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Key Facts

Source: BARB/Infosys+/Nielsen Media
Note: Figures have been rounded for illustrative purposesi pl ease refer to the OAdvertilgsesng Activityo




Hours of viewing/day

Viewing

2012 Total TV

Adults 4.3 2.8
ABC1Adults 3.5 2.2
C2DE Adults 5.2 3.6
4-15 24 1.7
10-15 24 1.8

Viewing by daypart

AAround two-thirds of total and commercial channel viewing takes
place pre-2100 across the adult demographic groups i this has
remained stable over time. ABC1 Adult viewing tends to be higher
later in the evening than Adults/C2DE Adults.

AAround four-fifths of Ch i | dwiewingiakes place pre-2100, falling
to around three-quarters among older children 7 this has also
remained stable over the analysis period

Aln 2012, viewing to commercial channels peaked between 2100-
2200 among adult demographic groups, between 2000-2100 among

10-15s and between 1900-2000 among 4-15s
Adults

Children

H Pre-2100
Post-2100

Adults

ABC1 Adults
C2DE Adults
4-15

10-15

Commercial: Non-commercial

Commercial channel viewing by channel group
ATerrestrial channels account for almost two-fifths of adult viewing -
this has been in decline, as viewing to both Portfolio and 6 Ot h e r ¢

64:36
62:38
66:34
72:28
73:27

2005 | 2012

66:34
61:39
70:30
13:27
75:25

channels has increased, to around a quarter of viewing.

AAmong children, the share of viewing represented by the Terrestrial
channels falls to around a quarter and viewing to the Portfolio
channels accounts for a fifth of viewing T Music channels and

6 Ot Icleannéls account for a greater share of ¢ hi | dviewimgd s
than Adults.
AThe 6 Ot Aaprl0 ( Ga mb | chamreels éccounted for around 1%
of viewing
Adults Children

7

m Terrestrial

Portfolio
B Sports

Music

Movies

u Other




Gambling

s o | zou2 |

Spots 90k 955k 1.4m

% total spots  0.5% 2.9%  4.1%

ABetween 2005 and 2012 the total amount of television advertising
shown almost doubled from 17.4m to 34.2m spots i over this
period the proportion of spots accounted for by Gambling
commercials increased from 0.5% to 4.1%.

Awnile advertising across all sub-categories has grown, Bingo and
Online Casinos & Poker commercials represented a greater
proportion of Gambling spots in 2012 compared with 2005 as
Lottery & Scratch cards accounted for a smaller share.

Commercial Spots

Impacts

" Adults 5.8bn  22.7bn  30.9bn,3.2% 630
—
S ABC1Adults  2.2bn  8.4bn 11.8bn,3.1% 451
o
= C2DE Adults  3.6bn  14.3bn  19.1bn,3.3% 833
© 4-15 0.5bn  1.4bn 1.8bn, 1.8% 211
o
E 10-15 0.3bn  0.9bn 1.1bn, 2.3% 262
=
(@]
@)

Sports advertising increased.

Spots by daypart, 2012

5% m0600-0929
0930-1659

34%:1\
'1‘40% m 1700-2059

11% 2100-2259

2300-2959

Impacts by daypart, 2012

®0600-0929

'T‘ 0930-1659

ABetween 2005 and 2012, Gambling impacts increased at a significantly faster rate than total television impacts.
AThe volume of Lottery & Scratch card advertising seen remained relatively stable across the analysis period, although its share fell as
total Gambling impacts increased i over the same period the proportion represented by Bingo, Online Casino & Poker and Gambling

m1700-2059

2100-2259

2300-2959

Spots by channel, 2012

1% ® Terrestrial
7% Portfolio
H Sports
,T\ 2% Music
9% Movies

8%
Other - Top 10

m Other

Impacts by channel, 2012
B Terrestrial
Portfolio
H Sports
Music
Movies
Other - Top 10

m Other

ACompared with Adults, Ch i | dex@osude $o Gambling advertising was lower between 0930-1659 and 2300-2959 and higher between
1700-2059. Ch i | d exporudeswas lower as a share of total Gambling impacts across the Terrestrial channels and higher across

Music channels, when compared against Adults

Note: Figures have been rounded for illustrative purposesi pl ease refer

to the O6Advertiaysewmg Activity?o

section




Gambling

Sub-category Analysis: Gambling Spots

Number of spots: Gambling by sub-category

90k 152k 234k 537k 567k 688k 955k 1389k
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200
200
2007
2008
2009
2010
2011
2012

Source: BARB/Nielsen Monitor - Analysis excludes HD variants.

Share of spots: Gambling by sub-category

® Other 100% 4.0% 3.0%, 4.1%

90% 12.3%
26.1% 0
onine  80% -28:2% 25:3% 29.2% 35 494, 29-6%
casino & 12.9%:
Poker 70% 45.9% 5.2% 6.6%
® Gambling - 60% 56.1% .

sports 0 38.9%
50% 37.1% 38.5% 38.3%
Bingo 40% |
30%
0
m | ottery & 20%

Scratch 10%

cards
0%

2005
2006

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Gambling

Sub-category Analysis: Gambling Impacts

Number of impacts: Gambling by sub-category, Share of impacts: Gambling by sub-category,
Adults Adults
5.8bn 8.0bn 9.9bn 15.8bn18.5bn21.0bn 22.7bn 30.9bn
35 u Other 10000 s s— m S
11.2% 14.1%
530 90% 90.1% 92.3% 0 16.7% 16.5% 1920
5.9

- . Online 80% -
g25 casino & 38.29% - -

Poker 70%

@
o 41.7%
£20 = Gambling - 60% 42.0%
o 0, 0,
s sports 50% 39.4% 41.7% )
215 41.2%
38 oc Bingo  40% [CELL /R
%10 % 6.6 ) K 30% 54.10¢
= 279
0, .
c 1 iy mioterys 20% T3 5%fs2.5%),.-
6 1 54 6.7 Scratch 10% :
cards
N o — N
o o —i — — —
O
SR 8 8 8 8 SR X & 7

Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Gambling

Comparative Analysis by Daypart, 2012

Comparative charts, Gambling

® Commercial channel viewing (Adults) Spots  mImpacts (Adults)
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Source: BARB/Nielsen Monitor.




Gambling

Comparative Analysis by Channel Group, 2012

Comparative charts, Gambling

B Commercial channel viewing (Adults) Spots  mImpacts (Adults)
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Lottery & Scratch cards

Tl

224k 355k

1.0%

Spots

4%

% total spots  0.4%  0.7%

5% 10%

AThe number of LSC spots broadcast increased from 62k in 2005 to
355k in 2012, accounting for 1.0% of all commercials shown 1 with
a 58% increase between 2011 and 2012.

