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1. Keyfindings

We conducted &eries ofin-depth analyses usingthe combined data sets from the first two waves of the
Online Copyright Infringement traitlg study The purpose wag examine in more detail the complex
relationship between general consumption, infringement, attitudaad spend across six key content
types The workrevealedthe following:

Decile analysisA more detailed look at thel'op 20%nfringers

Infringers were segmented into 10% groups according to the overall volume of contieay indicated
they had accesseillegally. The main findings were as follows:

1 TheTop 10% Infringersiccounted for just 1.6% of the 12+ internet user population, but were
responsible for 79% of infringed content. Thep 20% infringersaaccounting for 3.2% of 12+ internet
users,were reponsible for 88% of infringeents

1 Infringers were more male, 184 and ABCL1 than the general internet population. However,Tibe
20% Infringersvere even more likely to be male and-38 than theBottom 80% (We usel the Top
20%Infringersrather than theTop 10%nfringersas the larger sample size makes comparisons more
robust).

9 Despitetheir high levels ofnfringement, he Top 20% Infringeralso accourgd for 11%of the legal
contentconsumed

1 TheTop 20% Infringeralso spehn signifi@antly moreacross alcontent typeson averagehan either
the Bottom 80%rifringersor the noninfringing consumers (£168 vs. £105 vs. B8drthe six month
period covereg®.

Infringing segments

As well assegmenting byvolume of content infringed we also segmented mfringers by their reasons
for doing it. Thisresulted in fourdistinct infringing groups:

1. Justifying Infringerg9% of infringers, 24% of infringed volume, 2% of total digital consymers
This group had the highest levels of infringemeftey fdt they had spent enough on content
already, and thissentiment wasconfirmed by their high total spend offline. Most of theigital
consumptionwas streanmed and primarily related to music, though they also consumed the highest
proportion of illegl books across the segmen@Generally, they like to try before they buy (related to
their willingness to spend) and appear to be the most receptive to goodfwided legal alternatives

2. Digital Transgressor§9% of infringers, 22% of infringed volun28s of total digital consumers):
This waslie youngesinfringing group, witithe majority in education. They dahe highest levels of
downloadingbehaviourand hal higherconsumption of filmsand TV programmethan the other high
infringing group(Justifyng Infringer$. This group shoed the least remorsebout infringing material,
but alsohad the highest fearof getting caught In fact, they appeared to be the most receptive to
receivingletters from ISPalleging infringement

'LdQa AYLERNIOFYGd G2 6SIENJAY YAYR (GKFG GKS RIEGE Ay GKAaA
asked about their consumption levels over the past 3 months and therefore any respondent level calculations (e.qg.
mean scores) reflect thahtee month period. However, as the data set is combined over 2 waves (each pertaining
to the previous 3 months) any incidences where the consumption volume has been aggregated (e.g. volume) reflects
c Y2yiKaQ ¢2NIK 2F O2yadzYLliAz2y ®
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Free Infringerg42% of infringers, 35% of infringed volume, 10% of total digital consumers):

This was théargest groupand waschieflydefined by the fact they infringkebecause iwas free. They
paid for alow proportion of the content they consumednd hal the lowesttotal content spend
among the infringing segment$hey were responsible for the high majority of illegal consumption of
video gamesnd computersoftware.

Ambiguous Infringerg39% of infringers, 20% of infringed volume, 9% of total digital consumers):

This group hadhe lowest levels otligital consumption and the highest proportion of paid and legal
content. They generally offered fewer justifications for infringing and for stopping infringing. This
appeared to be linked to their losv levels of infriging activity anda lack of confidence in knowing
what is legal.

Infringers generally consumed more paid and legal content than the-imibimging segments,
although this formed a lower proportion of their total consumption than it did for fm@fningers.

Most infringing segments found it easy to find content on the internet for free which would normally
be paid, ranging from 45% for theembiguous Infringerto 76% for theTop 20% infringersAmong
non-infringers the figures were notably lower, ranging from 28% to 45%.

Nonr-infringing segments

As well assegmenting theinfringers, we alsosegmentedconsumers who downloaded or streamed legal
contentonly. The fourgroupsare summarised as fadws:

1.

Simple Streamer§34% of legal consumers, 27% of total digital consumers):

This group was primarily definday the fact that they only streaed content andR A Rd6w@nibad
any. This content largelyomprised TV programmes and music armeas generally accessedfor
entertainment and convenience purposes

Simple Downloader$17% of legal consumers , 13% of total digital consumers):

They were definedy the fact that they only downloal and R A Rsfr€ain. Theyconsumel less
content than the other noninfringing segmentsand largely downloaed books and musidDespite
this, relatively hey hal the largest proportion of paidor content

Paying Consumer&4% of legal consumers, 27% of total digital consumers):
This group paidor the majority of thecontent that theyconsumed while also spending a lobn
offline (such as physical) content

Free Opportunist$14% of legal consumers, 11% of total digital consumers):
100% of this group claied to download because it is fre&@heyconsumeda highervolume of free
contentthan any of the other no#infringingsegments.

Infringement of multiple content types

We also aalysed behaviour according to the number of types of content that were infringed.

1

Most people (62%ontainedtheir infringementto only one content typef the six measured in the
study, and this was predominantly music (42%) or films (28%).

Where there was infringement in more than one content type it generally included combinations of
music, films and TV progranes. Infringement of computer software and video games was more
prevalentamongthose that had infringed across four or more content types
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1 Those that infringed across multiple content types also infringed a higher volume of content on
average.

1 Categoryspend was highest for those that infringed in three content types.

Spend analysiamonginfringers

Further analysis was undertaken to assess the complex relationship between infringement and spend on
content, andto assess the revenue potentidinfringementcould be convertedo legal consumption

1 Generally, the data from the survey showed that as people consumed more infringed files they also
consumed more legal files, and spent more on legal content.

9  Further assessment on prieensitivity f@ music showed that the optimum price infringers were
willing to pay (either for single downloadable tracks, or for particypagmium subscriptions)
generally increased as the volume of infringed content increagédthough the optimum
subscription pricewas below that currently charged fdahe first premium tier ofa humber of UK
music streaming services, mayso offer free versions, albeit with some service restrictions or
limitations).

1  This optimum music price was mapped alongside banded illegeduooption in order to estimate
potential additional monthly spend (lost revenue) if all infringed content was paid for at this price.

1 The data suggest that improvements to legal alternatives could potentially convert some music
infringers to pay for theicontent (either by track or monthly) if the price was right. However, the
relationship between infringement and spend is complex and the claims people make when asked
questions about their likely future behaviour given changes to their options do not alalagely
reflect their reallife behaviour.
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2. Researcloverview

2.1 Background and objectives

Ly SIENX¥e&@ uwnmuH hTFO02Y O2YYA&aaizySR NB&aSFNOK RSaad
towards both lawful and unlawful access of copyright material udimgimternet, relating to six content

types; music, films, TV programmes, computer software, books and video games. The primary objective of
this research was to gather data and generate insight by establishing initial benchmarks and trends that
could be usd to assist policy making related to online copyright enforcement. This followed the adoption

by Government of a recommendation made in tHargreaves Review of Intellectual Property and Growth

that Ofcom should not wait until its progressporting duties under the Digital Economy Act came into

force to begin gathering trends and benchmarks related to consumption of content online.

The research universe for this study was all adults aged 12+ in the UK. The survey used a mixed
methodology approach wherelyata was collected using both an online and offline sample. All material
relating to the main tracking study, including key findings and full technical details, can be found at:

http://stakeholders.ofcom.org.uk/marketata-research/other/telecomsesearch/copyrighinfringementtracker/

The total sample achieved from the first two waves of the tracking study (covering the period May
October 2012) was 10,594, and this provided a robust and substantial base for the further statistical
analysis in this report. The main aim of this analysis was to examine in more detail the complex
relationship between general consumption, infringementiitatles, and spend across six key content
types of interest. There was a particular interest in understanding content infringers in more detail. The
F2ft26Ay3 a0GNBlIYa 2F WRSSLI RAGSQ |ylfeara ¢SNB dz
1) Decilebehaviouralanalysisamong infringers
This analysis segmented infringers into bands of 10% based on volume of content consumed illegally.
This allows insight into the proportion of illegal content for which each decile of infringers is
NEalLRyairofSed Li A a STFTS O A &iénf Basedl on &ha Walln& of Wo S K
infringement. Iadepth profiling of the highest infringing decile groups (the top 20%) was then
undertaken to allow greater understanding of higblume infringers.

2) Attitudinal segmentations amongst infringers andon-infringers
In addition to the decile behavioural analysis which segmented infringers on volume of illegal content
O2yadzYSR: ¢S O2yRdzOGSR Iy WHAGAGdzZRAYFITQ &AS3IYSyi
motivations for infringing. Noinfringing consumers were also segmented separately according to
their motivations for general online behaviour. Both the behavioural and the attitudinal
segmentations can be used to help target groups of consumers based on their motivations.

3) Infringement of multiple content types
The reports for the tracking study concentrated on general online behaviour and infringement per
content type, and across all types. This extra layer of analysis was conducted in order to examine
behaviour according to the number of type$ content that were infringed.e. are people actively
infringing across multiple categories, and in what category combinations?

4) Spend analysis among infringers
Additional analysis was undertaken to assdbge complex relationship between infringement and
spend on content.

Further details of the specific analysis methodologies employed can be found in the Technical Appendix at
the end of this document.
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3. Decile analys: A more detailed look at thel'op 20% Infringers

3.1 Overview and ammary of decile analysis

For this analysis infringers were segmented into 10% groups according to the overall volume of content
they indicated they had accessed illegally. The main findings were as follows:

il

The Top 10% Infringersiccounted for just 1.6% of the 12+ internet userpptation, but were
responsible for 79% of infringed content. Thep 20% infringersaccounting for 3.2% of 12+ internet
users, were responsible for 88% of infringements

Infringers were more male, 184 and ABCL1 than the general internet population. However,Tibe
20% Infringersvere even more likely to be male and-38 than theBottom 80% (We used thélop
20%Infringersrather than theTop 10%nfringersas the largesample size makes comparisons more
robust).

Despitetheir high levels ofnfringement, he Top 20% Infringeralso accourgd for 11%of the legal
contentconsumed

TheTop 20% Infringeralso spent significantly more across all content types on average than either
the Bottom 80%rifringersor the noninfringing consumers (£168 vs. £105 vs. £54 over the six month
period covered.

3.2 Decilebreakdown

Chart 32a showsthe proportion ofthe total volume ofall infringed content (consumedacross allsix
contenttypes) accouned for by the cumulativedecile groups of infringerd he numberdelow each bar
showthe incremental proportiorof the 12+ internet population accounted for lepch akcile.

Chart3.2a Proportion of total infringed volumeaccounted for bycumulative proportion of infringers

% of 12+ internet 1.6% 1.6% 1.3% 1.8% 1.6% 1.4% 1.8% 1.6%L1.0% 2.0%
population (44.5m)

ggos  92% 95% 97%  98%  99%  99%  100%  100%
79%

Proportion of total infinged content
accountbale for

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Proportion of infringers

Cumulative %: 1.6% 3.2% 45% 6.3% 7.9% 9.3% 11.1% 12.1% 13.7% 15.7%

LG Qa A YLR Miningthat tieatadirSthiNdnalysis were collected three months apart. Respondents were
asked about their consumption levels over the past 3 months and therefore any respondent level calculations (e.qg.
mean scores) reflect that three month period. Howeyvas the data set is combined over 2 waves (each pertaining

to the previous 3 months) any incidences where the consumption volume has been aggregated (e.g. volume) reflects

c

Y2YGKAQ @¢2NIK 2F O2yadzYLliAz2y o
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Base: Alinfringers12+W1 and W2 20121647)

Seventynine per centof all infringedcontent was consumed by only 10% of infringers; tingreasedto
88%among20% of infringersThe remaining 80% of infringers accounted doty 12% of infringements

byvolume

Each individual content typeas alsexamined separately, and this is showTable3.2a below.

1547 99% |99% |100% |100%
Music 178% [88% [92% |95% |97% [98% [99% |99% |100% |100%
Films [72% [83% [86% |91% [94% [96% [98% |98% [100% |100%

57% |75% [84% [90% |93% [96% [97% |99% |100% [100%
Software 189% [93% [96% [96% |97% [99% [100% [100% |100% |100%
Books 168% [78% [87% [92% |94% [95% [98% |100% |100% [100%
Video Games [90% [93% [95% [97% [99% [100% [100% |100% |100% [100%

Base:
infringers

30%

40%

50%

‘ 60%

‘ 70%

80%

Table3.2a Proportion of total infringed volume accounted for by cumulative proportion of infringers, by type
‘ 90% ‘ 100%

For all content types the top 10% accoedtfor well over half the volume of all infringed content. The
volume attributable tothis group of peoplevaslowest for TV programmes (57%) and highest for video
games (90%) and software (8R%or all content types the bottom 2086ntributed to just 12%of overall
contentinfringed,whereas the top 20%vere responsible for at least theequarters ofit.

