Microsoft Sites
Yahoo Sites
eBay

Snapchat, Inc

Amazon Sites

Source: comScore MMX Multi-Platform, UK, March 2017
Note: All sites listed are at the property level. Time spent online is a measure of time spent laptop/desktop webpage browsing and on-network and Wi-Fi mobile

browsing and application data.
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Figure 5.24 OFcom

Digital audience of selected social networking sites: March 2016 and maling communications work
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March 2017 ‘\

Unique audience (millions)

m 2016 m2017

Facebook Linkedin Twitter Instagram Pinterest Snapchat Google+

Source: comScore MMX Multi-Platform, UK, March 2017
Note: comScore entities used were [C] Facebook.com, [P] Linkedin, [P] Twitter, [M] Instagram.com, [P] Pinterest.com, [P] Snapchat, Inc, [C] Google+.
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Figure 5.25 OFcom
Mobile audience of selected mobile messenger apps: March 2017 el communications work
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Unigue audience (millions) and reach as % total mobile audience

61% 50% 28% 10% 4%

..

Facebook Messenger WhatsApp Messenger Snapchat (Mobile App) Skype (Mobile App) Kik Messenger (Mobile
(Mobile App) (Mobile App) App)

Source: comScore Mobile Metrix, UK, March 2017

Note: Mobile use includes Android smartphones and iOS smartphones and tablets. Only those entities that have been tagged as part of the census network report

Android tablet usage data. comScore entities used were [S] Facebook Messenger (Mobile App), [C] WhatsApp Messenger (Mobile app). [M] Snapchat (Mobile App)
(w/history), [S] Skype (Mobile App), [M] Kik Messenger (Mobile App)
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Figure 5.26

Unique audience for selected online video-sharing sites: March 2017 g Communication vor

Unigue audience (millions) and reach as a % of total digital audience
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AL

83% 72% 80% 24% 21% 11% 7% 4% 6% 4% 3% 2% 3% 3% 0.2% 1% 0.2% 1%
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0
(@]
)]
o))
1 (@]
— A — -+ o = 5 S o o
YouTube Vimeo Dailymotion Twitch MSN Video Periscope
B Total digital audience Laptop & desktop audience B Mobile audience

Source: ComScore MMX-MP, UK, March 2017.

Note: MMX Multi-Platform includes laptop/desktop browsing, laptop/desktop video streams and mobile use. Mobile use includes Android smartphones and iOS

smartphones and tablets. Only those entities that have been tagged as part of the census network report Android tablet usage data. ComScore entities used were: [M]
YOUTUBE.COM, [P] Vimeo, [P] DAILYMOTION.COM, [M] PERISCOPE.TV, [c] MSN Video (w/history),[P] TWITCH.TV
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Figure 5.27 OFcorm
YouTube viewer profile, by gender and age: March 2017 oo or

YouTube profile, by gender: March 2017 YouTube profile, by age: March 2017

Breakdown of audience (%) Breakdown of audience (%)

18-24 13%
25-34 20%

35-44 17%

4554 [ 1o

+ |, >
51% 49 > 7

Source: comScore Video Metrix Multi Platform, Demographic Profile, UK, March 2017
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YouTube viewer profile, by gender and age: March 2017 g cammuncatons
YouTube profile, minutes per viewer by YouTube profile, hours per viewer by age:
gender: March 2017 March 2017
Average hours per viewer Average hours per viewer
18-24 31.9
25-34 28.2
35-44 23.4

4554 [N 131

19 17 ss+ [ 6.5

hours hours

Source: comScore Video Metrix Multi Platform, Demographic Profile, UK, March 2017
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Top ten YouTube partners, by reach and minutes per viewer: March g ommuricaions ok