AThe distribution of LSC spots was fairly stable between 2005 and
2010 7 since then there has been a notably increase in the volume
and proportion of spots shown between 0930-1659.

ATerrestrial channels accounted for 1.5% of LSC spot broadcast in
2012 i 6 Ot hckannils and Music channels represented 40.0%
and 26.4% of spots respectively and the proportion shown across

Movie channels increased to 10.7% in 2012

Commercial Spots

2011

Impacts

" Adults 4.5bn 7.4bn 8.4bn, 0.9% 171
g ABC1 Adults 1.7bn 2.8bn 3.1bn, 0.8% 120
Qo

= C2DE Adults 2.8bn 4.6bn 5.3bn, 0.9% 229
< 4-15 385m 0.5bn 531m, 0.5% 63
o

o 10-15 236m 0.3bn 323m, 0.7% 78
S

S

@)

@)

Spots by daypart, 2012

Impacts by daypart, 2012

Spots by channel, 2012

m Terrestrial

1%

m0600-0929
9% 4 7% Portfolio
0930-1659
H Sports
® 1700-2059 A _
Music
62% ,T\
2100-2259 i
6%/ 110 Movies
2300-2959 Other - Top 10

m Other

Impacts by channel, 2012

m Terrestrial

m0600-0929
Portfolio
0930-1659
B Sports
H1700-2059 [ Vusi
usic
2100-2259 T T e
2300-2959 Other - Top 10

m Other

AThe greatest proportion of LSC impacts was seen between 1700-2059. The share seen during this slot fell between 2011 and 2012
as the proportion seen during the 0930-1659 slot, which accounted for 61.5% of 2012 spots, increased. Compared with Adults,
Chi | dexmosufe$o LSC impacts was higher, as a share, during the 1700-2059 slot and lower post-2100.

AThe volume of LSC impacts seen across the Terrestrial channels remained fairly stable over the analysis period although their share

of impacts fell as the Portfolio channels represented a growing share of impacts. The Music channels accounted for a notably higher

share of LSC impacts among Children compared with Adults.




Lottery & Scratch cards

Comparative Analysis by Daypart, 2012

Comparative charts, Lottery & Scratch cards

® Commercial channel viewing (Adults) Spots  mImpacts (Adults)
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: BARB/Nielsen Monitor.




Lottery & Scratch cards

Comparative Analysis by Channel Group, 2012

Comparative charts, Lottery & Scratch cards
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Commercial Spots

Commercial Impacts

Gambling exc. Lottery & S/C
[ 2005 | 20 ] 2002 |

Spots by daypart, 2012 Spots by channel, 2012
Spots 27k 731k 1.0m
50 . 1% ® Terrestrial
% total spots  0.2% 2.2% 3.0% X " 0600-0929
6% Portfolio
0930-1659
42% 3204 m Sports
AThe volume of GexLSC spots aired increased from 27k in 2005 to 'T‘ = 1700-2059 ,1\21% _
1.0m in 2012, with an increase of 41% between 2011 and 2012 . Music
AThe majority of GexLSC advertising was shown post-2100, accounting 2100-2259 - Movies
for 54.6% of spots in 2012 - the volume and share of commercials 13% 9%
shown between 0930-1659 increased between 2005 and 2012. 2300-2959 Other - Top 10
AThe greatest proportion of GexLSC spots was shown across 6 Ot her 6
channels in 2012, although this share fell between 2006 and 2012 as m Other

advertising across the Musicand 6 T d@Ot h ehanbels increased.

Impacts by daypart, 2012 Impacts by channel, 2012
Impacts 2005 2011 2012
B 0600-0929 m Terrestrial
Portfolio
Adults 1.2bn  15.3bn  22.5bn,2.4% = 459 'T‘ 0930-1659
ABC1Adults  0.5bn  5.6bn 8.6bn, 2.3% 331 St
= 1700-2059 _
C2DE Adults  0.8bn  9.7bn 13.9bn, 2.4% 603 Music
4-15 0.1bn  0.9bn 1.3n, 1.3% 148 2100-2259 ,1\ Movies
10-15 0.1bn  0.5bn 0.8bn, 1.6% 184 2300-2959 Other - Top 10
u Other

AThe volume of GexLSC impacts increased across all dayparts between 2011 and 2012i the share seen post-2100 increased
between 2005 and 2012 as the share seen between 1700-2059 fell. Amongst Children, while the greatest share of GexLSC impacts
was seen between 0930-1659, the proportion seen post-2100 stood at 36.9% in 2012.

AThe volume of GexLSC advertising seen across all PSB-owned channels increased each year across the analysis period i although
the share of impacts represented by these channels fell (as a result of a reduced share of impacts across the Terrestrial channels)
as impacts increased across the Sports channels. Compared with Adults, a greater proportion of GexLSC impacts were seen across
the Music and 6 Ot khlemnéls by Children.




Gambling exc. Lottery & S/C

Comparative Analysis by Daypart, 2012

Comparative charts, Gambling exc. Lottery & S/C
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Gambling exc. Lottery & S/C

Comparative Analysis by Channel Group, 2012

Comparative charts, Gambling exc. Lottery & S/C
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Commercial Spots

Commercial Impacts

Bingo

M = W

Spots by daypart, 2012

Spots 368k 532k
%total spots  0.1%  1.1%  1.6% » HOS00- 02
° o 10%
0930-1659

AThe majority of Bingo commercials were shown during the = 1700-2059
daytime, with 69.2% of spots shown between 0600-1659 in 2012.

AAlmost half of all Bingo spots were shown across 6 Ot her o 61% . -
channels 1 although this share has fallen over the years as o223
volume has increased across Music and the 6 T olp Ot her 6
channels. 2300-2959

Impacts by daypart, 2012
Impacts 2005 2011 2012 Per
PR 0600-0929
2012
Adults 1.2bn 9.5bn 12.7bn, 1.3% 259 0930-1659
ABC1 Adults 0.4bn 3.2bn 4.5bn, 1.2% 171
m1700-2059
C2DE Adults 0.7bn 6.3bn 8.3bn, 1.4% 360
4-15 87m  05bn  723m,0.7% 85 2100-2259
10-15 51m 0.3bn 418m, 0.9% 101 2300-2959

Spots by channel, 2012

2% m Terrestrial
2%
8% Portfolio

H Sports
,1\20%
Music
'T‘ 8%
Movies

11%

Other - Top 10

m Other

Impacts by channel, 2012
m Terrestrial
Portfolio

B Sports

Music

/

!