3.3 Demographigrofiles

In order to profilethoseaccountable fothe largest proportion of illegalconsumptionwithin eachcontent
type, the top two deciles were combinetb provide a robust sample sider analysis and these are

1y26y Tdop2080KHnFingesThroughout this analysis thEop 20% Infringerare compared agast
the bottom 80% in order to explore any distinguishing characteristiss.we have seenthis group
accounted for threequarters or more of the illegally consumedaontent for eachtype. Hbwever, the
samplesizes for video gamesomputer software and bds among theTop 20% Infringeraere still ta
low (<50)to analyse by themselves

Table 3.3a shows thdemographic profileof the Top 20% Infringersompared to the bottom 80%and
infringers in general)

Table3.3aDemographic breakdown of top 20% arfmbttom 80% infringers

4%] MUSIC FIMS TV PROGRAMME
All Top Bottom Top Bottom Top Bottom Top Bottom

Infringers  20% 80% 20% 80% 20% 80% 20% 80%
1547 311 1236 175 676 129 410 ) 468
Male 58% 65% 56% 65% 59% 64% 62% 63% 53%
Female 42% 35% 54% 35% 41% 36% 38% 37% 47%
12-15 11% 11% 11% 14% 13% 10% 9% 3% 8%
16-34 61% 149% 57% 759% 63% 73% 69% 749 57%
3554 22% 15%  23% 11% 209% 15% 17% 20% 25%
55+ 7% 0% 9% 0% 5% 2% 5% 3% 10%
ABC1 60% 61% 60% 61% 60% 56% 60% 63% 64%
C2DE 40% 39% 40% 39% 40% 44% 40% 37% 36%
Fulltime 40% 3% 41% 34% 41% 38% 36% 46% 3%
Parttime 14% 12% 14% 12% 12% 12% 14% 13% 18%
Retired 3% 0% 3%+ 0% 1% 1% 2% 2% 4%
In education 12% 14% 11% 17% 14% 10% 11% 3% 9%
Not working not looking 32% 37% 31% 37% 32% 38% 38% 36% 32%

*indicates significantly higher at the 99% level
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Infringers in general were shown to skew towards males34$, and ABC1s.

' 33aNBIFGAy3I tf AAE O2yidSyid GeLSa owl yeQ 7XopOf dRA
20% Infringersvere more maleskewed than theBottom 80% hfringers(65% vs. 56%), and leaned more
towards the 1634 age bracket (74% vs. 57%). It is worth noting that less than 0.5% were aged over 55
(which shows up as zelia the table) There were no significant défifences between the two groups in

terms of socieeconomic group.

In terms of music infringement, théop 20% infringers were more likely than the bottom 80% of
infringers, to be aged 184 (75% vs. 63%); the same applied to TV programmes where 74% topthe
20% were aged 184, compared to 57% of the bottom 20%. The top 20% film infringers were not
significantly demographically different to the bottom 80%.

3.4 Digital content consumption

Table 34abelow showsfor both the top 20% and the bottom 8086 infringers the mear? volume of
files theyconsumed. This is broken down imeans of accesglownloadng orstrearing), whether or not
they paid for thecontent, andwhether it wasaccessedegaly orillegaly.

Table3.4aMean volume of contentconsumed Top 20% Infringerss Bottom 80% Infringers

Any Music Film :
Top Bottom Top Bottom Top Bottom Top Bottom
20% 80% 20% 80% 20% 80% 20% 80%
Mean no. consumed 363 48 394 30 55 5 91 13
(all content types)
Meanvolume 136 15 147 11 36 2 33 3
Downloaded o, o ionof total |~ 38% 31% 37% 36% 65% 41% 36% 24%
Meanvolume 226 33 247 19 19 3 58 10
Streamed -
Proportionof total 62% 69% 63% 64% 35% 59% 64% 76%
Paid Meanvolume 30 12 12 8 3 1 3 2
Proportionof total 8% 24% 3% 26% 5% 15% 4% 12%
Free Meanvolume 332 36 381 23 52 5 88 12
Proportionof total ~ 92% 76% 97% 74% 95% 85% 96% 88%
Legal Meanvglume 105 39 82 19 6 2 23 8
Proporton of total ~ 29%* 82% 21% 63% 11% 41% 25% 57%
lllegal Meanvglume 258 9 312 11 49 3 68 6
Proportonof total .~ 71% 18% 7% 3% 8% 59% 75%" 43%

General consumption

Across all content typethe Top 20% Infringersonsumeda much largetthearvolumeof digital content
than the bottom 80%(363 files compared to 8). They were also more likely to download their content;
38%did socompared to 31% for thBottom 80%rifringers

Formusic infringementhe proportion downloaded versus streameehssimilar for the two groups (both
skewed towards streamingHowever, thetop 20% of film infringers werenuch more skewed towards
downloading than streamintipan the bottom 80%c¢ they downloaded5% of the filmshey consumed.

% Please note that throughout this analysis wevbaised the mean for volume comparisons, despite comparing medians only in
the main report due to high levels of variation and outliers within the data. (see main report for in depth diseussion
http://stakeholders.ofcom.org.uk/marketata-research/other/telecomsesearch/copyrighinfringementtracker/). However, as
median figures generally show less variation, the use of the meame@assary for this analysis in order to achieve sufficient
discrimination within the data.
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Payment

For all content typeghere were differencesin terms of paymentbetween thetwo groups;the large
majority (92% overall) ofontent consuned by theTop 20% Infringeraas free. This compard to 76%
amongthe Bottom 80%rifringers However,because they consumed more content in totile Top 20%
purchased moréV LJ- A dgita¥ fRelldR absolwttermsthan theBottom 80%.

Infringement

Legality of consumption varied heavily between the two groupsl% of the content consumed by the
Top 20% Infringensas done so illegally, compared to 1836 the bottom 80%. Films showed the highest
proportion consumed illegally for both groups at 89% and 59% respectively.

Legal consumption

Chart 34ashowsthe proportion of the total volume olegaldigital contentaccounted for by thdop 20%
Infringersin compaison to the bottom 80%.

Chart3.4aPercentage ofegal volumeaccounted for byTop 20% Infringers

c

L

c

o

o S

© O 72%

2o 87% 85% 86%

=T 100% legal consumer
< Q9

o § Bottom 80% infringers
E § 17% B Top 20% infringers

kS @© . 6% 8% 8%

S 11% 7% 7% 6%

g_ Total Music Films TV programmes

We sawpreviouslythat the Top 20% Infringeraccouned for 88% of infringeccontent However, they
also indicated that they had consuméd% ofall the legaly consumedcontent, despite making umnly
3% ofall digitalconsumers

For music theTop 20% Infringeraccounted for7% of the legakontent consumedbut only 1% of
consumers Thiswas similar forfilms and T\programmeswhere they accountedor 7% and 6% of legal
contentconsumptionrespectively.
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Online rvices used

Table 3.4b below shows the Top 10 services used by the ToprDBottom 80% Infringers over the last
3 months to download, stream or share content over all the different contygmes.

Table3.4b Top 10 services used in the last 3 months for downloading, streaming or sharing content

Top 20% Infringers Bottom 80% Infringers
Base: 311
YouTube 78% YouTube 59%
BBC iPlayei 51% BBC iPlayei 41%
Google(Search Engin¢  42% Amazon/Kindle 31%
40D 40% iTunesor other Applesites 26%
Amazon/Kindle 38% Facebook: 26%
uTorrent 37% Google (Search Engin{  25%
iTunes or other Apple site  36% ITV Player  23%
Facebook  34% 40D 22%
ITV Player  29% uTorrent 18%
Pirate Bay  29% Email 15%
Mean number of services used: Mean number of services used:

YouTube and BBC iPlayer were the mesd services for both groups. Howevitre Top 20%rifringers
claimed to usemore services on averag8 \s.5) than the bottom 80%andwere significantlymore likely
to usepeerto-peer and cyberlockeservices' As well as uTorrent (37%.\.8%), which appeared in the
top 10 for both, the differences were also notable for Pirate Bay/428. 9%),Isohunt (18% s. 6%),
MediaFire (16%ss5%) and Rapidshare (199% %6%) (The Pirate Bay figures are particuldrieresting in
the context of theblocks imposed by larger ISPs following a court ord20i?).

3.5 Spend

Chart 35ashowstotal spendacrossall content typessplit byphysicalD2 LJA S&> RAIAGI® O2vy i
Chart35aa SI'y &LISYyR 2y LIKeaAOlft>X RAIAGIE YR W20KSND O2y (S

™ £168
17
©
@ £61
g £105
c @ £95 Other
. £29
25 £37 £34 Digital
g e
Q. .
; ﬁ i T
c
]
[}
E T T
Top 20% infringers Bottom 80% infrnigers 100% legal consumer:

BaseTop 20% Infringer811) Bottom 80% infringers (1236) Non infringeB814)

TheTop 20% Infringersidicated that they hadpert significantly moren total in the pastthree months
(£168)than both the Bottom 80%lnfringers(£105)and the noninfringing consumer¢£54) In fact they
spent more on all categorieRA IA G f O2y GSy i 2 IIKKENDPOFtf O2y Syl |y

4 Peerto-peer (net) consists of Bittorrent software, uTorrent, PiratayB lsohunt, Limewire, eDonkey/eMul&nutellg
KickAssTorrents, and Torren@yberlockersonsists of Rapidshare, MediaFire and YouSendit.

® Other category spend includeMusic = Concerts/gigs and Music merchandiBéms= Cinema, Physical rentals,
and PayTV purchaseg)V programmes- Physical rentals
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3.6 Attitudes towards infringement

Respondents who specifically indicated that they had infringed were asked:
You indicated you have downloaded or streamed the following typéigesin the pastthree months which you
think may have been done sceiffally [CONTENT TYPES]. What are your personal reasons for doing this?

Table 36a summarises the responsesmongthe Top 20% Infringerand Bottom 80%Infringers The
colour codingrepresentsthe relative percentagebetweenthe statements and the twogroups- dark
green indicates eelativelyhigh percentageRed indicates aelativelylow percentage.

Table 3.6a Reasons for infringing Top 20% Bottom 80%
Base 311 1236 |
It's free 709 48%
It's quick 619 38%
It's easyconvenient 599 44%
| thinklegal content is too expensive 379 11%
It means | can try something before | buy it 369 23%
Because | can 35% 16%
| can't afford to pay 33% 14%
| already spend enough on content 21% 8%
| already owned content in another format 199 12%
| don'twant to wait for content to become available on legal services 199 8%
The files | want are not available on legal services 18% 9%
The Industry makes too much money 209 9%
It's what my friends or family do 1896 6%
I've already paid to see\them at the cinem&in concert, etc 17% 8%
| don't think | should have to pay for content online 13% 5%
No one suffers 139 4%
No one ever gets caught 8% 2%
| think legal content is too poor quality 50 2%

*indicates significantly higher at the 99% level

TheTop 20% Infringersad more strength of response across the bgasith a higher percentage citing
allreasons for infringing content. Both tfeop 20% Infringerand theBottom 80% Infringerd LIS OA TA SR
j dZAWR ©Qa FTNBSQ | yR Wi i Qiafringng Hut e actdal pibpoBidndlivete higherNS | a
among the former group The most significant differences between the two groups were for the
responsesW G KAY {1 fS3lLt O2y®Hs¢H ok a@iyai SHIBIGISERDIBE lalo & (
WY SOl dza 85%vsieh)y Q
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Infringerswere also asked the following question:
And which, if any, of the following do you think would make you stop downloading or streditasitjegally?

Table 36b summarises the responsesnongthe Top 20% Infringerand Bottom 80% Infringers

Table3.6b Factorsthat would encourage infringers to stop Top 20% Bottom 80%
| Base 311 1236 1
If legal services were cheaper 4695 31%
If everything | wanted waavailable legally 34% 26%
If a subscription service | was interested in became available 31% 14%
If legal services were more convenitffexible 29% 14%
If everything | wanted was available legally online as soon as released elsewhere 299 20%
If myISP sent me a letter saying they would suspend my internet access 28% 18%
If legal services were better 27% 16%
If it is clearer what is legal and what isn't 27% 26%
If I thought | might be sued 25% 19%
If I thought | might be caught 23% 15%
If friends or family were caught 23% 12%
If my ISP sent me a letter saying they would restrict my internet speed 1896 12%
If my ISP sent me a letter informing me my account had been used to infringe 16% 12%
If everyone else stopped doing it 15% 11%
If Iknew where to go to see if something was illegal or not 12% 14%
If there were articles in the media about people being caught 10% 6%
Nothing would make me stop 5% 6%
Other reason 1% 2%

*indicates significantly higher at the 99% level

Again the Top 20%nfringersscored higher on most responses relatedfastors that would encourage

them to stopinfringing. Almost half of theTop 20% Infringerslaimed they would stop if legal services

were cheaper (46%). The most notable difference between the2@pl Yy R G KS o062 GG ¥ y m»
subscription service | was interested in became avai@BE vs. 14%RAround a quarter of both groups
aFrAR (GKSe ¢g2ddZ R adG2L) AT Al @vsamddd tBeTORR0M lofigeis o | &
versus26%amongthe Bottom 80%.
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All internet users werasked the following question:

| 26 O2yFARSY(d IINB @2dz GKIG @2dz ({y2¢6 6KIFG A& €S3rt |yl
and sharing content through the internet?