2017 |
Reach (millions) Minutes Per Viewer

Warner Music 24.1 Style Haul, Inc 90.1
BroadbandTV 23.8 Studio71 | 66.2
VEVO 22.0 VEVO | 63.7
SonyBMG Machinima | 57.2
Fullscreen Fullscreen | 50.5
Studio71 BroadbandTV | 47.1
ZEFR Warner Music | 35.3
The Orchard SonyBMG | 17.4
Machinima The Orchard | 15.9
Style Haul, Inc ZEFR | 12.9

Source: comScore Video Metrix Multi-Platform, UK, March 2017
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Selected mobile payments and financial services activities conducted g Communication vor
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Total mobile audience (%)

33%
30%

: 23%
Electronic payments/money transfer _20%
o m 2017

m 2016
Mobile payments POS m 8%
0

Used NFC-enabled device/sticker for mobile POS ' 5%
payment 4%

Bank accounts

Scanned QR/bar code for mobile POS payment l;%
(0

Source: comScore Mobilens, UK 3 month averages ending March 2017

Base: Mobile internet users 13+
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Figure 5.30

UK advertising expenditure: 2016 g commeaan ok

Expenditure (£ millions)

— 10304

Internet

TV

Press brands
Direct mail
Out of home
Radio

Cinema

OfFcom

| for everyone

AL

5080 187 5277
2294 B8 2999
1713 Non-digital
1106 M Digital
646
257

Source: AA/Warc Expenditure Report, April 2017
Note: ‘Press brands’ is a consolidation of magazine brands and national and regional news brands.

Broadcaster VoD, digital revenues for newsbrands and magazine brands, radio station websites are also included within the internet total of £10,304m, so care should be
taken to avoid double counting. Note: The AA/WARC data is net of discounts, and includes agency commission, but excludes production costs.
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Digital advertising expenditure, by type: 2010-2016 making communications wok
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Expenditure (£ millions)

W Display Classifieds M Paid for search ® Other

10,304

9,151

7,599

2010 2011 2012 2013 2014 2015 2016

Source: IAB / PwC Digital Adspend Study 2016 Note: ‘Content and native advertising’ was included as a new format for 2014; before this the revenue would have sat
elsewhere within display (e.g. sponsorships).
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Digital advertising expenditure, by type: 2010-2016 R

Expenditure (£ millions)

B Pre-post roll Viral video + other ~ B Out stream / Social in-feed

704

1,093

465

474

210
127
28 60 m 187
) oU . . . .
2009 2010 2011 2012 2013 2014 2015 2016

Source: IAB / PwC Digital Adspend Study 2016. Figures adjusted for CPI.
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Expenditure (£ millions)

B Search Display M Other

3,866

2,678 1,920

2011 2012 2013 2014 2015 2016

Source: IAB / PwC Digital Adspend Study 2016. Figures adjusted for CPI
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Share of programmatic advertising against display advertising g Communication vor
expenditure ~ |

Expenditure (£ millions)

®m Programmatic Non-Programmatic
3,765
3,282
1,054
-13%
2,437 1,214
-6%
e
1,866
-49 1,292
4%, +31%
—_—
1,344 +81%
e
+119
—_—
%
2013 2014 2015 2016

Source: IAB / PwC Digital Adspend 2016. Figures adjusted for CPI.
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Figure 5.35 OFcom
Types of online marketing done by SMEs oG omatons o

Proportion of respondents (%)

Social media websites / apps — 77%

Advertise / market on a 'vertical' service __ 38%
Advertise on website / app of local media __ 30%
Email newsletter __ 27%
Your own blog or forum __ 23%
Advertise with Google __ 23%

Sell / advertise on an online market place |
g F 15%

such as eBay / Amazon Market

Source: Ofcom SME Tracker. Fieldwork May-July 2016
Base: online marketing users (n=764)

QA7. You said you use the internet for online marketing. Which, if any, of the following websites and tools does your organisation engage with or use on a regular basis —
that is, at least once a month?
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Figure 6.1 OFfFcom

making communications work

UK postal services: industry key metrics  for everyone

L

UK postal services industry 2011 m 2013 2014 m 2016
Addressed letter volumes 14.6bn 13.5bn 12.9bn  12.7bn 12.2bn  11.8bn
Addressed letter revenues (at 2016 prices) £4.4bn £4.4bn f4.3bn  £43bn  £4.3bn  £4.2bn