Movies
Other - Top 10

m Other

A With the majority of spots broadcast during the daytime (0930-1659), the majority of exposure also takes place during this daypart
i although a greater proportion of impacts were seen between 1700-2059 compared with the proportion of spots shown during the
slot. A lower proportion of Child Bingo impacts were seen during the daytime with a higher proportion seen between 1700-2300.

A Almost half of all Bingo advertising seen by adult groups was on the Terrestrial channels, with a further fifth on the Portfolio
channels i the overall share represented by PSB-owned channels fell between 2009 and 2012 as exposure across the 6 Ot her 6
channels increased. The share of Child Bingo impacts seen across Music channels and 6 Ot tcleannéls is considerably higher

compared with Adults, while the share seen across the Terrestrial channels is lower




Bingo

Comparative Analysis by Daypart, 2012

Comparative charts, Bingo

® Commercial channel viewing (Adults) Spots  mImpacts (Adults)
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Bingo

Comparative Analysis by Channel Group, 2012

Comparative charts, Bingo
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Gambling Sports
_

Spots

% total spots  0.0%  0.1% 0.3%

AThe majority of Gambling Sports spots were aired after 2300,
with 58.7% of spots shown during this slot in 2012 and a
further 25.4% between 2100-2259.

ASports channels accounted for the largest share of Gambling
Sports spots, with this channel group representing 41.8% of
spots in 2012 i Music channels accounted for a further 29.2%
of spots.

Commercial Spots

Impacts 2005 2011 2012 Per

Person,
2012

0 Adults 68m 2.1bn 3.8bn, 0.4% 78
+—
3 ABC1 Adults  31m  1.0bn 1.8bn,0.5% 69
o
£ C2DE Adults ~ 37m  1.1bn 2.0bn,0.3% 88
,f_g 4-15 6m 0.2bn 242m,0.2% 29
g 10-15 3m 0.1bn 148m,0.3% 36
e
(@]
@)

Spots by daypart, 2012

2% m0600-0929
/ 0930- 165920/
u1700-2050
250/
59%
2100-2259
2300-2959

Impacts by daypart, 2012

®0600-0929
J/ 0930-1659
= 1700-2059
2100-2259

2300-2959

Spots by channel, 2012

1% m Terrestrial
° 5%
Portfolio
H Sports
Music
29% _
Movies

Other - Top 10

m Other

Impacts by channel, 2012

B Terrestrial
Portfolio

B Sports
Music

1‘ Movies

Other - Top 10

m Other

Awnile the majority of Gambling Sports spots were aired post-2300, this daypart accounted for only 13.8% of Adult impacts in 2012 -
around two-thirds of Gambling Sports impacts were seen pre-2100, compared with 15.9% of spots shown during this slot. Compared
against Adults, a greater proportion of C h i | dexmgosute $0 Gambling Sports advertising took place between 1700-2059.

Awith the majority of Gambling Sports spots aired across Sports channels, this group also represented the greatest share of impacts i

although this share fell between 2011 and 2012 as the proportion of impacts seen across the PSB portfolio and 6 Ot fcleannéls
increased. Music channels accounted 1.5% of Adult impacts (rising to 3.1% of Child Gambling Sports impacts) compared with 29.2%

of spots.




Gambling Sports

Comparative Analysis by Daypart, 2012

Comparative charts, Gambling Sports
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Gambling Sports

Comparative Analysis by Channel Group, 2012

Comparative charts, Gambling Sports
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Online Casino & Poker

s o | 2otz |

Spots 4k 338k 411k

% total spots  0.0% 1.0% 1.2%

AsSince 2008, almost all OCP spots have been aired post-2100
with the majority shown post-2300.

ABetween 2008-2012 the share of OCP spots shown across the
Sports channels fell as activity on the Music, Movie and 6 T d.®
Ot h eharfhels increasedi the greatest share was aired across
thed Ot Itheamnéls.

Commercial Spots

Impacts 2005 2011 2012 Per

Person,
2012

0 Adults 19m 3.7bn 5.9bn, 0.6% 121
S
3 ABC1 Adults  7m 1.5bn 2.4bn,0.6% 91
o
£ C2DE Adults ~ 12m  2.3bn 3.6bn,0.6% 156
,f_g 4-15 im 0.2bn 286m,0.3% 34
E 10-15 im 0.1bn 198m, 0.4% 48
£
o
@)

Spots la%daypart, 2012
1%

0% m0600-0929

20% 0930-1659
m1700-2059

9% 2100-2259
2300-2959

Impacts by daypart, 2012

) ®(0600-0929
0930-1659
m1700-2059

2100-2259

2300-2959

Spots by channel, 2012
1% /_5% B Terrestrial
Portfolio
H Sports
Music
Movies

Other - Top 10

m Other

Impacts by channel, 2012

m Terrestrial
Portfolio

H Sports

Music

i

Movies
Other - Top 10

m Other

AWhile 20.4% of OCP spots were shown between 2100-2259 in 2012, over a third of impacts (and almost half of child impacts) were
seen during this slot as a result of a higher proportion of viewing during this time, compared with viewing between 2300-2959.
Aln 2012, both the Music and Movies channels accounted for significantly lower shares of OCP impacts than spotsi a higher proportion

of impacts was seen across the PSB-owned channels compared with spot distribution and this share increased between 2011 and
2012. The PSB-owned channels accounted for a smaller proportion of Child OCP impacts in 2012 compared against Adults as the

Music channels represented a higher share.




Online Casino & Poker

Comparative Analysis by Daypart, 2012

Comparative charts, Online Casino & Poker
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Online Casino & Poker

Comparative Analysis by Channel Group, 2012

Comparative charts, Online Casino & Poker
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Viewing trends




Summary

Viewing Trends
Total TV viewing

A

In 2012, total television viewing ranged from 2.4 hours/day among Children to 5.2 hours/day among
C2DE Adults.

The split in viewing among Adults, by daypart, remained fairly stable over the analysis period with
two-thirds of viewing taking place pre-2100.
A Compared with Adults the share of viewing taking place between 0930-1700 has consistently
been lower among ABC1 Adults and higher between 1700-2300.
A Daytime viewing between 0930-1700 has been notably higher among C2DE Adults compared
against ABC1 Adults, with viewing during this slot accounting for 27.9% and 23.3% of 2012
viewing respectively.