Chart 36aillustratesthe relative confidence levels of theop 20%infringers Bottom 80% infringersand
100% legal consumers

Chart36a/ 2y FARSYOS Ay 1y26Ay3 6KIG A& £S83Ff YR 6KFEi AayQ

22% 21% 30%

26%

40% 0% 42% 33% m Not at all confident
0

Not particularly confident

25%
’ Slightly confident

m Very confident

Top 20% Bottom 80% 100% legal Internet users
infringers infringers consumers who haven't
consumed any
content

Base:Top 20% Infringer§311) Bottom 80% Infringers (123&P0% legal consumers (3974) Internet users who
KI gSy Qi 02y adzgssBb 2 yeY ORYaISYER 02 SEOf dzZRS R2y Qi 1y26 Iy

Althoughthe Top 20% InfringersereY 2 NB f A1 St e G2 OflAY (2 0SS WOHSNE

the differencewasnot significant at the99% level. Té same was trusvhen including those who stated
GKSe 6SNB Wwa{7ivak.diyd. O2y TARSY (I Q
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4. Segmentation of infringers

4.1 Overview and smmary of infringing £gments

The decilebehaviouralanalysisoutlined in the preious sectionidentified a core group of high infringers

by volume of activity. However, the lack of demographic differentiation betweetgp20%andbottom
80%of infringersmay makeit is difficult to use that particular segmentation to target highrimgers.To
help with this we developedn attitudinal segmentation analysis order to provide an alternative
groupingof infringers

Infringers were segmentetty their reasons foinfringing as well ashy the volume of contentthey

infringed. Thigesulted in four distinct infringing groupkargely distinguished by their digital consumption

and infringement behaviour, along with their attitudes towards these. In essencegaiistwo smaller
sized/highvolume infringing groups (1 and 2 below), ameb largersized/lowvolume infringing groups
(3 and 4 below)}

1. Justifying Infringerg9% of infringers, 24% of infringed volume, 2% of total digital consujners
This group had the highest levels of infringementey fdt they had spent enough on conten
already, and thissentiment wasconfirmed by their high total spend offline. Most of thetigital

consumptionwas streanmed and primarily related to music, though they also consumed the highest

proportion of illegal books across the segments. Genertilby like to try before they buy (related to

their willingness to spend) and appear to be the most receptive to goodfeveled legal alternatives.

2. Digital Transgressor§9% of infringers, 22% of infringed volume, 2% of total digital consumers):
This wadhe youngesinfringing group, witithe majority in education. They dahe highest levels of
downloadingbehaviourand hal higherconsumption of filmsnd TV programmethan the other high
infringing group(Justifying Infringens This group shoed the least remorsebout infringing material,

but alsohad the highest fearof getting caught In fact, they appeared to be the most receptive to

receiving letters from ISPs alleging infringement.

3. Free Infringerg42% of infringers, 35% of infringed voluni®% of total digital consumers):
This was théargest groupand waschieflydefined by the fact they infringkebecause itvasfree. They
paid for alow proportion of the content they consumednd hal the lowest total content spend

among the infringingegments. They were responsible for the high majority of illegal consumption of

video gamesind computersoftware.

4. Ambiguous Infringerg39% of infringers, 20% of infringed volume, 9% of total digital consumers):

This group hadhe lowest levels ofligital consumption and the highest proportion of paid and legal
content. They generally offered fewer justifications for infringing and for stopping infringing. This

appeared to be linked to their lower levels of infringing activity and a lack of confidencewirig
what is legal.

® There were approximately% ofdigital consumers(including infringersjnissing from the segmentatisras only
complete data coulde used in the cluster analysisierefore people who did not answéhe relevant questionsr
yagSNBR 6AGK dzy RSFAYI 6f S NB adbe gxdliied fréndi@ nalysis. 5 Y X

! Digital consumers in this sense are people that have claimed to have downloaded or streamed content in the last 3

months.
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4.2 Reason for infringing

The primary inputor the segmentatiorof infringerswas$easons for infringin@takenfrom the question:

1) You indicated you have downloaded or streamed the following typéitesin the pastthree months which you
think may have been done so illegally [CONTENT TYPES]. What are your personal reasons for doing this?

The responsew this questiorwere shown to be good discriminators between infringing gropsusing
them as the basis for the segntation may help with targetingnfringers

Table 42 summarises the proportion of eadhroup that cited each reason for infringing. Again, the
colours compare the relative percentages withintstaents and between the groups i.eaik green
indicates aelativelyhigh percentage. &l indicates aelativelylow percentage.

Table4.2 Reasons for infringing content

Justifying Digital Free Ambiguous
Infringers Transgressors  Infringers Infringers
R 105 133 498 439 |
I've already paid to see it\them at the cinemalin concert, etc 84% 14% 2% 3%
It's easier\convenient 74% 75% 51% 39%
It means | can try something before | buy it 73% 58% 21% 19%
It's free 71% 80% 100% 3%
It's quick 68% 69% 55% 28%
| already owned content in another format 64% 18% 4% 14%
I think legal content is too expensive 55% 53% 14% 6%
| can't afford to pay 47% 50% 17% 8%
| already spend enough on content 44% 21% 6% 9%
The Industry makes too much money 37% 32% 6% 9%
Because | can 33% 63% 17% 14%
The files | want are not available on legal services 28% 15% 9% 11%
| don't think | should have to pay for content online? 21% 26% 5% 3%
| don't want to wait for content to become available on legal services 18% 27% 9% 8%
No one ever gets caught 13% 27% 2% 4%
It's what my friends or family do 9% 88% 1% 1%
No one suffers 2% 29% 0% 2%

Note: Full significance testing (at the 99% level) is detailed in the appendection 9.3

As showrabove,all four segmentscited \Has@convenienc® d kayreason for infringingHowever, they
canalsobe differentiatedaccording tahe degreeof variation for the other responses:

 The dustifying Infringersweresixii A YS&a Y2NB fA1Ste (2 3IADS \thekhS NEBI
at the cinema A y 02 y G&mpiired $oDigitdt ransgressorg the group with the next highest
score on this statemen{84% vs 14%) Another defining reason for this grouwwas W can try
A2YSOUKAY3 o33 NB L odz A0Q

1 TheDigital Transgressorerearoundeighti A YS& Y2NB fA1Ste (2 3IABS (K
orfamie R2Q 0Oy y: 2 0 U KI;theirlhighest daim&dSeddolr hiingBgy

1 Themain motivation of theFree Infringersvasbecause it is freel00% ofthis groupgavethis as a
reason for infringing.

1 The Ambiguous hfringers generallygave comparatively fewer reasonfr infringing For example,
only 39% @veHecause it is ea$gonvenienfasa reason the lowest of all groups (despitkis being
their top answer).
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4.3 Levels ofcopyrightinfringement

The first column of Chard.3a below shows the relative proportion of each ofir four attitudinal
segmentsamongall infringers The remaining columns show the proportion of the total voluméligftal
content consumed illegallhattributable to each segment. This allows a comparison to be made between
size of the segment and proportiaf infringed volumeconsumed within the content types. For example
the Ambiguous Infringeraccouned for 39% of all digitaconsumers but accoued for only 20% of the
total contentconsumed.Table 4.8 shows how this breaks down in terms of volume of infringed content
(over thesix month periogl.

Chart4.3a Percentageof infringed volume consumed bysegments

o
0 17% 16%
20% 22% 26% )

- 33%

20% 26%

. . 0,
B Ambiguous Infringers 20 25%

14%

P 88% 0
Free infringers 69% 39%

- 42%
Digital Transgressor: 0

m Justifying Infringers
9%

. o B

Segment| Total Music  Video Software Film TV Books
size

Chart 4.3b Volume of content infringed in thepast sixmonths (millions)

467m
B Ambiguous Infringers 134
Free Infringers
- 112
Digital Transgressor:
m Justifying Infringers 81m
38m 36m 56m
— N
5m
Music Video Software Film TV Books

*Volumes have been rounded to the nearestillion (See appendi®.4for individual volume numbers)

Despite being théwo smallest groupsthe Justifying Infringer§24%)and theDigital Transgressor&22%)

between themaccounted foralmost halfof all content consumedillegally For music and books the
highest proportion of illegal content was attributabke the former group, whereas for the latter
accountedfor a disproportionately higtvolume offilm and TV programme infringementidéo games
and computer software were mostlyconsumed illegally byree hfringers albeit at lower volumes in
comparison to the above content types.
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Table 4.3a below shows the mearvolume of contentconsumed legally and illegally, along with the
relative proportion of altontentconsumed by that particular segment.

Table4.3a Meanvolume of contentconsumed by infringing segments

Volume of content consumed Justifying Digital Free Ambiguous
Infringers Transgressors Infringers Infringers
Total Meanvolume 279 257 113 86
Legal Meanvolume 106 103 59 54
Proportionof total 38% 40% 52% 63%
lllegal Meanvolume 173 155 54 32
Proportionof total 62% 60% 48% 37%

The Justifying Infringersobtained the lowest proportion of content legally (38%) but nevertheless
accounted for the highestumber of legal files (106)Conversely, thé&mbiguous Infringersbtainedthe
highestproportion (6%)of their files legally, but accounted for the smallest number of files.(54)

Table 4.8 below showsthe proportional breakdown of theéop 20%of infringers by the infringing

segments

Top 20% Infringes

Table4.3b Proportion of each infringing segment in Top 20% Infringer

Proportion of Music Film TVProgrammes
infringers Top 20% Top 20% Top 20% Top 20%
Justifying Infringers 9% 15% 12% 13%
Digital Transgressors 9% 19% 22% 19%
Freelnfringers 42% 42% 41% 44%
Ambiguous Infringers 39% 24% 24% 25% 24%

Across all content typeshe Justifying infringersand the Digital Transgressoraccount for a larger
proportion of top 20%infringers relative to their penetration in the total infringing population. For
example the Digital transgressoraccount for 22% of théop 20%of film infringers despite accounting
for only 9% of all infringers.

4.4 Demographiqorofiles

Table4 .4 shows tle demographigrofilesof theinfringing segments:

Table4.4 Demographic profiles of infringing segments

Justifyng Digital Free Ambiguous All All internet

Infringers Transgressors Infringers Infringers infringers users (12+)
Male 58% 57% 64% 57% 60% 49%
Female 42% 43% 36% 43% 40% 51%
12-15 10% 21% 11% 9% 11% 7%
16-34 70% 65% 65% 61% 64% 35%
3554 19% 14% 20% 24% 21% 34%
55+ 2% 0% 4% % 5% 24%
ABC1 58% 59% 62% 60% 60% 57%
C2DE 42% 41% 39% 40% 40% 36%
Full Time 27% 33% 39% 44% 40% 40%
Part Time 19% 13% 13% 13% 14% 15%
Retired - - 1% 2% 1% 12%
In education 11% 21% 12% 10% 12% 7%
Not working not looking 44% 32% 36% 30% 34% 27%
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The proportions of males and females within all the infringing groups were generdittg iwith the total
infringing population, showing a bias towards males (6@¥6weverthe segments became me distinct
when looking at age TheJustifying Infringerand theDigital Transgressorbad a higher proportiormged
under 35 (80% and 86% respectively), with the latter having significantly more infringers adéd 12
(21%).Thesetwo groupshad a lower proportion in workn comparisonto the other infringing groups
(46%). For the Digital Transgressora relatively highproportion werein education (21%).

4.5 Digital content consumption

Table 45a showsthe meanvolume of contenttonsumed(including bothlegal and illegatontent)among
the different infringing segmentsrhis is broken down bgneans of access (streaming @ownloading)
and by how much of the content was paid for

Table4.5a Mean volume of contentconsumed by infringhg segments
| Justifying Digital Free Ambiguous

Infringers Transgressors Infringers Infringers
Total Mean volume 279 257 113 86
Downloaded Mean vplume 68 132 34 28
Proportionof total 24% 51% 31% 33%
Streamed Meanvqlume 211 125 78 58
Proportionof total 76% 49% 69% 67%
Paid Mean vglume 27 39 11 20
Proportionof total 10% 15% 10% 23%
Free Mean vplume 252 218 102 66
Proportionof total 90% 85% 90% 77%

General consumption

TheJustifying Infringerstreameda highe proportion ofthe contentthey consumed76%)than the other
infringing groups,While the Digital Transgressor$iad the largest proportion of downloaded content
(51%) But in volume terms both groups downloaded and streamed substantially more than either the
Free Infringersr the Ambiguous Infringers

Payment

Despite having high levels of infringement tbaital Trarsgressorconsumel the highest mean volume
of paidfor digital content (39 files). Conversely, e Free Infringercconsumedonly 11 paid files on
average, equating tol0% of their total consumption. ThAmbiguous Infringershad the highest
proportion of pad content (23%).

Content types
Chart 45a andchart4.5bshowhow total digitalcontentconsumption (lawful and unlawful, streamed and
downloaded)for each of the infringing segments is split between the six content types.
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Chart4.5a Digital consumption among infringers split bgontent type

8%

12%

17% Books

5% Video games

Software

BTV
Film

B Music

Justifying Infringers Digital Transgressor:  Free Infringers ~ Ambiguous Infringers
Chart4.5b Volume of conent consumedn the past sixmonths (millions)
503m

Books

Video games

Software
BTV

Film

H Music

Justifying Infringers Digital Transgressor:  Free Infringers ~ Ambiguous Infringers

*Volumes have been rounded to the nearest millidi$ee appendix 9.4 for individual volumaumbers)

For all infringing segments, music made up the largest proportion of total digital volume consumed
(ranging from 62% foree Infringerso 80% forJustifying Infringefs This was largely because we treat a
single music track as a single digitité, equivalent toa film or book. Across the segments, thieree
Infringersaccounted forthe largest proportion off V programme§17%) and video games (8%) consumed,
while the Ambiguous Infringeriad the highest proportion attributed to films (16%).
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Services used
Table 4.5b shows the top 10 services used to download, stream, access or share content across all content
types for each of the infringing segments.