Proportion of access in total mail 49% 54% 56% 56% 57% 60%

Letter volumes delivered by operators other than Royal 9m 18m 56m 159m 68m 16m
Mail

Direct mail share of total advertising spend 11.4% 11.1% 10.9% 10.1% 9.3% 8.0%

Source: Royal Mail Regulatory Financial Statements, Royal Mail Wholesale, Royal Mail Group Annual Reports, AA/Warc, Nielsen. Note: Royal Mail calendar year volume
figures are derived from Ofcom calculations based on financial year figures in Royal Mail’s Regulatory Statements and unaudited submissions to Ofcom and are

therefore not directly comparable with Royal Mail’s published accounts. Royal Mail figures relate to the ‘Reported Business’. Prior data are not comparable. * From
2015 we have changed the way we categorise certain letters products.
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Frequency of purchasing products online \L

Proportion of adults (%)

23%

21%
18%
16%
At least once a About once every Aboutoncea About once every Less than every 2 Never Don't know
week 2 weeks month 2 months months

Source: YouGov Reports, Innovations in Retailing 2017, fieldwork February 2017.
Base: nationally representative adults aged 16+: 2037

Q4. How often do you purchase products online (including via your mobile)? (2017)
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making communications work

Likelihood of online vs. in-store purchase  foreveryone

N

Proportion of adults (%)

Entertainment (e.g. books, DVDs, CDs, video games) 26 19 4
Technology products 3 26 38 )
Large electrical kitchen appliances 42 8

~N
N
0]

Small electrical personal appliances

N
N N N
~N
N
N
w

Small electrical kitchen appliances 29 43 5
Clothing/fashion/accessories/beauty 28 51 2
Sporting goods/equipment 25 33 25
Furniture 22 58 8
Any other item 47 23 19
DIY items 21 59 11
Groceries 9 79 p
B Generally buy online Just as likely to do either B Generally buy in-store H Don't know

Source: YouGov Reports, Innovations in Retailing 2017, fieldwork February 2017.
Base: nationally representative adults aged 16+: 2037

Q3. Which of the following do you generally buy online (including via your mobile), and which do you generally buy in-store?
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Reasons for stopping an online order N

Proportion of adults (%)

Delivery charges were too high

Delivery time was too long

Was not able to arrange a suitable delivery time
Return charges were too high

m 2015

H 2016
2017

Unable to arrange a suitable delivery location

[tem was too valuable

Previous poor experience with delivery firm

Previous poor experience with retailer

Heard that the delivery firm was unreliable

Note: Three options were asked in 2016 for the first time and have no 2015 comparison.
Source: YouGov Reports, Innovations in Retailing, fieldwork March 2017
Base: All adults aged 16+ who have not ordered a product due to delivery concerns, 2017: 907, 2016: 842, 2015: 937

Q20: Why did your concerns regarding delivery stop you from ordering the product? Please choose all that apply.
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Use of delivery options for online purchases \_

Proportion of adults (%)

Home delivery 81

49

Click and collect (order online and collect in-store)

N
w

Delivery to relatives/friends/partner's home

Delivery to where you work

=
~

Delivery to parcel shop

=
=

Delivery to Post Office

=
N

)]

Delivery to parcel locker

Other

I
=

Don't know

[e)]

Source: YouGov Reports, Innovations in Retailing 2017, fieldwork February 2017

Q21. Thinking again about shopping online (including via your mobile) and the delivery of your purchases, which, if any, of the following have you used?
Base: Adults 16+, n=2037
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Preferred method of delivery when shopping online T Yy