In 2012, 80.7% of Ch i | d viesvingdt@ok place pre-2100 i this split in viewing pre and post-2100
remained fairly steady between 2005 and 2012.
A In comparison, the share of viewing taking place pre-2100 fell to 73.0%, in 2012, among older
children i and the proportion of viewing taking place post-2300 increased from 7.4% in 2005 to
8.7% in 2012.




Summary

Viewing Trends
Total TV viewing

A

In 2012, commercial channels accounted for 66.2% of Adult viewing, up marginally from 64.0% in
2005.
A Commercial channels accounted for a lower proportion of viewing among ABC1 Adults,
standing at 61.5% in 2012.
A Viewing to commercial channels stood at 69.8%, in 2012, among C2DE Adults i up from
65.7% in 2005.

The share of viewing accounted for by commercial channels was higher among Children, standing at
73.4% in 2012.
A A similar split in viewing was seen among Children aged 10-15 years, with 74.8% of their
viewing in 2012 represented by commercial channels.

The split between commercial and non-commercial viewing, by adult demographics, varies across
the day with BBC channels accounting for above-average shares during the morning and early
evening.

There is less variation in the split between commercial and non-commercial viewing among Children,
with BBC channels accounting for marginally higher shares during breakfast, 2000-2100 and post-
2300.
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In 2012, total television viewing ranged from 2.4 hours/day among
Children to 5.2 hours/day among C2DE Adults

Average hours of viewing: Total TV, 2005-2013

6
5.1 5.2 5.2 — Adults
5 4.6 4.6
4.5 45 45 /4_3 43 4a
g ,3° 3.9 3.9 4.0 40— Adults ABC1
?
o
(@]
< 3 — Adults C2DE
S
(]
o 2
z Children 4-15
1
0 Children 10-15
2005 2006 2007 2008 2009 2010 2011 2012

Source: BARB/Infosys+.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The split in viewing among Adults by daypart remained fairly stable
over the analysis period with two-thirds of viewing taking place pre-
2100

Share of viewing by daypart: Total TV, Adults
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Source: BARB/Infosys+.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Compared with Adults the share of viewing taking place between
0930-1700 has consistently been lower among ABC1 Adults and
higher between 1700-2300

Share of viewing by daypart: Total TV, ABC1 Adults
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Source: BARB/Infosys+.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Daytime viewing between 0930-1700 has been notably higher among
C2DE Adults compared against ABC1 Adults, with viewing during this
slot accounting for 27.9% and 23.3% of 2012 viewing respectively

Share of viewing by daypart: Total TV, C2DE Adults
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Source: BARB/Infosys+.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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|l n 2012, 80. 7% of chil dr n00isthiygpl&gwi
in viewing pre and post-2100 remained fairly steady between 2005
and 2012

Share of viewing by daypart: Total TV, Children 4-15
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Source: BARB/Infosys+.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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In comparison, the share of viewing taking place pre-2100 fell to 73.0%,
in 2012, among older children i and the proportion of viewing taking
place post-2300 increased from 7.4% in 2005 to 8.7% in 2012

Share of viewing by daypart: Total TV, Children 10-15
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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In 2012, commercial channels accounted for 66.2% of Adult viewing,
up marginally from 64.0% in 2005

Share of viewing: Commercial vs Non-commercial, Adults
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Source: BARB/Infosys+. Non-commercial = All BBC channels.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Commercial channels accounted for a lower proportion of viewing
among ABC1 Adults, standing at 61.5% in 2012

Share of viewing: Commercial vs Non-commercial, Adults ABC1
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Source: BARB/Infosys+. Non-commercial = All BBC channels.
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Viewing to commercial channels stood at 69.8%, in 2012, among
C2DE Adults 7 up from 65.7% in 2005

Share of viewing: Commercial vs Non-commercial, Adults C2DE

4.5 4.5 4.5 4.6 4.6 51 5.2 52 Avg hrs/day
100%

90%
80% 34.3%
70%
60%
50%
40%
30% 65.7%
20%
10%

0%

33.6% 32.7% 32.1% 30.9% 30.6% 30.5% 30.2%

Non-commercial

B Commercial
66.4%

Share of viewing, %

2005 2006 2007 2008 2009 2010 2011 2012

Source: BARB/Infosys+. Non-commercial = All BBC channels.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The share of viewing accounted for by commercial channels was
higher among Children, standing at 73.4% in 2012

Share of viewing: Commercial vs Non-commercial, Children 4-15

2.3 2.2 2.2 2.3 2.3 2.5 2.5 2.4 Avg hrs/day
100%

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

28.4% 27.1% 28.4% 26.2% 24.9% 27.6% 27.4% 26.6%

Non-commercial

B Commercial

71.6% 72.9%

Share of viewing, %

2005 2006 2007 2008 2009 2010 2011 2012

Source: BARB/Infosys+. Non-commercial = All BBC channels.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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A similar split in viewing was seen among Children aged 10-15 years,
with 74.8% of their viewing in 2012 represented by commercial
channels

Share of viewing: Commercial vs Non-commercial, Children 10-15
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Source: BARB/Infosys+. Non-commercial = All BBC channels.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The proportion of viewing represented by commercial channels, in
2012, ranged from 61.5% among ABC1 Adults to 74.8% among older
children

Share of viewing: Commercial vs Non-commercial, 2012
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Source: BARB/Infosys+. Non-commercial = All BBC channels.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The split in Adult viewing between commercial and non-commercial
channels varies across the day with BBC channels accounting for
above-average shares during the morning and early evening

Share of viewing by hour: Commercial vs Non-commercial, Adults, 2012
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The proportion of viewing among ABC1 Adults accounted for by
commercial channels increases to above-average levels during the
afternoon and post-2300

Share of viewing by hour: Commercial vs Non-commercial, Adults ABC1, 2012
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BBC channels represent above-average shares of viewing among
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C2DE Adults during the early morning and daytime with commercial

channels dominating during the rest of the day

Share of viewing by hour: Commercial vs Non-commercial, Adults C2DE, 2012
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There is less variation in the split between commercial and non-
commercial viewing among Children, with BBC channels accounting for
marginally higher shares during breakfast, 2000-2100 and post-2300

Share of viewing by hour: Commercial vs Non-commercial, Children 4-15, 2012
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Similar patterns are noted among Children aged 10-15

Share of viewing by hour: Commercial vs Non-commercial, Children 10-15, 2012
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Summary

Viewing Trends
Commercial channel viewing i by daypart

A

The time spent watching commercial channels, in 2012, ranged from 3.6 hours/day among C2DE
Adults to 1.7 hours/day among Children.