Table4.5b Top 10 services used in the last 3 months for downloading, streaming or shaantgnt

Justifying Infringers  Digital Transgressors Free Infringers Ambiguous Infringers
Base =105 Base =133 Base 498 Base#39
YouTube| 78% YouTube| 84% YouTube| 68% YouTube 60%
BBC iPlayei 60% BBC iPlayet 49% BBC iPlayet  50% BBC iPlaye 41%
Google (Search: 53% Facebook 47% 40D 32% Amazon/Kindle 35%
40D | 52% iTunes| 44% Amazon/Kindle| 30% iTunes 29%
iTunes: 46% ITV Player. 42% iTunes. 30% Google (Search 29%
Amazon/Kindle: 45% Google (Search. 40% Google (Search.  29% Facebook 26%
Facebook: 41% uTorrent: 38% Facebook 27% ITV Player 24%
uTorrent : 40% Amazon/Kindle: 35% ITV Player  25% 40D 22%
ITV Player| 34% 40D | 35% uTorrent 24% Email 19%
Spotify | 31% | BitTorrent software! 31% | BitTorrent software  18% uTorrent 18%
Mean number used Mean number used Mean number usedb Mean number used: §

Over 60% of lainfringing segments claimed to u§®uTbe, more than any othedigital content service
Mainstream servicessuch as BBC iPlayeiTunes, Amazon and Facebook also featured hifgrlyall
segments.

However, the two higheend infringing segments the Justifying Infringerg40%) and the Digital
Transgressorg38%)were much morelikely to use uTorrent than the Free Infringerg24%)and the
Ambiguous Infringer&l8%).

Thee werealsosignificantdifferences between the segments feome of thecyberlocker services(not
shown on chart) For example 23% of the Justifying Infringersand 18% of the Digital Transgressors
claimed to have usedRapidsharecompared to10% of Free Infringer@and 7% of Ambiguous Infringets
Mediafire (21%}vasalso higher for theJustifying Infringerghan for any other group.

8 Peerto-peer (net) consists of Bittorrent software, uTorrent, PiratayB lsohunt, Limewire, eDéey/eMule, Gnutellg
KickAssTorrents, and Torren@yberlockers consists of Rapidshare, MediaFire and YouSendit.
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4.6 Fpendamonginfringing segments

Chart 46 shows total spendby each infringing segmeacross all content typesplit byspend onphysical
O2LIASEaI RAIAGEYE O2yidSyid I'yR WwW2iKSND

Chart 46 Spendamonginfringing segments

£167 £153
£135
£69 £58 £120 £44 Other
£25 £20 A £20 Digital

m Physcial

Mean spend in the last 3
months

Justifying Infringers Digital Transgressors Free Infringers  Ambiguous Infringers

Base: Justifying Infringers (105) Digitednsgressorgl98) Free Infringers (439) Ambiguous Infringers (133)

TheJustifying Infringerbad the highestaveragespendin total across the segmen{£€167) with the Free
Infringersspending the leas£120) For all the infringing groupghysicalcontent accouted for around

half of total spend TheJustifying Infringerflad i KS KA IKS A THiSSegrs todt yith Wgini K S NI ¢
general attitude of justification.

For allinfringing segmentsspend was highest omusig with few differences between the proportional
spendon the other categoriesTherewasevidence that theJustifying Infringerspert more on books and
less on Tyrogrammesghan the other nfringing grous.

° Other category spend includeMusic = Concerts/gigs and Music merchandiBéms= Cinema, Physical rentals,
and PayTV purchaseg)V progammes= Physical rentals
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4.7 Other attitudes towards infringement

Respondents whepecifically indicated that they had infringed were asked:
And which, if any, of the following do you think would make you stop downloading or streaonitentillegally?

Table 47 summarises the responsesnongthe infringing segments. The colours compare the relative
percentages within statements and between the groups. Dark green indicates a strong high percentage
.Red indicates a strong low percentage.

Table4.7 Factorsthat would encourage infringers to stop

Justifying Digital Free Ambiguous
Infringers | Transgressors| Infringers Infringers
If legal services were cheaper 83% 47% 36% 24%
If everything | wanted was available legally 47% 39% 26% 24%
If legal services were more convenigigxible 47% 32% 16% 12%
If everythlng | wanted was available legally online 24% 36% 21% 17%
soon as it was released elsewhere
If it is clearer what is legal and what isn't 42% 44% 27% 23%
If legal services were better 42% 29% 16% 13%
If a.subscrlpuon service | was interested in beca 37% 31% 14% 15%
available
If my ISP sent me a letter saying they would susp 36% 44% 20% 14%
my internet access
If | thought | might be sued 29% 39% 23% 14%
If I knew where to go to see if something was ille 27% 27% 13% 13%
or not
If my ISP sent me a letter saying they would rest 2506 34% 13% 9%
my internet speed
If my ISP sent me a_letter informing me my acco 24% 31% 13% 9%
had been used to infringe
If friends or family were caught 21% 37% 14% 8%
If | thought | might be caught 20% 36% 22% 13%
If everyone else stopped doing it 18% 31% 13% 10%
If _there were articles in the media about peop 16% 19% 6% 506
being caught
Nothing would make me stop 0% 5% 6% 8%

Note: Full significance testing (at the 99% level) is detailed in the appegdection 9.3

For all segments théactor which most peoplelaimedwould make themstop infringingwas WA ¥ € S3 I
aSNIBAOSa ¢ S NIBstifgig Siringd ke dverttvidcs as likely83%)to make thisclaim as the
lessinfringingFree Infringe(36%) andAmbguous Infringegroups(24%).

Almost halfthe Justifying Infringers claimed that improvements to legal serwes would stop them
infringing-WL T t S3Ff &aSNBAOS&A 6SNBE Y2NBE O2y@SyASyidQ onr:
(47%) A distinctly higher proportion of Digital Transgressorglaimed that fear of repercussiongand

getting caughwould make themstop. Forty-four per centof this groupclaimed they would stopWA ¥ Y &
ISP sent me a letter saying they would suspend my inteacees® X ¢ A (0 K o T9A Fld$TaNR SOA (
FlLYAf& 6SNBE OFdzAKGPQ
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Free Infringersand Ambiguous Infringerdoth tended to citerelatively fewfactors which would make
them stopinfringing; probably because themfringed comparatively little Freelnfringerswere most likely

to claimthe availability of cheaper legal servic€6%) and neally a quartercited thefear of being sued
(23%). For thémbiguous Infringerthe availability of legal conten{24%) and subscription services (15%)
were distinctive driversf behavioural change

YitisclealBNJ gKI G Aa £ S3ad asignifidantlyshigheti mofivé yoehange forDigital
Transgressoreind Ambiguous Infringershan the other groups For the latter his is in line with thi
claimedlevels of confidece in knowing what is legdl Y R ¢ K J tlliey hiadiithe Qafigest percentage
Ot FAYAyYy3 (2 0S Wy, 8eé CHai4)7THdweverOe2thitd oDigiI rar@gre§sarskiimed

i2 0S5 WOSNE O2yTARSY(GQ Ay 1y26Ay3I 6KFG A&d fS3Ff

Chart4.7 Confidence in knowing what is legal online
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Base: Justifying Infringe(d05) Digital Transgressors (133) Free Infringers (498) Ambiguous Infringerd (a3®)
tS3AFf O2yadzyYSNARA ododprn0 LYGSNYySid dzaSNER ¢6K2 KI @SyQi
know answers
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5. Segmentation ohon-infringers

5.1 Overviewand summaryof non-infringing segments

As well assegmenting thénfringers,we segmenéd consumers whalownloaded or streameadill of their
content legaly. This exercisewas intended to help generatea wider understanding ofall digital
consumersThefour segments are summarised as folldWs

5. Simple Streamer34% oflegal consumer27% of total digital consumety:
This groupwas primarilydefined by the fact that they streamd contentbut R A Rd6w@nhibad any.
This content largelgonsisted ofTV prgrammes and music and theyere generallyconsumingfor
entertainment and convenience purposes

6. Simple Downloader$l 7% oflegal consumers13% of total digital consumers):
Theywere defined by the fact that they only downloatl and R A Rsfréain. Theyconsumel less
contentthan the other noninfringing segmentsand largely downloaed books and musiclhey hal
the largest proportion of paidor content

7. PayingConsumer$34% oflegal consumer27% of total digital consumers):
This group pa for the majority of thecontent theyconsumed while also spending a ladn offline
(such as physicatpntent

8. FreeOpportunists(14% oflegal consumersl1% of total digital consumers):
100% of this group claied to download because it is fre@nd irdeed they consumedthe highest
volume of free contentvithin the legal segments.

% There were approximately% ofdigital consumergincluding infringersjnissing from the segmentatieras only

complete data coulde used in the cluster analysisierefore people who did not answéhe relevant questionsr
aa s SNBR ¢gAGK dzy RSFAYIlI 06fS NBalLlkyaSa adzOK & 5Y% bk! ||
1 Digital consumers in this sense are people that have claimed to have downloaded or streamed content in the last

3 months.
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5.2 Reasons for downloading anstreaming
Reasons for downloading and streaming were usedhasprimaryinput for this segmentation gauged
from the following questions:

1) You indicated you have downloaded [CONTENT TYPES] in the past three months. Generally, what would you
say are your personal reasons for downloading these typesoiitent rather than buying a physical version such
as a CD, DVD, Bhay, paper, etc.?

2) You indicated you have accessed or streamed [CONTENT TYPES] in the past three nWwhtktsare your
personal reasons for doing this?

Table 52 summarises the proportion of each segméimat cited each reason:

Table 5.2 Reasons for downloading and streamingr{infringing segments)

Simple Simple Paying Free
Streamers downloaders consumers Opportunists
593
Reasons for downloading
More convenient 64% 70% 70%
Quicker 53% 56% 57%
Cheaper 43% 43% 54%
Access more easily on deviddsave 29% 38% 44%
| can get them for free N/A 15% 2% 100%
Quality isn't notably different 12% 15% 27%
More up to date 12% 15% 19%
No physical version available 12% 13% 11%
LiQa ¢KIFd S@OSNEB2YS 5% 7% 12%
LGQa SIFaekO2y@dSyASy 53% 64% 67%
LGQa FNBS 46% 39% 61%
LiQa |Ijdz O} 37% 52% 57%
LGiQa Srae G2 R?2 35% 40% 52%
For entertainment 34% 28% 39%
To watch programmes have missed 24% 15% 18%
aSlya R2y Qi KI @S Gz2 21% 23% 32%
Quicker than downloading 14% 20% 28%
Try before buy 12% 20% 29%
Cheaper than downloading 11% N/A 12% 18%
Some content is too expensive to buy 4% 4% 9%
LGQ& ¢KIFiG Y& FTNASYR 4% 4% 8%

Note: Full significance testing (at the 99%vel) is detailed in the appendig Section 9.3

TheSimple Streamemnly streaned content andR A Rdgwhlpadany; the main reasorcited for doing so
wasli K G A\D2 ¥y &S 5 B fihis Qroupapso:fmdthe largest proportion claimingp stream Y

gl GOK LINPAINFYYSA)L KIFIOS YA32ASRQ 6HM:

TheSimple Downloaderslaimed to download content rather than buy physical versions agasW Y 2 NB
O2y @SYASYylgozh ¢ BAND by B> W

While the Paying Consumegavethe same top reasons for downloading as BienpleDownloadershey
were distinct from this group in thabnly a very small percentage claimes download because ivas
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free 2%).Similarly, their reasons for streamimngere in line with the Smple Sreamers but with a lower
proportion claiming tostream becausevasis free (39%).

The Free Opportunistdiad the highest proportion claiming to download and stream for price reasons,
with all Free Opportunistslaiming to download becausevitasfree to do so.

5.3 Demographiqorofiles

Table 53 shows the demographigrofilesof the noninfringing segments:

Table5.3 Demographigorofiles of non-infringing segments

Simple Simple All non All internet

Streamers Downloaders| Consumers| Opportunists ETaliglle[IERMRNVETE N EED)
Male 44% 48% 57% 52% 50% 49%
Female 57% 52% 43% 48% 50% 51%
12-15 8% 6% 10% 10% 9% %
16-34 39% 34% 46% 42% 41% 35%
3554 34% 41% 32% 33% 34% 34%
55+ 20% 18% 12% 15% 16% 24%
ABC1 68% 70% 74% 69% 71% 57%
C2DE 32% 30% 26% 31% 30% 36%
Full Time 43% 46% 50% 43% 46% 40%
Part Time 16% 16% 14% 15% 15% 15%
Retired 7% 5% 2% 2% 4% 12%
In education 8% 7% 10% 10% 9% 7%
Not working not looking 26% 27% 24% 31% 26% 27%

Note: Full significance testing (at the 99%vel) is detailed in the appendig Section 9.3

Generally, here were few differences between the segments in terms of gendéut the Paying
Consumersadthe highest proportiorof males(57%).