Preferred method of delivery when shopping online

Deliver to friend/ Deliver to
3% Post Office 1% |

relative’s home

POST OFFICE

o P Deliver to
g V =

Click and II" ' ‘ & Deliver to

ove=t ‘ )
Collect 13% [/I ‘ parcel shop 1%

- Deliver to
/ parcel locker

/ ome  70%

Source: YouGov Reports, Innovations in Retailing 2017, fieldwork February 2017.
Base: nationally representative adults aged 16+, 2017: 2037. ‘Don’t know’ (6%) responses not shown

g_16. Now thinking aout shopping online (including via your mobile) and the delivery of your purchases, in general which of the following do you prefer?
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Use of faster or Sunday delivery options

Proportion of adults (%)

m Don’t know
B No, and I'm not interested in using this
No — but I'd be interested in using this

B Yes (I have used this)

Within the hour Sunday delivery Same day delivery Next day delivery
delivery

Source: YouGov Reports, Innovations in Retailing 2017, fieldwork February 2017. Due to changes in the question no year on year comparison is presented.
Base: nationally representative adults aged 16+, 2017: 2037.

Q25: Have you ever used within the hour delivery, Sunday delivery, and/or next day delivery?
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Figure 6.8
Addressed letter volumes: 2011-2016 N

Volume (million items)

14,598 .
\13,482 I Total mail
12;874 12,681 | 12 376
; ! 11,825
. —
I Royal Mail end-to-
| end*
7,166
7,423 7,228 7,185 7,068 | 7,108 7,090
A 2
5,633 5455 !
| >,201 4,718 — Royal Mail access
I
|
I
9 18 56 159 ! 68 16 Other operators end-
[ . . . 1 . i to-end letters
2011 2012 2013 2014 2015 2016

Source: Royal Mail Regulatory Financial Statements, operator returns to Ofcom, Ofcom estimates. Royal Mail calendar year volume figures are derived from Ofcom
calculations based on financial year figures in Royal Mail’s Regulatory Statements and unaudited submissions to Ofcom and are therefore not directly comparable with
Royal Mail’s published accounts. Royal Mail figures relate to the ‘Reported Business’. *Royal Mail end-to-end is an Ofcom calculation and refers to Royal Mail total

letters volumes excepting access. Royal Mail access volumes are as per its Regulatory Financial Statements and include a small amount of parcels. The effect of this is
that Royal Mail’s access volumes are slightly overstated and its end-to-end volumes are slightly understated. Prior data are not comparable.
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Addressed letter revenues: 2011-2016 N

Revenue (Em)

—Total market

4,376 4,355 4,337
4210 47132 1753 4281 1 G 4,219
—— } 4051
: Royal Mail total
|
2,841 |
o 2,675 2,626 2,561 | 2,600 2,504 = Royal Mail end-to-
: end*
1
1,510 1,527 1,523 | 1,551 1,547 Royal Mail access
1,369 I
|
|
| = Access operators
162 164 163 | 174
5 6 12 e, - 13 130
I 1 1 T 1 1 E _ _
2011 2012 2013 2014 2015 2016 nd-to-end operators

Source: Royal Mail Regulatory Financial Statements, operator returns to Ofcom, Ofcom estimates. Royal Mail calendar year revenue figures are derived from Ofcom
calculations based on financial year figures in Royal Mail’s Regulatory Statements and unaudited submissions to Ofcom and are therefore not directly comparable with
Royal Mail’s published accounts. Royal Mail figures relate to the ‘Reported Business’. *Royal Mail end-to-end is an Ofcom calculation and refers to Royal Mail total letters

revenues excepting access. Royal Mail access revenues are as per its Regulatory Financial Statements and include a small amount of parcels. The effect of this is that
Royal Mail’s access revenues are slightly overstated and its end-to-end revenues are slightly understated. Prior data are not comparable. Figures are adjusted for CPI.