In 2012, viewing to commercial channels peaked between 2100-2200 among adult demographic
groups, between 2000-2100 among 10-15 year olds and between 1900-2000 among Children aged
4-15.

66.4% of Adult viewing to commercial channels, in 2012, took place between 0600-2100 i the share
of viewing by daypart remained fairly stable over the analysis period.

A Among ABC1 Adults, 64.7% of their commercial viewing in 2012 took place pre-2100, with a
greater proportion of their viewing (23.4%) taking place between 2100-2300 compared with all
Adults(21.2%).

A Compared against ABC1 Adults, a greater proportion of commercial channel viewing among
C2DE Adults took place between 0600-1700 (33.9% vs. 30.0%) and post-2300(12.8% vs.
11.9%).

As with viewing across all channels, 80.2% of Ch i | dwiewingdascommercial channels took place
pre-2100 in 2012.
A Over a quarter of viewing to commercial channels among older children took place post-2100 in
201271 this share remained relatively stable over the analysis period.
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The time spent watching commercial channels, in 2012, ranged from
3.6 hours/day among C2DE Adults to 1.7 hours/day among Children

Average hours of viewing: Commercial channels, 2005-2012

‘ 3.6 3.6 3.6
- — Adults
3.1 /
3.0 3.0 3.0 2.9 2.9 2.8

> 3 2.6 2.7
&8 25 25 2.5 : L — Adults ABC1
@
o
(@)
< 2 — Adults C2DE
(@)]
©
(O]
z 1 Children 4-15

0 Children 10-15

2005 2006 2007 2008 2009 2010 2011 2012

Source: BARB/Infosys+. Analysis excludes all BBC channels.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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In 2012, viewing to commercial channels peaked between 2100-2200
among adult demographic groups, between 2000-2100 among 10-15
year olds and between 1900-2000 among Children aged 4-15

Average minutes of viewing per hour: Commercial channels, 2012
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66.4% of Adult viewing to commercial channels, in 2012, took place
between 0600-2100 1 share of viewing by daypart remained fairly
stable over the analysis period

Share of viewing by daypart: Commercial channels, Adults
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Source: BARB/Infosys+. Analysis excludes all BBC channels.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Among ABC1 Adults, 64.7% of their commercial viewing in 2012
took place pre-2100, with a greater proportion of their viewing
taking place between 2100-2300 compared with Adults

Share of viewing by daypart: Commercial channels, ABC1 Adults
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Source: BARB/Infosys+. Analysis excludes all BBC channels.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Compared against ABC1 Adults, a greater proportion of commercial
channel viewing among C2DE Adults took place between 0600-1700
and post-2300

Share of viewing by daypart: Commercial channels, C2DE Adults
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Source: BARB/Infosys+. Analysis excludes all BBC channels.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




As with viewing across al/l
commercial channels took place pre-2100 in 2012

Share of viewing by daypart: Commercial channels, Children 4-15
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Source: BARB/Infosys+. Analysis excludes all BBC channels.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Over a quarter of viewing to commercial channels among older
children took place post-2100in 2012 7 this share remained
relatively stable over the analysis period

Share of viewing by daypart: Commercial channels, Children 10-15
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In 2012, C2DE Adults watched more than double the amount of
commercial television than ChildrenT al mo s t a fi1 fth o
viewing took place post-2100

Share of viewing by daypart: Commercial channels, 2012
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.



Summary

Viewing Trends
Commercial channel viewing i by channel group

A The PSB- owned channels accounted for a greater proportion of commercial channel viewing among
adult demographic groups than Children, who spent a greater proportion of their time watching
60 Ot laredMasic channels.

A Among Adults, the proportion of commercial channel viewing represented by the Terrestrial channels
fell from 60.1% in 2005 to 38.6% in 2012 as viewing to the PSB portfolio channels increased from
6.1% to 23.2%. 6 Ot hckeann@ls also saw an increase in share and in 2012 the 6 Ot Haprl0d
channels accounted for 1% of viewing.

A Commercial channel viewing among ABC1 Adults followed a similar trend with the PSB-owned
channels accounting for 60.2% of viewing in 2012 i compared with 63.5% in 2005. Viewing to
Sports channels was marginally higher among ABC1s than All Adults.

A The PSB-owned channels represented 63.0% of commercial channel viewing among C2DE
Adults in 2012, down from 68.1% in 2005. Compared against ABC1 Adults, viewing to the PSB
portfolio channels has been higher while viewing to Sports channels has been lower.

A While viewing to commercial channels followed a similar trend among Children, the share accounted
for by the PSB-owned channels stood at 42.5%, in 2012, compared with 61.8% among Adults.
0 Ot kheamnéls accounted for the greatest proportionofc h i | dvieveny.0 s
A Compared with 4-15 year olds, viewing to the PSB portfolio and Music channels has been
higher among older children. The PSB-owned channels accounted for 45.9% of viewing in
2012, down from 49.2% in 2005.
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Among Adults, the proportion of commercial channel viewing represented by the
Terrestrial channels fell from 60.1% in 2005 to 38.6% in 2012 as viewing to the PSB
portfolio channels increased from 6.1% to 23.2% -6 Ot her 6 channel s al
i ncrease i n share and in 2012 the 060t her To

Share of viewing by channel group: Commercial channels, Adults
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Source: BARB/ I nfosys+. AnalysisiTopcllOde b azsleld BBC Tolparnme lch.a mR@R.lserf or a
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Commercial channel viewing among ABC1 Adults followed a similar
trend with the PSB-owned channels accounting for 60.2% of viewing in

2012, compared with 63.5% in 2005 - viewing to Sports channels was

marginally higher among ABC1s than All Adults
Share of viewing by channel group: Commercial channels, ABC1 Adults
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Source: BARB/ I nfosys+. AnalysisiTopcllOde b azsleld BBC Tolparnme lch.a mR@R.lserf or a
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The PSB-owned channels represented 63.0% of commercial channel
viewing among C2DE Adults in 2012 down from 68.1% in 2005 -
compared against ABC1 Adults, viewing to the PSB portfolio channels

has been higher while viewing to Sports channels has been lower
Share of viewing by channel group: Commercial channels, C2DE Adults

o\° 3.0 3.0 3.0 3.1 3.2 3.6 3.6 3.6 Avg hrs/day

s 0,

%100 L B Other - All other
O 90%
% 80% Other - Top 10
c 2.8% (Gambling)

c 0 A
groo S IR NS SRS SRS BEE BEE o

© 60% 8.8% 12.5% 15.9%
2 =0 17.4% o o

= 50% 19.6% 23.1% 24.2% Music

c
2 40%
.§ ’ 62.4% ® Sports

30% 4%

..5 0 57.9% —_ |

o 20% 38.8% Commercial PSB
cts Portfolio
< 10%

n ° B Terrestrial Commercial

0%

2005 2006 2007 2008 2009 2010 2011 2012

Source: BARB/ I nfosys+. AnalysisiTopcllOde b azsleld BBC Tolparnme lch.a mR@R.lserf or a
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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While viewing to commercial channels followed a similar trend among
Children, the share accounted for by the PSB-owned channels stood at