Thetwo segmentswith only one type of consumption activi{gimple Streamersnd Simple Downloadeys
were generally older with fewer under 3® &  { K Paging (CkrSumersr the Free @portunists
Althoughthe PayingGonsumersand theFree Opportunista/ere similar interms of age profilehalf ofthe
former werein full time work (50%)While a third (31%)of Free Opportunistsvere out of work(not
looking)

5.4 Digital content consumptiorievels

Table 54a shows the mearvolume of contentconsumed by the differenton infringing segmentsalong
with the proportion of total content consumed. This is broken down lige means of accessing the
content(downloadingor streamed)and by whether or not the content wagaidfor.

Table5.4a Mean volume of contentconsumed bynon-infringing segments

Simple Simple Paying | Free
Streamers | Downloaders | consumers, Opportunists

Total Mean volume 27 13 92 63
Meanvolume 0 13 21 23

Downloaded Proportionof total - 100% 23% 3%
Meanvolume 27 0 71 40

Streamed Proportionof total 100% - 7% 63%
. Meanvolume 5 8 53 16

Paid Proportionof total 18% 64% 57% 26%
Meanvolume 22 5 39 a7

Free Proportionof total 82% 36% 43% 64%
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General consumption

The segmentghat consumel content using onlyone means of acces¢downloading or strearming)
consumel far fewer files on average than those who used bot®f the two groups that uskboth
methods of consumption Paying Consumeemnd theFree Opportunists both streamed more than they
downloackd, but the proportion was higher fdhe former (77% v 63%).

Payment

TheSimple Streamersonsumedproportionally more (82%bf their content for free than the otherdegal
segments. The&simple Downloaderson the other handconsumedthe largest proportion of paidor
content (64%). However, the actual volume of paid for consnbngthis group was relatively lovei{ght
files on averagdn the lastthree months). ThePaying Consumeihad the highest mean volume in total,
and also paid for over half of these (57%)is was in contrast to theFree Opportunistsvho also
consumed a relatively high volume of content (63), but two th{@#%) othis was obtainedor free.

Content types

Chart 5.4 showshow content consumption breaks dowrby content type foreach ofthe norrinfringing
segments:

Chart5.4a Digital consumptionamong noninfringersby content type

4%
0

i ! 11%

Books

Video games

Software

BTV
Film

H Music

Simple Streamers  Simple Downloader Paying Consumer: Free Opportunists
Chart5.4b Volume of content consumed in thpastsixmonths (millions)
1156m
134 Books

Video games

Software
mTv
330m 326m .
Film
116 I .
B Music

198

77m

Simple Streamers  Simple Downloader Paying Consumer:  Free Opportunists

*Volumes have been rounded to the nearest millidi®ee appendix 9.4 for individual volume numbers)
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Forall of the legal segments music rda up the majority ofcontent consumed However, he segments
did differ with respect tothe other content types; thedmple Sreamersconsumedproportionally more

TV pogrammes (35%), th&Simple Downloadersnore e-books (23%)while the Free Opportunists
consumedhe greatestvariety of content types.

Services used
Table4.5b shows the top 10 services ustxddownload, stream or access contentthe last 3 months
among each no#nfringing group:

Table5.5b Top 10 services used in the last 3 months for downloading, streaming or sharing content

Simple Streamers | Simple Downloaders PayingConsumers Free Opportunists
Based1338 Base$49 Base4394 Base$93 \
BBC iPlayer 55% AmazorKindle 44% YouTube: 51% YouTube 53%
YouTube: 45% iTunes: 30% BBC iPlayet  49% BBC iPlaye 50%
ITV Playe 25% YouTube| 16% iTunes 47% Amazon/Kindle 46%
40D 22% Google (Seargh 8% Amazon/Kindle: 46% Google (Search 28%
Facebook  11% Email 7% 40D 27% Facebook  27%
Amazon/Kindle; 11% Facebook 6% ITV Player.  25% iTunes 25%
Google (Search:  10% BBC iPlayel 5% Facebook: 18% ITV Player.  24%
iTunes 9% Microsoft 4% Google (Search| 16% 40D 22%
Demand 5 8% Play.com 3% Spotify 15% Email 15%
Spotify 7% Spotify 2% Lovefilm 11% Microsoft 12%
Mean number used3 Mean number used? Mean number usedt Mean number used: ¢

As with the infrining segments, YouTube and BBG@yié feature highly as servicesed for online
content consumption forall non-infringing segmentsSimpleDownloadersvere the only group across all
infringing and norinfringing segments where these servialid not make upthe top two; with Amazon
(44%) and iTung80%)used instead

Themost noticeabldifferences between théwo segmentghat both downloaded and streaned content
- the PayingGonsumersand the FreeOpportunists- were for paid services such &&ines (47% vs25%)
and Spotify (15% vs. 9%)

5.5 Spendamongnon-infringing segments

Chart5.5 shows total sped across all contenttypes L)t A i 6& LIKe&aAOolt 02U 8azx

Chart5.5 Spendamongnon-infringing segments

(40]

g £131

©

= £82 — £o4

c @ Other
= £65 o £19 £33

S5 8 Digital
e 0

o .
2 H Physcial
©

(]

=

Simple Streamers Simple Downloaders Paying Consumers Free Opportunists

Base: Simpl&reamers (1338) Simple Downloaders (649) Paying Consumers (1394) Free Opportunists (593)

12 Other category spend includeblusic = Concerts/gigs and Music merchandiéms= Cinema, Physical rentals,
and PayTV purchaseg)V programmes- Physical rentals
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Paying Consumerbad the highest total sped (£131) across the segments, witlsimple Streamers
spending the least (E65%imple Downloader&E82) andFree Opportunistiotal spend stood in between
these two amounts.

There was a similar pattern for spend oigithl content; again it was highest amornfe Paying
Consumerg£19) and lowest among th8imple Streamerdespite consuming over fodimes asmuch
digital contentonline, theFree OpportunistéE10)claimed to spend similaramount on online contento
the Simple Dwnloaderg£11)

30| Page



6. Gomparing theinfringing and noninfringing segments

6.1 Overview and ammaryof segment comparison

This section examines all the segments (infringing and-infsimging) coveredin the previous three
sectionsalongside each other

1 The groupsvho indicated laver (or no) levels of infringememiccountd for a disproportionatéy low
proportion of the total volumeof files consumed compared to those with high levels of
infringement In terms of individual content typeshis was particularly the case focomputer
software and video game@vhere total file volumes were generally lower across the board than
other content types)

1 While there was some differentiation between the segmentshe large majority ofcontent
consumedby all groupswas musidalthouch this is driven by the fact that we treat one music track
as one file)

1 Infringers generally consumed more paid and legahtent than the non-infringing segments
although this formedx lower proportion otheir total consumption than it did for neinfringers.

i Total content spendvas higher forall the infringing groupghan for non-infringing groupsexcept
the PayingConsumeswho spent more than the Free Infringers (£131 v £13@end was highest for
the Top 20% Infringers

1 Most infringing segments found it easy to find content on the internet for free which would normally

be paid, ranging from 45% for thembiguous Infringerto 76% for theTop 20% infringersAmong
non-infringers the figures were notably lower, rangingrfr@8% to 45%.
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6.2 Distribution of segmentswithin total volume of digital consumption

The first column ofChart 6.2 below shows the relative proportion @ich ofthe segmens amongall

digital consumers. The remaining columns show the proportion of the tetdlme of content
attributable to each segment. This allows a comparison to be made between size of the segment and
proportion consumedvithin the content typesFor example the&Simple 8eamersaccouned for 27% of

all digital consumers but accowd for only 10% of the totalcontent consumed.Table 4.3a shows how

this breaks down in terms of total volume of infringed content (overdixenonth period).

Chart6.2 Proportion ofvolume consumed by legal and ndegal segments

6%
0, 0,
9% 11% 11% 9% B 15% 12% %
Infringing segments 0%

Ambiguous Infringer 00 15% 14% 9 4%

Free Infri - = -

ree Infringers
11% 42%  30%

m Digital Transgressor
8% 9%

27%
5%

9% 10%

m Justifying Infringers

Free Opportunists
m Paying Consumer:
H Simple Downloaders

. 13%
H Simple Streamers >

Non-Infringing segments

27%

Segment| Total Music Video Software  Film TV Books
size

Base: Simple Streamers (1338) Simple Downloaders (6489hgP&@nsumers (1394) Free Opportunists (593)
Justifying Infringers (105) Digitelansgressorél33) Free Infringers (498) Ambiguous Infringers (439)

Table6.2 Volumeof content consumed in thgpast sixmonths

NONINFRINGING SEGMENTS INFRINGING SEGMENTS
streamers || Downloaders| Gonsumers | Opportunists| Infringers | Transgressor| Infringers Infringers
Total 330m 1,155m 321m 262m 250m 503m 257m
Music 187m 48m 881m 198m 210m 177m 313m 242m
Video 3m 3m 27m 9m 3m 3m 41m 9Im
Software 2m 3m 33m 12m 6m 4m 33m 17m
Film 17m 3m 32m 16m 14m 28m 24m 24m
TV programmes 116m 2m 134m 49m 24m 36m 84m 58m
Books 5m 18m 49m 37m 5m m 8m 8m

*\Volumes have been rounded to the nearest million

The infringing segmentsaccounted for a disproportionately highvolume of overall content consumed
consideringthe size of the segmentd hiswas most prominent for video games computer software and
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films, where theinfringing segments accoued for over half of the totalcontent consumed.A higher
volume of books, on the other handvas mostly attributable to the noninfringing segments Computer
software (30%)and video game (42%had high proportions of content attributed Bree Infringers This
disproportionate difference is similar to that seen for thep 20% Infringersvhere they accanted for
88% of all infringedontent,and 11% of all legabntent.

6.3 Digital content consumption

Table6.3ashows the mearvolumeof filesconsumed byachsegment(including theTop 20% InfringeJs
along with the proportion ofotal consumptionaccounted for byeach content type.

Table6.3a Mean volume of content consume(egally and illegallypy infringing segments, by content type

Simple Simple Paying Free Justifying Digital NI PeIE Top 20%
Streamers Downloaders consumers Opportunists Infringers| Transgressor|Infringers, Infringers RNl
¢ 1338 | 649 1394 593 105 133
Total Mean volume 27 13 92 63 279 257 113 86 363
Music Mean volume 15 8 70 39 223 182 70 58 249
Proportion 57% 62% 76% 62% 80% 65% 68% 71% 69%
ideo G Mean volume 0 1 2 2 4 3 9 2 16
Video Gamet 1 ortion 1% 4% 2% 3% 1% 8% 2% 1% 4%
Software Mean volume 0 1 2 2 6 4 8 4 21
Proportion 0% 4% 3% 4% 2% 7% 5% 2% 6%
Films Mean volume 1 1 3 3 15 30 5 6 26
Proportion 5% 4% 3% 5% 5% 5% 7% 11% 7%
TV Mean volume 9 0 11 10 26 32 19 14 44
Programmes Proportion 35% 2% 12% 15% 9% 17% 16% 12% 12%
Books Mean volume 0 3 4 7 6 7 2 2 7
Proportion 1% 23% 4% 11% 2% 2% 2% 3% 2%

Across all content typeshe infringingsegmentsgenerally consumed much higher volumes than the-non
infringing onesThat saidhe Ambiguous Infringersonsumel lesscontent on average (86) than the nen
infringingPaying Consumerg92). TheJustifying Infringer§279)and Digital Transgressor&57)consumed
far more files than any othesegment,albeit not as many ashe Top 20% Infringer363).(We expectd
this due to the way tle lattergroupis defined i.e. according to volumes of content consujned

Thebreakdownof files consumed bgontent type wasfairly similarfor all segmentsmusic consumption
accouned for over halfin all casesHowever,musictrackswere less prominent amongimple Streamers
(57%),who consumedproportionally moreTV programmes (38 than the other segmentsihe Simple

Downloadershad downloadedthe largest proportion oé-books £19%.

Payment

Table 6.8 below shows the mearolumes of contentconsumedby each of the segments split between
paid and free. The mean scores are albown as a proportion of the totalolumeconsumed for each of
the segnents and theTop 20% Infringers
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Table6.3b Mean volume of content consumedby infringing segments, by payment

NONINFRINGING SEGMENTS INFRINGING SEGMENTS

Free ANlIIE Top 20%
IniaeEICHMOIEIEN Infringers
| 498
Total Mean volume 27 13 92 63 279 257 113 86 363
Paid Meanvolume 5 8 53 16 27 39 11 20 30
2l Proportion 18% 64% 57% 26% 10% 15% 10% 23% 8%
Meanvolume 22 5 39 47 252 218 102 66 332
Free o oportion 82% 36% 43% 64% 90% 85% 90% 77% 92%
Mean number
of services used 3 2 4 5 9 9 6 5 3

The Paying Consumersonsumedmore paid contentthan any other segmentwhile Simple Streamers
consuned the least Among the infringing groupshe Digital Transgressorgonsumedthe most paid
content, althoughthis accountd for just 15% ofthe total volume theyconsumed Although they had
similarly high levels of infringing as thiep 20% Infringershey paid for more content, both in actual and

proportional terms.