RETURN TO CONTENTS

Figure 6.10

First and Second Class single-piece stamp prices, adjusted for
inflation: 2007 to 2017

Price (p)

97 94 96 98 98 98
83/ )
73 6 __—* 2SR 75 76 77 76
/. ° ° J °
64/‘ 64 64 €3 64 65 65 65
60/- 56 59 o . .
50 52 ° 51 54 s 54 56 56 56
s &ty 17 47 . A : . . .
D a— 40
30 33 , . .
° o
2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

OfFcom

making communications work
- for everyone

AL

=e=First Class Large Letter

e—Second Class Large

Letter

=eo=First Class Letter

o—Second Class Letter

Source: Royal Mail. Figures are based on March 2017 prices. Prices refer to Royal Mail First and Second Class Standard and Large Letter list prices for letters
up to 100g.
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Royal Mail First and Second Class small and medium parcel prices: .
2013-2017

Price (£)
590 = \ledium Parcel First
>3 235 5.03 5.06 5.00
T = Medium Parcel Second
Class
3.39 3.43 3.40
3.13 3.29 .
5 28 2.88 2.92 2.90 ——Small Parcel First Class
== Small Parcel Second
Class
2013 2014 2015 2016* 2017

Source: Royal Mail. Figures relate to prices at March 2017 levels. Prices refer to Small Parcels (up to 45cm x 35cm x16cm) weighing up to 1kg and Medium
Parcels(up to 61cmx46cmx46cm) weighing up to 1kg.

*Note: In 2016, Royal Mail introduced a different price for parcel postage bought online rather than in-store. Dashed line shows online price. Labels on
chart show the in-store price.
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Figure 6.12 OFcom
Letter revenue, by type of mail: 2013-14 — 2016-17 Nl

Proportion of letters revenue generated by each type (%)

4 [ 4 N — 4

9 8 e 8

9

5 > >
W Other

24 26 26 25 International
M Social
B Publishing

Marketing

W Business

2013-14 2014-15 2015-16 2016-17

Source: Royal Mail plc, full year 2016-17 results, full year 2015-16 results, Royal Mail plc, full year 2014-15 results, and Royal Mail plc, full year 2013-14
results

Note: relates to Royal Mail revenue and not the total market, so accounts for c.95% of total revenue
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Businesses’ changes in mail practices over the past year \_

Proportion of respondents (%)

93%

4% 1% 1% 0% 1%
Not changed mail in Changed some  Switched from Royal Changed posttoa Switched from other Don't know
the last 12 months postal volume to a Mail to other higher cost Royal postal service
lower cost Royal Mail providers Mail product providers to Royal
product Mail

Source: Ofcom SME Postal Tracker 2016

Base: All respondents using Royal Mail (n=1951)

QV7a: In the last twelve months, has your organisation...
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Direct mail expenditure and proportion of total advertising \_
expenditure

UPDATED DATA FOR 2016

Spend (Em) Share of total advertising spend (%)

11.4%
11.1% 10.9%

10.1%
9.3%

8.0%

2011 2012 2013 2014 2015 2016

I Spend on direct mail Direct mail share of advertising spend

Source: AA/Warc Advertising Expenditure report . Figures are in real terms, adjusted for CPI at 2016 prices.
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Approximate number of postal items sent in the past month e

53

4.6
3.3 3.4
2.
1.|

13 1.4

1111 1.
0.90.9 08080 0.870-9 09709, 26 705 0.70.7°% 7
IIT“ I|IIII| T [BE

Invitations/ Smaller parcels  Larger parcels Formal letters  Personal letters  Payments for Items requiring a

greetings cards/ bills/ invoices/ signature
postcards statements
m Adults 16+ 16-24 m 25-44 m 45-64 65-74 W 75+

Source: Ofcom Residential Postal Tracker 2016
Base: All adults (n = 6419 16+, 804 16-24, 1966 25-44, 2166 45-64, 945 65-74, 538 75+)

QD1: Approximately how many of the following have you sent in the last month (including international post and Freepost)
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Approximate amount spent on postage in the past month N
27%
19% 20%