42.5%, in 2012, compared with 61.8% among Adults -6 Ot her 6 c¢cha

accounted for the greatest proportio
Share of viewing by channel group: Commercial channels, Children 4-15
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Source: BARB/ I nfosys+. AnalysisiTopcllOde b azsleld BBC Tolparnme lch.a mR@R.lserf or a
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Ofcom

| .|
Compared with 4-15 year olds, viewing to the PSB portfolio and Music

channels has been higher among older children i PSB-owned channels
accounted for 45.9% of viewing in 2012, down from 49.2% in 2005

Share of viewing by channel group: Commercial channels, Children 10-15
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Source: BARB/ I nfosys+. AnalysisiTopcllOde b azsleld BBC Tolparnme lch.a mR@R.lserf or a
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The PSB-owned channels accounted for a greater proportion of commercial
channel viewing among adult demographic groups than Children, who
spent a greater proportion of their tI

channelsit he 00Ot her Top 1006 accounted for
Share of viewing by channel group: Commercial channels, 2012
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Source: BARB/ I nfosys+. AnalysisiTopcllOde b azsleld BBC Tolparnme lch.a mR@R.lserf or a
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Viewing Trends
Top 50 Sports Programmes, 2012

A The following charts look at the top 50 sports programmes in 2012 ranked by the
average programme audience by demographic group.

A The programme index shown is based on comparing the programme rating for the
respective demographic against the rating for All Individuals.

A For each programme, the index for Children aged 10-15 (against All Individuals) is also
shown.

A The analysis shows:
I the majority of top rating programming consists of football coverage.
I there are no programmes listed with a conversion index of 120 or more among
Children aged 10-15.
I some programmes have a conversion index of 120 or more among C2DE Adults
(and to a lesser extent among ABC1 Adults).
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Top 50 Sports Programmes: Adults, 2012 — —

Adults Children 10-15
Title Channel Date Start End Speciality 000s Index Index
UEFA EURO 2012 MATCH ENG V UKR ITV (SD+HD) 19/06/2012 19:44 21:38 Sport: Football International 14,871 108 68
UEFA EURO 2012 MATCH FRAV ENG ITV (SD+HD) 11/06/2012 16:59 18:51 Sport: Football International 11,205 105 72
UEFA EURO 2012 ENG V UKR POST MATCH ITV (SD+HD) 19/06/2012 21:42 22:10 Sport: Football International 8,843 110 59
UEFA EURO 2012 MATCH SPA V FRA ITV (SD+HD) 23/06/2012 19:44 21:36 Sport: Football International 8,220 107 68
UEFA EURO 2012 MATCH POR V NED ITV (SD+HD) 17/06/2012 19:43 21:37 Sport: Football International 7,725 110 58
UEFA EURO 2012 MATCH GER V GRE ITV (SD+HD) 22/06/2012 19:44 21:38 Sport: Football International 7,636 108 67
PARALYMPICS 2012: OPENING CEREMONY CH4 29/08/2012 20:00 00:17 Sport: Special Events 7,308 110 57
UEFA EURO 2012 MATCH IRL V CRO ITV (SD+HD) 10/06/2012 19:45 21:41 Sport: Football International 7,166 110 63
UEFA EURO 2012 MATCH SPA V IRE ITV (SD+HD) 14/06/2012 19:43 21:36 Sport: Football International 7,090 109 69
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 18/04/2012 19:29 21:57 Sport: Football Domestic 6,900 108 71
UEFA EURO 2012 SPAV ITA ITV (SD+HD) 10/06/2012 16:59 18:50 Sport: Football International 6,757 106 66
UEFA EURO 2012 FRAV ENG POST MATCH ITV (SD+HD) 11/06/2012 18:55 19:27 Sport: Football International 6,720 106 71
UEFA EURO 2012 MATCH POL V RUS ITV (SD+HD) 12/06/2012 19:44 21:37 Sport: Football International 6,367 110 57
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 19/05/2012 18:59 23:28 Sport: Football Domestic 6,289 106 85
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 25/04/2012 19:29 22:34 Sport: Football Domestic 6,031 110 58
ENGLAND FRIENDLIES ITV (SD+HD) 29/02/2012 19:29 22:11 Sport: Football Domestic 6,009 110 48
PARALYMPICS 2012: CLOSING CEREMONY CH4 09/09/2012 19:00 23:11 Sport: Special Events 5,720 111 52
UEFA EURO 2012 MATCH UKR V FRA ITV (SD+HD) 15/06/2012 17:53 19:47 Sport: Football International 5,564 108 65
FACUP ITV (SD+HD) 15/04/2012 17:29 20:11 Sport: Football Domestic 5,513 108 64
UEFA EURO 2012 ENG V UKR PRE MATCH ITV (SD+HD) 19/06/2012 18:59 19:42 Sport: Football International 5,437 108 59
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 14/03/2012 19:29 22:34 Sport: Football Domestic 5,348 111 42
ENGLAND FIFAWORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 11/09/2012 19:29 22:11 Sport: Football International 5,343 111 55
FA CUP ITV (SD+HD) 05/05/2012 15:14 19:45 Sport: Football Domestic 5,226 107 63
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 12/10/2012 19:29 22:11 Sport: Football International 5,094 109 60
UEFA EURO 2012 SPAV ITAPOST MATCH ITV (SD+HD) 10/06/2012 18:54 18:58 Sport: Football International 5,081 106 66
UEFA EURO 2012 DEN V POR POST MATCH ITV (SD+HD) 13/06/2012 18:56 19:00 Sport: Football International 5,053 109 56
UEFA EURO 2012 MATCH RUS V CZE ITV (SD+HD) 08/06/2012 19:43 21:36 Sport: Football International 5,010 109 55
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 15/02/2012 19:29 21:57 Sport: Football Domestic 4,982 109 53
FA CUP ITV (SD+HD) 08/01/2012 12:32 17:56 Sport: Football Domestic 4,739 109 52
ENGLAND FRIENDLIES ITV (SD+HD) 02/06/2012 16:29 19:29 Sport: Football Domestic 4,728 109 56
ENGLAND FRIENDLIES ITV (SD+HD) 14/11/2012 19:13 21:44 Sport: Football Domestic 4,692 109 63
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 04/04/2012 19:29 21:57 Sport: Football Domestic 4,665 110 47
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 18/09/2012 19:29 21:57 Sport: Football Domestic 4,572 110 59
UEFA EURO 2012 SPA V FRA POST MATCH ITV (SD+HD) 23/06/2012 21:40 22:00 Sport: Football International 4,453 109 55
ENGLAND FRIENDLIES ITV (SD+HD) 26/05/2012 18:59 21:59 Sport: Football Domestic 4,440 108 66
UEFA EURO 2012 MATCH DEN V POR ITV (SD+HD) 13/06/2012 16:58 18:52 Sport: Football International 4,363 108 61
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 23/10/2012 19:29 21:57 Sport: Football Domestic 4,356 110 55
UEFA EURO 2012 POR V NED POST MATCH ITV (SD+HD) 17/06/2012 21:40 21:56 Sport: Football International 4,334 111 53
FA CUP ITV (SD+HD) 18/02/2012 16:50 19:19 Sport: Football Domestic 4,295 110 42
UEFA EURO 2012 IRL V CRO PRE MATCH ITV (SD+HD) 10/06/2012 19:17 19:44 Sport: Football International 4,284 108 60
UEFA EURO 2012 GER V GRE POST MATCH ITV (SD+HD) 22/06/2012 21:42 21:57 Sport: Football International 4,240 110 65
UEFA EURO 2012 GRE V CZE POST MATCH ITV (SD+HD) 12/06/2012 18:55 18:59 Sport: Football International 4,176 108 64
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 06/11/2012 19:29 21:57 Sport: Football Domestic 3,996 110 56
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 16/10/2012 19:29 21:05 Sport: Football International 3,951 110 51
UEFA EURO 2012 MATCH GRE V CZE ITV (SD+HD) 12/06/2012 16:58 18:51 Sport: Football International 3,947 108 64
UEFA EURO 2012 SPA V IRE POST MATCH ITV (SD+HD) 14/06/2012 21:39 21:56 Sport: Football International 3,935 109 66
FA CUP ITV (SD+HD) 28/01/2012 12:02 15:05 Sport: Football Domestic 3,931 106 63
ENGLAND FIFAWORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 17/10/2012 15:28 18:10 Sport: Football International 3,827 110 48
ENGLAND FRIENDLIES ITV (SD+HD) 15/08/2012 19:29 22:10 Sport: Football Domestic 3,790 110 45
UEFA EURO 2012 POL V RUS PRE MATCH ITV (SD+HD) 12/06/2012 19:19 19:42 Sport: Football International 3,752 110 55