Number of ®rvices used

As shown in table 6.3the infringing groupgenerallyclaimed to usemore online serviceson averagdo
access their contenthan the noninfringing groups. Theree hfringersand Digital Transgressordaimed
to usethe most @) and theSimple Downloadersused the least ). As already discussed Section 4.5he
infringing groups haimuch higher claimedsS 2 T -toW ISR ¢ FRI 201 END

6.4 Spend

Chart 64 shows the mean spend across all content types for all segmamsiding the Top 20%

aSNBAOSa

Infringers:

Chart6.4 Mean spendby segments

- Nor-infringing segments Infringing segments
5 £167 £168
£ £153
™
0 £131 £135
2 £45 £94 £44
c £82 £46 £29
= £65 £25 £20 £20 Other
o £19 £33
c £28 £16 Diai
g £26 igital
% ﬁ ﬁ £67 £73 = £58 £71 m Physical
(]
E T T T T T T
S S < o S o S S S
& ) & & & o & & &
z’b@ \qu 5\)@ J:@(‘\ &(\00" ,\e"c’ s&(\o" K{\Qo" K(\Qo"
(_J’é $° oQ () & f—,°0 S O O
N P %(" OQQ < & & N N
) \@Q & '8.\\0 & ,C\\\\\ .,@\& <& ] \@)0 Q’L
) (_,\6\ Q & \\)" <>\\ v&\o <9

13 Peerto-peer (net) consists of Bittorrent software, uTorrent, PiratayBIsohunt, Limewire, eDonkey/eMul&nutellg
KickAssTorrents, and TorreniZyberlockers consists of Rapidshare, MediaFire and YouSendit.
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Base: Simple Streamers (1338) Simple Downloaders (649) Raygigmers (1394) Free Opportunists (593)
Justifying Infringers (105) DigifBlansgressor€l33) Free Infringers (493) Ambiguous Infringers (289)20%
Infringers(311)

TheTop 20% Infringerslaimed to spendnuch more on average than all the nanfringing groupsbut

had a similar high spend (£168) the Justifying Infringer¢£167)and the Digital Transgressor¢£153).

The segments most highly motivated by free contenthe Free Opportunist¢é£94) and Free Infringers
(E120)- spentrelativelylessthan the othes.

6.5 Attitudes towards infringement

Each segmenshoweddiffering attitudes towardsonline consumption and copyright infringemerand
Chart6.5a showsthe relative agreement levelsetween theinfringing and noninfringing segmentsfor
three attitude statements:

Chart6.5a Proportion agree (strongly or slightlyvith statements

78% 76%
67940%

62% . 62%

5% 460489898170

35%  34%
8%

37039989%
36% 506

T T

| think that you should be ableto It is easy to find content on the internet It is wrong to access content online
download or access the content you wantfor free that would usually be paid for without the creator$artists permission
for free from the internet

® Simple Streamers m Simple Downloaders © Paying Consumer: Free Opportunists 2

m Justifyng Infringers Digital Transgressor I Free Infringers Ambiguous Infringers B Top 20% Infringers

Base: Simple Streamers (1338) Simple Downloaders (649) Paying consumers (1394) Free Opportunists (593)
Justifying Infringers (105) DigifBlansgressor€l33) Free Infringers4@3) Ambiguous Infringerg89) Top 20%
Infringers(311)

GL OGKAY]l UGKFG @2dz aK2dzZ R 0SS FofS (2 R2gyf2FR 2NJ |
Digital Transgressoré78%)and SimpleDownloaders (27%ad the mostcontrasting agreement levels in

terms of the right to consume free content on the internén contrast to the other infringement groups

(and more in line with the opinions of the nenfringing segments)essthan half ofAmbiguous Infringers

(43%) agree with the sentiment. The agreement levamongthe Top 20% Infringer&vas the same as

that amongJustifying Infringer§62%)

dt is easy to find content on the internet for free that would usually be paéd for

TheTop 20% Infringersad higher levels of@eementthan all of the other infringing segmenits terms
of easily being able to findaid content for free (7%). Te closest to thisvere the Digital Transgressors
at 70%. At the other end of the scale, ag&mple Downloadersad the lowest agreemst levels (27%).
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And, consistent with the previougindings the Ambiguous Infringersvere the only infringing segment

with lessthan 50% agreemenith this statement a similaragreement leveto the Paying Consumers
(45%).

dt is wrong to access conteahline without the creatohsartists permissiof

Compared to the previous two statementsach ofthe segments showedess variation in terms of
FaANBSYSyid 6A0GK GKS y2G4A2y GKFdG Aa gNRy3a G2 ,1 00
the agreement among the no#infringing segments was generally higher than the infringing ones.

However, the only segment where more than half agreed Waging Consumer&1%). Thelop 20%
Infringershad lower agreement than all infringing segment with 32%.

Table6.5 below shows the reasons given for consuming illegal corgemingthe infringing segments,
compared to theTop 20% Infringers

Table6.5 Reasons for infringing content

Justifying Digital Free Ambiguous Top 20%
Infringers  Transgressors Infringers Infringers Infringers

BASE 105 133 498 439 311
It's free 71% 80% 100% 3% 70%
It's quick 68% 69% 55% 28% 61%
It's easiertonvenient 74% 75% 51% 39% 59%
I think legal content is too expensive 55% 53% 14% 6% 37%
It means | can try something before | buy it 73% 58% 21% 19% 36%
Because | can 33% 63% 17% 14% 35%
| can't afford to pay 47% 50% 17% 8% 33%
| already spend enough on content 44% 21% 6% 9% 21%
The Industry makes too much money 37% 32% 6% 9% 20%
| don't want tp wait for content to become availablg 18% 2706 9% 8% 19%
on legal services

| already owned content in another format 64% 18% 4% 14% 19%
The files | want are not available on legal services 28% 15% 9% 11% 18%
It's what my friends or family do 9% 88% 1% 1% 18%
I've already pal to see itthem at the cinemain 84% 14% 206 3% 17%
concert, etc

| don't think | should have to pay for contemtline 21% 26% 5% 3% 13%
No one suffers 2% 29% 0% 2% 13%
No one ever gets caught 13% 27% 2% 4% 8%

Generallythe Top 20% Infringensad lesdlistinctive reasons fodoing itthan the infringing segmentdid.
Despitesharingsimilar behavious, the Top 20% Infringensvere less likely tccite the majority of reasons
comparedto the two segments that also had high levels of infringemahte Justifying Infringerandthe
Digital TransgressorsThey weremuchless likelythan the latterto give the reasonsit's what my friends

or family dd My @ yy:: 03X | YR W06 SThéydear&lsoimucBlesy likelythanptie @
former to cite Wve already paid to see/them at the cinem#n concert, et 6 wyTHi=> 0D hlrgady W
owned content in another form&® o mdi’? GSNER dzA c 2 0

Chart 6.5 below showsthe responseghat showed the most differentiatioletween the segmentsn
terms offactorsthat would encourage each of the infriimg groups to stop:
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Chart6.50 Aspects that would encourage stoppiraccessing content illegally online
83%

6%

204 36% 37%
pal 29% 28% 9% 27%
6% 0% 6% 2
h00k 14% 3%

T

If legal services were If legal services were If my ISP sent me a If legal services werelf friends or family were

cheaper more letter saying they would better caught
convenientflexible  suspend my internet
access

m Justifying Infringers m Digital Transgressor = Free Infringers = Ambigous Infringers = Top 20% Infingers

Base: Justifying Infringers (105) Digitednsgressorél33) Free Infringers (498) Ambiguous Infringers (48 20%
Infringers(311)

In comparison to thenifringing segments th&op 20% Infringersvere generally closest to thBigital
Transgressordor example, 46% of the former said they would be likely to stop infringing if legal services
were cheaper, compared to 47% of the latter.

Chart 6.5c shows the relative confidence levels in terms of knowing what iog@l YR g KIF i A&y Q

Chart6.5cConfidence in knowing what is legal online

Non-Infringing segments Infringing segments
7%
73% 2% 0
66% 0| 89% 67% 66% 6506 |
56%
42%
39% 0
a0% % D a4 34% 00 3oy | 1O
34%

Slightly Confident

R m Very Confident

Base: Justifying Infringers (105) Digitednsgressorél33) Free Infringers4®8 Ambiguous Infringersi89) Top 20%
Infringers(311)Allinternet users (12+) (8945) Note: Rebased to exclid2 y Q (i arlswess &

Generally the non-infringing segmentsshowed higherconfidence levelsn knowing what is legainline.
Paying Consumefsad the highest overall claimed confiden@ery or slightly confident)f all the groups
with 77%.Amongthe infringing groups, althougthe Digital Transgressortiad the highestproportion
Ot FAYAY 3 (2 0 G3%YMS Nas ndd dgyiiffcapiighéritian other segmentst the 99%
confidencelevel.
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7. Infringement of multiple content types

7.1 Overview and smmary of infringement of multiple content types

The main reports for our Online Copyright Infringemenitacking study concentrated ogeneral online
behavious and consumption bycontent type and across all type§Ve have conducted aextralayer of
analysisin this sectionto examinethe degree to which there is crossover between infringement of
different content types

1 Infringementwasgenerallyconfinedto just one of the sixcontent types measured in the study62%
of infringersindicated infringement withironly onetype, and this was predominantly music (42%) or
films (28%).

1  Where therewasinfringementin more than one content type generallyincludedcombinations of
music, films and TV programmednfringement of computer software and video gameasmore
prevalentamongthosewho hadinfringed across fouior morecontent types.

1 Thosewho hadinfringed across multipleeontent typeshadalso infringel a higher volume ofontent
on average.

1 Category pendwashighest for thosevho infringed in threecontent types

7.2 Breakdown of groups

Thesix content typesovered by the tracking survey wemgusic,video gamesgcomputer software, ifms,
TV programmes and book&hart 7.2 shows a breakdown of infringers according to the number of
content types theynfringed

Chart7.2a Proportion who infringed specific numbers of content types

22% 10%  4%2%

Number of content types infringec m1 2 3 4 5 6

Around sixn ten (62%)of those who consunkany content illegallydid sofor one contenttype only. An
additional 22% of people were active ass two ontent types Less than 1%nfringed acrosall six

T The breakdown among those who infringed just one content type was as follows: music 42%, films
26%, TV programmes 18%, computer software 6#gaks 6%, and video games 4%.

1 For those who infringed two types, the most prevalent combinations were as follows: TV programmes
and films 25%, music and films 24%, and music and TV programmes 21%.

1 Infringers of three content types tended to include mués2%), films (76%) and TV programmes
(73%) within their mix. Less than a third of this group also infringed computer software (27%) or
video games (29%).
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7.3 Volume of infringement

Chart 7.3ashowshow the averagevolume of contenffiles consumed varieaccording to the number of

contenttypes infringedandsplits these files intdegal and illegal, paid and free:

Chart7.3a Mean number of contentfiles

400 -
350 355
300 - 307
250 -
200 -

150 - 147
116 111

100 T /
76 78

50 - 55 / 50 60
24 31

0 14 . 10

1 content type 2 content types 3 content types 4+ content types

Legal
= |llegal
= Paid

Free

Base: 1 content type (963) 2 content tygi842) 3 content typs(144) 4+ content type(98)

The mea volume of illegal content consumed increased according to the number of different types
infringed - from 20 for those who infringed only one type, to 307 for those who infringed four or more
types; this correlated with the volume of free content, whiglko rose with number of infringed content
types The volume of legal and paid content filakso tended to rise, although the relationship was not as

pronounced
7.4 Demographigrofiles
Table 7.4a shows the demograpbpiofilesof the four groups

Table7.4aDemographigrofiles according tonumber of content typesnfringed
Number of content types infringed

Male 56% 58% 65% 70%
Female 44% 42% 35% 30%
12-15 11% 11% 10% 13%
16-34 56% 62% 82% 68%
3554 24% 22% 7% 18%
55+ 10% 4% 1% 2%
ABC1 60% 64% 57% 60%
C2DE 40% 36% 43% 40%
Full tme 41% 36% 41% 3%
Part ime 14% 15% 13% 10%
Retired 3% 2% 0% 0%
In education 12% 12% 12% 13%
Not working not looking 31% 34% 34% 38%
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Generallythe more content types infringedhe greater themale bias, rising from 56% for one content
type to 70% for four or moreThispattern was not replicatedn terms of age or sociconomic group

althoughthe proportion agedlL6-34 did increase from one (56%) up to three content types (828then

fellto 68% forthe 4+group.

7.5 Attitudes

Table 75a shows thecited reasons for infringing as a proportion of those who infringed across specific

numbers of content types:

Table 7.5a Reasanfor infringingby number of content types infringed

Number of content types infringet
Base

It's easytonvenient

It's quick

It's free

It means | can try something before | buy it

It's what my friends or family do

Because | can

| already owned content in another format

I've already paid to see itiem at the cineméin concert, etc
| don't want to wait for content to become available on legal services
| can't afford to pay

| think legal content is too expensive

| think legal content is too poor quality

The files | want are not available on legal services

| don't think | should have to pay feontentonline?