18% 18%

o 5% = 149 14% 2
39 14% . 14% 139613%  13%13% ° 13%  13% 14% 14%
12% L2 2% 56 12%12% 10"~ 12% 19%
9% " Mo 9% 9%
6% 6% 7% 59 7% 7% 6%
> 5% [l

UL E

Upto£1.00 £1.01to£2.00 £2.01to£4.00 £4.01to£6.00 £6.01to £10.00 £10.01to £20.01to Over £30

£20.00 £30.00
m Adults 16+ 16-24 m 25-44 m 45-64 65-74 W75+

Source: Ofcom Residential Postal Tracker 2016
Base: All adults (n = 6419 16+, 804 16-24, 1966 25-44, 2166 45-64, 945 65-74, 538 75+)

QD4: And in total, how much would you say you’ve spent on postage in the last month, including all letters, cards and parcels?
Note: Chart does not include the 6% of respondents who answered that they didn’t know or would prefer not to say
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Approximate number of postal items received in the past week e

2423

1.8
1.6 15
14
0.5 40-54 40.50 6I I
04Io4 I

1.3 1.4
1.11.1

09 ;5038 0809
IOSII I I II0605

1.31.3

0.7
I 0.50.6I

0.40.4

Invitations/ Smaller parcels Larger parcels  Formal letters Personal letters Bills/ invoices/ Items requiring a
greetings cards/

postcards

statements signature

m Adults 16+ 16-24 W 25-44 m 45-64 65-74 W /5+

Source: Ofcom Residential Postal Tracker 2016
Base: All adults (n = 6419 16+, 804 16-24, 1966 25-44, 2166 45-64, 945 65-74, 538 75+)

QE1: Approximately how many of the following have you personally received in the last week?
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Companies that delivered parcels to consumers in the past month e

83%
27%
19%  17% 169
I l | 1(% T
6% 5% 4% 99 4%
2% 2% 2% 1% 1%
. . O e e e e . e
P S, G G % . C. O, O
%o @, O, /7; % <9f ’9 @cy % A ey 4 47 Z; % .
& Ty R, ? B2 ‘ G il % @%4 G, Py /)fé/;
e ¢ (e e o,
o) e S b

Source: Ofcom Residential Postal Tracker 2016
Base: Adults who received a parcel(s) in the past month (n = 3433 16+, 414 16-24, 1131 25-44, 1186 45-64, 472 65-74, 230 75+)

QES5: Thinking of the parcel(s) that you have received in the last month, which of these companies delivered the parcel(s)
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Communication types used more instead of post, compared to two T

years ago

40% 39%

Email Text / SMS Mobile calls
27% 26%

Social Instant 18% 14%

networking messaging Landline calls In person

Source: Ofcom Residential Postal Tracker 2016
Base: All adults (n = 6419 16+, 804 16-24, 1966 25-44, 2166 45-64, 945 65-74, 538 75+)

QD13: Which, if any, of these types of communication are you now using more instead of post, compared to two years ago?
Note: 15% answered “none in particular”, and 2% answered “other” or “don’t know”
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Estimated price of a First Class stamp oo
I
£1.06 |
£0.96 :
£0.88 |
£0.
_ £0.75 £0.73 |
| £0.64
1
|
I
I
|
[
|
|
1
Adults 16+ 16-24 25-44 45-64 65-74 75+ Correct
response*

Source: Ofcom Residential Postal Tracker 2016
Base: All adults (n = 6419 16+, 804 16-24, 1966 25-44, 2166 45-64, 945 65-74, 538 75+)

QF2: Giving your best guess, how much do you think a 1st class stamp costs today?
*Note: The price rose from £0.63 to £0.64 at the end of March 2016. The price has subsequently risen again to £0.65 in March 2017.
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Estimated price of a Second Class stamp N

|
I
I
£ |
0-75 £0.72 l
£0.67 :
£0.61 £0.60 £0.61 1

I £0.55
|
|
I
|
|
|
1
1
|

Adults 16+ 16-24 25-44 45-64 65-74 75+ Correct

response*

Source: Ofcom Residential Postal Tracker 2016
Base: All adults (n = 6419 16+, 804 16-24, 1966 25-44, 2166 45-64, 945 65-74, 538 75+)