Source: BARB/Infosys+. Analysis excludes all BBC channels.
-Top 50 ranked on Average Audience. Index based on All Individuals.
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Top 50 Sports Programmes: Adults ABC1, 2012 — —

Adults ABC1 Children 10-15
Title Channel Date Start End Speciality 000s Index Index
UEFA EURO 2012 MATCH ENG V UKR ITV (SD+HD) 19/06/2012 19:44 21:38 Sport: Football International 7,683 105 68
UEFA EURO 2012 MATCH FRAV ENG ITV (SD+HD) 11/06/2012 16:59 18:51 Sport: Football International 5,407 95 72
UEFA EURO 2012 ENG V UKR POST MATCH ITV (SD+HD) 19/06/2012 21:42 22:10 Sport: Football International 4,780 112 59
UEFA EURO 2012 MATCH SPA V FRA ITV (SD+HD) 23/06/2012 19:44 21:36 Sport: Football International 4,410 108 68
PARALYMPICS 2012: OPENING CEREMONY CH4 29/08/2012 20:00 00:17 Sport: Special Events 4,239 120 57
UEFA EURO 2012 MATCH POR V NED ITV (SD+HD) 17/06/2012 19:43 21:37 Sport: Football International 4,142 111 58
UEFA EURO 2012 MATCH GER V GRE ITV (SD+HD) 22/06/2012 19:44 21:38 Sport: Football International 4,006 107 67
UEFA EURO 2012 MATCH IRL V CRO ITV (SD+HD) 10/06/2012 19:45 21:41 Sport: Football International 3,869 112 63
UEFA EURO 2012 MATCH SPA V IRE ITV (SD+HD) 14/06/2012 19:43 21:36 Sport: Football International 3,552 103 69
PARALYMPICS 2012: CLOSING CEREMONY CH4 09/09/2012 19:00 23:11 Sport: Special Events 3,511 128 52
UEFA EURO 2012 SPAV ITA ITV (SD+HD) 10/06/2012 16:59 18:50 Sport: Football International 3,448 102 66
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 18/04/2012 19:29 21:57 Sport: Football Domestic 3,341 99 71
UEFA EURO 2012 FRA V ENG POST MATCH ITV (SD+HD) 11/06/2012 18:55 19:27 Sport: Football International 3,225 96 71
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 19/05/2012 18:59 23:28 Sport: Football Domestic 3,177 101 85
UEFA EURO 2012 MATCH POL V RUS ITV (SD+HD) 12/06/2012 19:44 21:37 Sport: Football International 3,002 98 57
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 25/04/2012 19:29 22:34 Sport: Football Domestic 2,941 101 58
ENGLAND FRIENDLIES ITV (SD+HD) 29/02/2012 19:29 22:11 Sport: Football Domestic 2,898 100 48
FA CUP ITV (SD+HD) 15/04/2012 17:29 20:11 Sport: Football Domestic 2,786 102 64
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIER ITV (SD+HD) 11/09/2012 19:29 22:11 Sport: Football International 2,659 104 55
FA CUP ITV (SD+HD) 05/05/2012 15:14 19:45 Sport: Football Domestic 2,638 102 63
UEFA EURO 2012 POR V NED POST MATCH ITV (SD+HD) 17/06/2012 21:40 21:56 Sport: Football International 2,541 123 53
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 14/03/2012 19:29 22:34 Sport: Football Domestic 2,534 99 42
UEFA EURO 2012 SPA V ITA POST MATCH ITV (SD+HD) 10/06/2012 18:54 18:58 Sport: Football International 2,523 99 66
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIER ITV (SD+HD) 12/10/2012 19:29 22:11 Sport: Football International 2,474 99 60
UEFA EURO 2012 ENG V UKR PRE MATCH ITV (SD+HD) 19/06/2012 18:59 19:42 Sport: Football International 2,468 92 59
UEFA EURO 2012 MATCH UKR V FRA ITV (SD+HD) 15/06/2012 17:53 19:47 Sport: Football International 2,398 88 65
FA CUP ITV (SD+HD) 08/01/2012 12:32 17:56 Sport: Football Domestic 2,392 104 52
UEFA EURO 2012 MATCH RUS V CZE ITV (SD+HD) 08/06/2012 19:43 21:36 Sport: Football International 2,352 97 55
UEFA EURO 2012 SPA V FRA POST MATCH ITV (SD+HD) 23/06/2012 21:40 22:00 Sport: Football International 2,345 108 55
ENGLAND FRIENDLIES ITV (SD+HD) 02/06/2012 16:29 19:29 Sport: Football Domestic 2,261 98 56
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 15/02/2012 19:29 21:57 Sport: Football Domestic 2,257 93 53
UEFA EURO 2012 GER V GRE POST MATCH ITV (SD+HD) 22/06/2012 21:42 21:57 Sport: Football International 2,245 110 65
UEFA EURO 2012 IRL V CRO PRE MATCH ITV (SD+HD) 10/06/2012 19:17 19:44 Sport: Football International 2,243 107 60
UEFA EURO 2012 DEN V POR POST MATCH ITV (SD+HD) 13/06/2012 18:56 19:00 Sport: Football International 2,216 90 56