The ndustry makes too much money

| already spend enough on content

No one suffers

No one ever gets caught

It gives me status

1
963
40%
36%
46%
23%

6%
15%
12%

7%

7%
12%
10%

2%

9%

5%

7%

8%
4%

2%

1%

2
342
54%
46%
60%
28%
12%
23%

9%
10%
14%
24%
23%

2%
12%
10%
15%
11%

6%

2%

0%

3
144
62%
56%
66%
32%
13%
26%
22%
17%
14%
28%
29%
4%
14%
8%
16%
16%
10%
10%

1%

4+
98
65%
69%
72%
41%
19%
40%
22%
20%
20%
29%
40%
6%
20%
16%
25%
24%
13%
10%
2%

The top three reaons given for infringing were the samecording to the number of types infringed
WS 38k 02y @BSYASY(QF YHoiwedat otliedmadbhsQfor linffiyingedame toreT NB S C

differentiated as the number of content typeimfringed increasd. Those who infringed in fouypes or

more weae significantly more likelyhan those who nfringed three typedo cte W6 S O dza(@% k Ol y ¢

262 0 X | khiyikRegalicontent is too expensiZEt0%y 29%).
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Chart 7.5b below shows the range of responses in termfaaibrs that would encourage each of the
infringing groups to stop:

Table 7.50Factorsthat would encourage infringers to stopy number of content types infringed

Number of content types infringec 1 2 3 4+

Base 963 342 144 98
If legal services were cheaper 30% 36% 39% 51%
If everything | wanted was available legally 26% 31% 26% 31%
glz\a/\(lavrhy(tarr\;ng | wanted was available legally online as soon as it was release] 19% 28% 20% 24%
If it is clearer what is legal and what isn't 26% 28% 25% 19%
If legal services were more convenient/flexible 13% 23% 23% 28%
If my ISP sent me a letter saying they would suspend my internet access 18% 23% 27% 23%
If I thought | might be sued 18% 22% 25% 28%
If legal services were better 15% 20% 22% 33%
If a subscription service | was interested in became available 16% 20% 20% 23%
If everyone else stopped doing it 8% 17% 19% 17%
If | thought | might be caught 14% 17% 26% 24%
If my ISP sent me a letter informing me my account had been used to infringf  11% 15% 19% 15%
If my ISP sent me a letter saying they would restrict my internet speed 11% 14% 20% 18%
If friends or family were caught 13% 14% 21% 15%
If I knew where to go to see if something was illegal or not 13% 14% 14% 15%
If there were articles in the media about people being caught 6% 7% 10% 8%
Nothing would make me stop 6% 5% 6% 6%

Again,the primaryfactor that all groups ofnfringers claimedvould encouragghem tostopwas-WA ¥ € S3 |
ASNIAOSa ¢gBMBSNKEKABADL o y i W algolredativelyhighh aicrbss &ll ®ourt S 3 |
groups However, other reasongdid differ according to the number of content types:
1 Witisclearer whatislegal and whak & Qv&sia key reason for infringers of up3aontent types,
but was less so for those that infringed four or mdrer those who only infringed in one content
type this is the third most cited reason (26%)
1 For those who infringed twaontenttypes W everything | wanted was available legailyline as
soon as it was released elsewh@e 0 Bayriedimore importance
1 Infringers ofthree contenttypes appeared more afraidf repercussionswith a quarter claiming
WLT Al (K2dzAK0G L YIAAyKIP sentSne @ lettaTsEyingyheouidcsiispend: Yy R
my internet acces® 7%)H
1 For hose who infringed four or more typeswas W legal services were bett€&33%)was the
second most cited reason
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Respondents with internet access were asked the following question:

How confidentare2 2 dz GKI G &2dz (y2¢ ¢KIFG Aa €S3IFt FYyR gKIG Aay!
and sharing content through the internet?

Chart 7.5¢ shows the relative confidence levels of each group in terms of knowing what énlegsdnd
gKFEG AayQidy

Chart 7.5cConfidence in knowing what is legal online

9%
22% 22%

28% ]
° m Not at all confident
45% _ _
44% 39% Not particularly confident

38%

Slightly confident
m Very confident

1 2 3 4+
Number of content types infringed

Thesingk content infringersshowedleast confidesein knowing whatis legaland K i A &3y QG 0 c m
either very or quite confident)Bycontrast, those whanfringed in four or more types showed the highest
confidence levels (84%cluding39%whoclaimedii 2 6 S WOSNE O2y FARSYy 1Q Ay 1)

7.6 Spend

Chart 76 shows total spend across all content types split by physical copies, digital conteand'& S NI

Chart7.4aMean spend for different content infringers

™
I £190
o
= £130 Ela7
£ g £104 £95 Other
T E £43 £61 o
o g £36 Digital
=3 £21 £27 £24 .
c m Physcial
é £56 £66 £68 £62

1 Content type 2 Content types 3 Content types 4+ Content types

Base: 1 content typé963) 2 content type(342) 3 content typs(144) 4+ conterg(98)

Those who infringeéh only one content typelaimed to spendhe least in total(£104) Spendincrease
as the number of content typesnfringed increasel, but pealed at those who infringd in only three
categories (E19Mefore fallingto £147for four or more types

4 Other category spend includeMusic = concerts/gigs and usic merchandisefilms= cinema, physical rentals,
and m@y-TV purchased,V programmes: physicalrentals
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8. Spend analysis among infringers

8.1 Overview and summary of spend analysis amon{yimgers

We undertook @irther analysis was undertaken to assess the complex relationship between infringement
and spend on contentand assess the revenue potential if infringement could be converted to legal
consumption

)l

Generally, the data from the survey showed that as people consumed more infringed files they also
consumed more legal files, and spent more on legal content.

Further assessment on prieensitivity for music showed that the optimum price infringers were
willing to pay (either for single downloadable tracks, or for particular premium subscriptions)
generally increased as the volume of infringed content increag@dthough the optimum
subscription price was below that currently charged for the first premtien of a number of UK
music streaming services, many also offer free versions, albeit with some service restrictions or
limitations).

This optimum music price was mapped alongside banded illegal consumption in order to estimate
potential additional mothly spend (lost revenue) if all infringed content was paid for at this price.

The data suggest that improvements to legal alternatives could potentially convert some music
infringers to pay for their content (either by track or monthly) if the price wightr However, the
relationship between infringement and spend is complex and the claims people make when asked
guestions about their likely future behaviour given changes to their options do not always closely
reflect their reallife behaviour.
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8.2 Toplevel relationship between infringement and spend

¢KS RIGF O2ftSOGA2Yy YSUK2R Ay@2ft @SR Ay GKS hyftAy.
@1 NA Ifoo dll Rey lume metrics. In other words, respondents provided their own file consumption
estimates, with no upper limits caps/restrictions on data ranges. While this is valuable for estimating the
level of copyright file consumption, it makes the data vulnerable to outliers; a small number of
respondents in each wave provide extremely largeunw® estimates out of range of the general
frequency distributio®. Therefore, to examine the relationships further, the numbers of infringed files
consumed by individuals were sensibly banded to provide ev&mBd groups of infringers for analysis

(the bands are based on the relative distribution and so are unequal in size).

Chart 8.2a below shows the mean volumeledal content (red line) consumed by those in eatihgal
banded group, against the number of consumers that fall into each of these bands (yellow area).

Chart8.2alllegal vs.legal consumption behaviour

2 120 e 5000 o
9 Infringers 105 <]
£ 100 ; 7 4000 E
) : / 2
g : -~ - 3000 §
s | a2 * 2000 2
o 40 —— S 43 T 3
£ 20 ! - 1000 E
<) ) P
; 0 : T T T T T T 0

3 0 1 2 35 6-10 11-20 21-50 50+

=

Volume of illegal content consumec
No. of consumers ===mean volume of legal conten

Base: All who downloaded or streamed any content in the past three months (0=3974, P=188, 35=265, 6
10=268, 1120=214, 2150=199, 50+=245)

Thisshowsthat legal consumption was lowamongthose who also consumed up to 10 illegal files than it
wasamongthose who acquiredheir content exclusively legally. Past this poifar(those wio consumed
11 or more illegal filesjhe number of legal files consumedceededhat of the 100% legal group.

*See main report for discussion on the effect of outlingp://stakeholders.ofcom.org.uk/marketlata-
research/other/teecomsresearch/copyrighinfringementtracker/
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Chart8.2b shows the mean number of pdior files for the illegal consumption bands, and the total
spend over all six categories, includptyysical, digital and other related purchases.

Chart8.2b llegal vslegal consumption behaviour

Infringers £170
£141

£105 £101 £104 £108

£95 £95

32
K 46 4.5 4. PP /

T T T T T T 1

0 1 2 35 6-10 11-20 21-50 50+
Number of illegal files consumec

~

Total spend across content type = =—=NMean volume of paid conten

Base: All who downloaded or streamed any content in the past three months (0=3974, 1=195, 25186536
10=268, 1120=214, 2150=199 50+=245)

The pattern here is similar to that imeé previous chart. Those who ¢id2 i A y F NJAdyfoA Sorel (i
files (24, shown on the red line) than those who infridgest one file (7). However, as infringement
increasel so dd the number of paidifes, and once consumers exceelb0 infringing files they pd for
more (32) than those whoid not infringe.

However, at almost all levels of infringement, infringers sp@iore per quarter than the £95 spent by
those whose activityvasentirely legal For the 2150 and 50+ infringement bands they spaubstantially
more: £141 and £170 respectively.

These findings indicate that the high infringers contribute significantly to industry spend as their high
infringing is coupled with high levels of consumption and spend. With this in mind, we examined the price
sensitivity data which formed part of the nimaOnline Copyright Infringement tracker to see what
conclusions we could draw about the likely impact of converting infringers to pay for their content.
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8.3 Willingness to pay music

Within the survey we set out to assess at what price people would Hiengvito pay for individual
R2gyf 2l Ra
types ¢ music, films and books. For this particular analysis we concentrate on the former only as this
content type was foud to be relevant to the largest proportion of digital consumers and has the largest
volume of infringed files. A Gab@ranger price sensitivity model was used for this purpose; an approach
which delivers price elasticity to examine the likely effect omded of price changes. It is important to
note that the price points used in the survey were joietermined i.e. they were not spontaneously
offered by survey respondents.

FNIcam P ING @ ya e A ANR LIG A 2y

With regard to adownload service, the following question was asked:

a SNIIAOS @

¢CKAA o

Assuming you sa a single music track on an online service that you wanted to own. The track would be high quality,
and you knew it was a reputable and reliable service. How likely would you be to download it if it was the following
prices?

Focusing on aubscriptionservice we asked the following question:

l 44adzy$

aKI G

GKS F2tft26Ay3 2yt AyS aSNBAOS

0

SOl Y$§

F @1 At

A monthly subscription service allowing you to stréagtess unlimited music from any interrainnected device.
All the music you want would be availablehigh quality. The service would allow you to access the files offline. You
would be allowed to cancel the service at any time

How likely would you be to subscribe at the following prices per month?

2L AYdzY WgAttAy3IySaa wvbkingldutdhe aveidd @i pdirt a which O dzt
each individual said they would be likely to buy either a single music track or a music subscription service.

Ly

These optimum price points are displayed for each illegal content consumption band in chart 8.3a.

Chat 8.3aMean optimum willingto-pay price
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Base: All who downloaded or streamed any content in the past three months (1=195, 2-8:646% 610=268, 11
20=214, 2450=199, 50+=245)

In terms of willingness to pay for a single track, the pattern wastslidifferent to that shown for actual
(claimed) spend among infringers. For a single music track, despite fluctuations, there was generally a
linear increase in the optimum willing-pay price as the number of infringed files increasdbm 41p

for those who infringed a single file to 55p for those who infringed up to ten files. However, this started to
drop off once the volume of infringed content exceeded ten music {jigs number roughly equates to

Wy FfodzyQ &2 LISNXKI Lipurdhdsihgisingled bedirs $o rdpiasent bad value far K A O
money among heavierolume consumers.

Willingness to pay for subscription services showed a similar pattern; althoughuwlasgain a slight dip

between 610 and 1120, the optimum price continued to show a general increase past this point as the
volume infringed increased, peaking at £3.56 for those who infringed 50 or more tracks.

The red line in chart 8.3b below shows what the potential additional onliathly spend (in other
words, lost revenue) on music tracks would be, assuming that infringers in each band had paid their
2L AYdzY WgAffAy3IySaa G2 LIe&Q LINROS F2NJ Ffft 2F (K

Chart8.3b mean optimum willingto-pay prie

£60 - - 100%
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g’_ £40 - 57% 0% §
3 52% - B60% £
B £30 - - 50% &
G - 40% £
S £20 | 27% 0% 3
- 10%
£- %
1 2 35 6-10 11-20 2150 50+

Number of music tracks infringec

% claim 'because it is free' as a reason for infring

— potential monthly spend single track

== potential monthly spend subscription

Base: All who downloaded or streamed any content in the past three months (1=195, 2=8616% 610=268, 11
20=214, 2350=199, 50+=245)

Unsurprisingly, the lost revenue recovered rises as the number of tracks that could potentially be paid for
increases. At lower levels of infringement a rational and informed consumer seekinguwertmnfringing

files to lawful activity would spend less if they bought music tracks individually at their optimutrag&r

price point than if they paid for a sutisption. Subscriptions become more attractive than individual
purchases once the number of potential pdat tracks exceeds 20.

| 26 SOSNE | OldzZl £ O2y@SNBAZ2Y G2 LIAR aSNBAOSa Aa A
element was showio be a great influence on illegal consumption levels; as the yellow bars on chart 8.3b
show, 73% of the highest infringer group claimed to do so because it is free.
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9. Technical appendix

9.1 The databaseused for all analysis

The database usetbr the analyss in this reportcombined data sets fronthe first two waves of the
online copyright infringement trackercovering the period Mactober 2012) Details of the data
collection method and weighting can be found in the main report:

http://stakeholders.ofcom.org.uk/marketata-research/other/telecomsesearch/copyrighinfringementtracker/

The total sample of the database was 10,594.