QF3: Giving your best guess, how much do you think a 2nd class stamp costs today?
*Note: The price rose from £0.54 to £0.55 at the end of March 2016. The price has subsequently risen again to £0.56 in March 2017.
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Perception of value for money of First Class stamps o
Don't know
0, 0,
19% 19% 18% 19%
68% e 20% ® Fairly poor
o
64% 58/‘;' cond 64%
Good Ly o Good 58% 57%
38% . 399 Good Good Neither good nor
37% 34% poor
Fairly good
m Very good

Adults 16+ 16-24 25-44 45-64 65-74 75+

Source: Ofcom Residential Postal Tracker 2016
Base: All adults (n = 6419 16+, 804 16-24, 1966 25-44, 2166 45-64, 945 65-74, 538 75+)

QF4: A 1st class stamp currently costs 63p/64p*. How would you rate Royal Mail’s 1st class service in terms of value for money?

*Note: The price rose from 63p to 64p at the end of March 2016. The price has subsequently risen again to 65p in March 2017.
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Perception of value for money of second-class stamps \.

Don't k
- on now

= m Very poor
22%
V; 20%
= 21% 23% 19% m Fairly poor
0
°6% >7% e — 9 54% |
Good G%Qd ngg/’d Good 52% Neither good nor
34% 33% ’ 34% Good Ggod poor
35%
Fairly good
m Very good

Adults 16+ 16-24 25-44 45-64 65-74 75+

Source: Ofcom Residential Postal Tracker 2016
Base: All adults (n = 6419 16+, 804 16-24, 1966 25-44, 2166 45-64, 945 65-74, 538 75+)

QF5: A 2nd class stamp currently costs 54p/55p1. How would you rate Royal Mail’s 2nd class service in terms of value for money?

* Note: The price rose from 54p to 55p at the end of March 2016. The price has subsequently risen again to 56p in March 2017.
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Service used when sending letters or cards \.

e — ® Don't know

7%

| never send letters
or cards

m 2nd class — all the

17% .
o 19% 17% time
®m 2nd class — most of
5% 19% the time
19%
23% 22% 23% 1st and 2nd class in
equal amounts
e 17%
° 1st class — most of
8% the time
17% m 1st class — all the
time
Adults 16+ 16-24 25-44 45-64 65-74 75+

Source: Ofcom Residential Postal Tracker 2016
Base: All adults (n = 6419 16+, 804 16-24, 1966 25-44, 2166 45-64, 945 65-74, 538 75+)

QF7: When sending letters or cards, which service do you tend to use?
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Attitudes to post among adults in the UK: agreement with proposed
statements

| value the option to be able to use the postal service 88% 82% 85% 91% 93% 97%

| prefer to send emails rather than letters whenever

: 60% 75% 69% 55% 46% 41%
possible

| prefer to send letters and emails to companies rather

0, 0, 0, 0, 0, 0,
than make a phone call, so that | have a written record gL LN N TN BTl e

| only use post if there is no alternative 32% 2% 37% 29% 23% 25%

| would feel cut off from society if | couldn't send or receive 62% 48% 57%  65%  73%  78%

post

| only use post to send greetings cards 32% 34% 31% 31% 33% 34%
| send fewer letters by post now due to the cost 49% 48% 46% 50% 55% 53%
I.trust second class post to get there in a reasonable 71% 69% 67% 74%  70%  80%
timeframe

Source: Ofcom Residential Postal Tracker 2016
Base: All adults (n = 6419 16+, 804 16-24, 1966 25-44, 2166 45-64, 945 65-74, 538 75+)

QC3: Agreement with attitudinal statement...