In terms of volumes all respondents were asked about their behaviour during thetip@Es months.
However,as thedatabaseis combined fromtwo separatewavesthese two periods differ (Mayuly and
AugustOctober 2012). Therefor@]l aggregated volumes anedicative ofthis sixmonth period.

9.2 Analysis methods

Decile analysis
1 The estimatedvolumeof illegalcontentwas derived for each respondent usitig equation:
06 a@Qu & (WOH WAQINRI0 & & ¢ COVNGIT @EMEQQMNEI TR | & Q "OBAA°Q
1 Respondents were grouped into 10% bangsng their respective illegal volumésr each content
type and at a total level.

1 The cumulativerolumeof illegalcontentfor each decile band was then calated and divided by the
total number in order to create a percentage of total illegahtentaccountable for.

Segmentation of infringers

1 The total sample was split into its four natural groupings: non internet usersdigtal consumers
(i.e. consumers who do not download, stream or share on line), 100% legal consumers and any illegal
consumers.

 Thesegments were derived from a factoldza G SNJ | y I t 8adAa dzAAy3 NBELRyYyaS
as well as the volume of infringement.

1 An eightfactor solution was then chosen on the basis of Eigen values and factor comprehension.

1 A two-stage cluster analysis was used to create the cluster s@éuke the final cluster solution was
created using a#heans cluster analysis.

1 A fourcluster solution was chosen on the basis of cluster membership homogeneity, cluster
heterogeneityand clustercomprehension.

% In wave 2 a change was made to the questionnaire where we included the number of paid illegal content for
music and films. While this did result in some differences, paid illegal content have not beereéhdtudhe
calculations of illegal content for this analysis so the calculations are consistent across the dataset.

eSS ljdzSatazy dzaSR G2 3 gl dNBIHRADS & STR2 NI 2Ady KNIGYST R IHY f |
following types of files infte past three months which you think may have been done so illegally [CONTENT TYPES].

2 KEFG FNB @2dzNJ LISNER2Y Il f NBlF&a2ya F2NJ R2Ay3 GKA&KE
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Segmentation of noAnfringers

1

=

The 100% legal consumers were analysed seplgrdtem the noninternet users, nordigital
consumers and infringing consumers.

The segments were created using a similar factaster analysis process as thiafringing
segmentation.However, the inputs here were the reasons for downloading rather than buying a
physical version, and the reasons for streaming or accessing content.

A four and a threefactor solution were chosen, again, on the basis of Eigenegahnd factor
comprehension.

A two-stage cluster analysis was used to create the cluster seeds while the final cluster solution was
created using a#heans cluster analysis.

A fourcluster solution was chosen on the basis of cluster membership homogereity cluster
heterogeneity, as well as cluster comprehension.

A count variable was created on respondent level data for the number of content types for which the
individual consumed infringed content, using the derived illegal file calculation outlsection 3.2:

This was repeated for 100% illegal consumption over the different content types.

The attitudes and behaviours of the different platform groups were then further analysed.
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9.3 Significance testing

The following shows the complete significaniesting between the segments (at the 99% level) for tables
contained in the main report:

Table4.2 Reasons for infringing conter(including Top 20% infringers from table 3.6a)

Justifying Digital Free Ambiguous Top 20%
Infringers Transgressors Infringers Infringers Infringers

BASE 105 133 498 439 311
COLUMN A B C D E \
It's free 7190 809D 100%ABDE 3% 709D
It's quick 689D 69%CD 559D 28% 619D
It's easier/ convenient 7A%CDE 75%CDE 519D 39% 59%
I think legal content is too expensive 55%CDE 53%CDE 149D 6% 379D
It means | can try something before | buy it 73%CDE 58%CDE 21% 19% 36%CD
Because | can 33%CD 63%ACDE 17% 14% 35%CD
| can't afford to pay 47%CD 50%CDE 179D 8% 33%CD
| already spend enough on content 449BCDE 219%CD 6% 9% 21%CD
The Industry makes too much money 37%CDE 32%CDE 6% 9% 209CD

p : o
| do_n t want to wait for content to become 18%CD 279%CDE 9% 8% 19%CD
available on legal services
| already owned content in another format 64YBCDE 18%C 4% 149C 199C

» - 0
The _flles | want are not available on legal 28%CD 15% 9% 11% 18%CD
services
It's what my friends or family do 9UCD 88%ACDE 1% 1% 18%CD
. . . . . 0
I've already paid to see it/ them at the cinema/ in 84%ACDE 149%CD 204 3% 179D
concert, etc
:)(rjﬂ(i):et think | should have to pay for content 21%CD 26%CDE 5% 3% 13%CD
No one suffers 29%CE 29%ACDE 0% 2%C 13%CD
No one ever gets caught 13%CD 27%ACDE 2% 4% 8UC

Table4.4 Demographic profiles of infringing segments
Justifyng Digital Free Ambiguous

Infringers Transgressors Infringers Infringers
105 133 498

COLUMN A B C D
Male 58%E 57%E 64%EFGH 57%EF
Female 42% 43% 36% 43%
12-15 10% 21%CDEFGH 11% 9%
16-34 70%EFGH 65%EFGH 65%EFGH 61%EFGH
3554 19% 14% 20% 24%]
55+ 2% 0% 4%] 7%BI
ABC1 58% 59% 62% 60%
C2DE 42%G 41%G 39%FG 40%EFGH
Fulktime 27% 34% 39% 44%A
Parttime 19% 13% 13% 13%
Retired - - 1% 2%
In education 11% 21%C 12% 10%
Not working not looking 44%D 32% 36%EFG 30%
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Table5.3 Demographic profiles of nemfringing segments

Simple Simple Paying Free

Streamers Downloaders Consumers Opportunists
COLUMN E F G H
Male 44% 48% 57%EF 52%E
Female 57%ABCDGHI 52%CDGI 43%ClI 48%ClI
12-15 8% 6% 10%F 10%F
16-34 39% 34% 46%EF 42%F
3554 34%ABCDI 41%ABCDEGHI 32%ABCDI 33%ABCDI
55+ 20%ABCDGHI 18%ABCDGI 12%ABCDI 15%ABCDI
ABC1 68% 70%CDI 74%ABCDEI 69%D
C2DE 32%G 30% 26% 31%
Fulktime 43%A 46%Al 50%ACEH]I 43%A
Parttime 16% 16% 14% 15%
Retired 7%ABCGHI 5%I 2% 2%
In education 8% 7% 10% 10%
Not working notlooking 26%C 27% 24% 31%G

Table4.7 Aspects that would encourage infringers to stgmcluding Top 20% infringers from table 3.6a)

Justifying Digital Free Ambiguous Top 20%
Infringers Transgressors Infringers Infringers
Base 105 133 498 439 | 311
COLUMN . A | B | _C | D E |
If legal services were cheaper 83%BCDE 47%D 36%D 24% 46%CD
If everything | wanted was available legally 47%CD 39%CD 26% 24% 34%D
If legal services were more conveniéfiexible 47%CDE 32%CDE 16% 12% 29%CD
- - p o
If everythlng | wanted was available legally online 24%CDE 36%CD 21% 17% 29%CD
soon as it was released elsewhere
If it is clearer what is legal and what isn't 42%CDE 44%DE 27% 23% 27%D
If legal services were better 42%CDE 29%CD 16% 13% 27%CD
P : - - 0
If a_subscrlptlon service | was interested in beca 379%CD 31%CD 14% 15% 31%CD
available
i 0,
If my ISP sent me a letter saying they would suspt 36%CD 44%CDE 20% 14% 28%CD
my internet access
If I thought | might be sued 29%D 39%CDE 23%D 14% 25%D
. - - o
:)frlnl;r;ew where to go to see if something was ille( 27%CDE 279%CDE 13% 13% 12%
i 0,
If my ISP sent me a letter saying they would rest 250CD 34%CDE 13% 9% 18%D
my internet speed
- - o
If my ISP sent me a_letter informing me my accot 24%CD 31%CDE 13% 9% 16%D
had been used to infringe
If friends or family were caught 21%D 37%ACDE 14%D 8% 23%CD
If I thought | might be caught 20% 36%ACDE 22%D 13% 23%D
If everyone else stopped doing it 18% 31%CDE 13% 10% 15%
- - - o
If Fhere were articles in the media about peop! 16%CD 19%CDE 6% 50 10%D
being caught
Nothing would make me stop 0% 5% 6% 8%A 5%
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Table 5.2 Reasons for downloading and stream{ngn-infringing segments)

Simple Simple Paying Free
Streamers downloaders consumers Opportunists

COLUMN A B Cc
Reasons for downloading
More convenient 64% 70%B 70%
Quicker 53% 56% 57%
Cheaper 43% 43% 54%BC
Access more easily on devices | have 29% 38%B 44%B
| can get them for free N/A 15%C 2% 100%BC
Quiality isn't notably different 12% 15% 27%BC
More up to date 12% 15% 19%B
No physical version available 12% 13% 11%
LiQa ¢6KIFG S@OSNEB2YyS R2Sa 5% 7% 12%BC
LiQa SlFraekO2y@SyAasSyi 53% 64%A 67%A
LiQa FNBS 46%A 39% 61%AC
LGQa 1jdza O} 37% 52%A 57%A
LiQa Slae G2 R2 35% 40%A 52%AC
For entertainment 34%C 28% 39%C
To watch programmes have missed 24%C 15% 18%A
aSlya R2yQli KIFI@S (2 R2gyft 21% 23% 32%AC
Quicker than downloading 14% 20%A 28%AC
Try before buy 12% 20%A 29%C
Cheaper than downloading 11% 12% 18%AC
Some content is to expensive to buy 4% N/A 4% 9%AC
LiQa ¢KIFG Y& FTNASYRa 2N 7T 4% 4% 8%AC

Table 7.4a Demographic profiles according to number of content types infringed
Number of content types infringed

COLUMN A B C D
Male 56% 58% 65% 70%A
Female 44%D 42% 35% 30%
12-15 11% 11% 10% 13%
16-34 56% 62% 82%AB 68%
3554 24%C 22%C 7% 18%C
55+ 10%BCD 4% 1% 2%
ABC1 60% 64% 57% 60%
C2DE 40% 36% 43% 40%
Fulktime 41% 36% 41% 39%
Parttime 14% 15% 13% 10%
Retired 3% 2% 0% 0%
In education 12% 12% 12% 13%
Not working not looking 31% 34% 34% 38%
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Table 7.5a Reasons for infringing by number of content types infringed

Number of content types infringe 1 2 3 4+

\ Base 963 342 144 98
COLUMN A B C D
It's easy convenient 40% 54%A 62%A 65%A
It's quick 36% 46%A 56%A 69%AB
It's free 46% 60%A 66%A T2%A
It means | can try something before | buy it 23% 28% 32% 41%A
It's what my friends or family do 6% 12%A 13%A 19%A
Because | can 15% 23%A 26%A 40%AB
| already owned content in another format 12% 9% 22%AB 22%AB
I've already paid to see/ithem at the cinemAin concert, etc 7% 10% 179%A 20%AB
| don't want to wait for content to become available on legal 7% 14%A 149%A 209A
services
| can't afford to pay 12% 249A 28%A 29%A
I think legal content is too expensive 10% 23%A 29%A 40%AB
I think legal content is too poor quality 2% 2% 4% 6%
The files | want are not available on legal services 9% 12% 14% 20%A
| don't think | should have to pay feontentonline 5% 10%A 8% 16%A
Theindustry makes too much money 7% 15%A 16%A 25%A
| already spend enough on content 8% 11% 16%A 24%AB
No one suffers 4% 6% 10%A 13%A
No one ever gets caught 2% 2% 10%AB 10%AB
It gives me status 1% 0% 1% 29B

Table 7.5bAspects that would encourage infringers to stdgy number of content typesnfringed
Number of content types infringet

Base
COLUMN A B C D
If legal services were cheaper 30% 36% 39% 51%AB
If everything | wanted was available legally 26% 31% 26% 31%
If everything | wanted was available legally online as soon as it was 19% 28%A 20% 24%
released elsewhere
If it is clearer what is legal and what isn't 26% 28% 25% 19%
If legal services were more conveniéfiexible 13% 23%A 23%A 28%A
If my ISP sent me a letter saying they would suspend my internet ac; 18% 23% 27% 23%
If I thought | might be sued 18% 22% 25% 28%
If legal services were better 15% 20% 22% 33%AB
If a subscription service | was interested in became available 16% 20% 20% 23%
If everyone else stopped doing it 8% 179%A 19%A 17%A
If I thought | might be caught 14% 17% 269A 249%A
If my ISP sent me a letter informing me my account had been used t 11% 15% 19%A 15%
infringe
If my ISP sent me a letter saying they would restrict my internet spee 11% 14% 20%A 18%
If friends or family were caught 13% 14% 21% 15%
If I knew where to go to see if something was illegal or not 13% 14% 14% 15%
If there were articles in the media about people being caught 6% % 10% 8%
Nothing would make me stop 6% 5% 6% 6%
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