ENGLAND FRIENDLIES ITV (SD+HD) 26/05/2012 18:59 21:59 Sport: Football Domestic 2,180 100 66
UEFA EURO 2012 SPA V IRE POST MATCH ITV (SD+HD) 14/06/2012 21:39 21:56 Sport: Football International 2,116 111 66
ENGLAND FRIENDLIES ITV (SD+HD) 14/11/2012 19:13 21:44 Sport: Football Domestic 2,103 92 63
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 18/09/2012 19:29 21:57 Sport: Football Domestic 2,101 95 59
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 04/04/2012 19:29 21:57 Sport: Football Domestic 2,095 93 47
PARALYMPICS 2012 CH4 06/09/2012 19:29 23:02 Sport: Special Events 2,000 128 39
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 23/10/2012 19:29 21:57 Sport: Football Domestic 1,999 95 55
FA CUP ITV (SD+HD) 18/02/2012 16:50 19:19 Sport: Football Domestic 1,944 94 42
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIER ITV (SD+HD) 16/10/2012 19:29 21:05 Sport: Football International 1,927 101 51
FA CUP ITV (SD+HD) 28/01/2012 12:02 15:05 Sport: Football Domestic 1,918 98 63
PARALYMPICS 2012 CH4 02/09/2012 18:59 22:46 Sport: Special Events 1,908 129 54
UEFA EURO 2012 IRL V CRO POST MATCH ITV (SD+HD) 10/06/2012 21:44 21:59 Sport: Football International 1,874 113 60
ENGLAND FRIENDLIES ITV (SD+HD) 15/08/2012 19:29 22:10 Sport: Football Domestic 1,841 101 45
UEFA EURO 2012 GRE V CZE POST MATCH ITV (SD+HD) 12/06/2012 18:55 18:59 Sport: Football International 1,827 89 64
UEFA EURO 2012 MATCH DEN V POR ITV (SD+HD) 13/06/2012 16:58 18:52 Sport: Football International 1,794 84 61
UEFA EURO 2012 POL V RUS POST MATCH ITV (SD+HD) 12/06/2012 21:41 21:57 Sport: Football International 1,740 101 50

Source: BARB/Infosys+. Analysis excludes all BBC channels.
-Top 50 ranked on Average Audience. Index based on All Individuals.
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Top 50 Sports Programmes: Adults C2DE, 2012 — —

Adults C2DE Children 10-15
Title Channel Date Start End Speciality 000s Index Index
UEFA EURO 2012 MATCH ENG V UKR ITV (SD+HD) 19/06/2012 19:44 21:38 Sport: Football International 7,187 111 68
UEFA EURO 2012 MATCH FRAV ENG ITV (SD+HD) 11/06/2012 16:59 18:51 Sport: Football International 5,799 115 72
UEFA EURO 2012 ENG V UKR POST MATCH ITV (SD+HD) 19/06/2012 21:42 22:10 Sport: Football International 4,063 108 59
UEFA EURO 2012 MATCH SPA V FRA ITV (SD+HD) 23/06/2012 19:44 21:36 Sport: Football International 3,810 106 68
UEFA EURO 2012 MATCH GER V GRE ITV (SD+HD) 22/06/2012 19:44 21:38 Sport: Football International 3,630 110 67
UEFA EURO 2012 MATCH POR V NED ITV (SD+HD) 17/06/2012 19:43 21:37 Sport: Football International 3,583 108 58
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 18/04/2012 19:29 21:57 Sport: Football Domestic 3,559 119 71
UEFA EURO 2012 MATCH SPA V IRE ITV (SD+HD) 14/06/2012 19:43 21:36 Sport: Football International 3,537 115 69
UEFA EURO 2012 FRA V ENG POST MATCH ITV (SD+HD) 11/06/2012 18:55 19:27 Sport: Football International 3,495 117 71
UEFA EURO 2012 MATCH POL V RUS ITV (SD+HD) 12/06/2012 19:44 21:37 Sport: Football International 3,366 124 57
UEFA EURO 2012 SPA V ITA ITV (SD+HD) 10/06/2012 16:59 18:50 Sport: Football International 3,309 111 66
UEFA EURO 2012 MATCH IRL V CRO ITV (SD+HD) 10/06/2012 19:45 21:41 Sport: Football International 3,296 108 63
UEFA EURO 2012 MATCH UKR V FRA ITV (SD+HD) 15/06/2012 17:53 19:47 Sport: Football International 3,166 131 65
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 19/05/2012 18:59 23:28 Sport: Football Domestic 3,112 112 85
ENGLAND FRIENDLIES ITV (SD+HD) 29/02/2012 19:29 22:11 Sport: Football Domestic 3,111 122 48
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 25/04/2012 19:29 22:34 Sport: Football Domestic 3,090 120 58
PARALYMPICS 2012: OPENING CEREMONY CH4 29/08/2012 20:00 00:17 Sport: Special Events 3,069 99 57
UEFA EURO 2012 ENG V UKR PRE MATCH ITV (SD+HD) 19/06/2012 18:59 19:42 Sport: Football International 2,969 125 59
UEFA EURO 2012 DEN V POR POST MATCH ITV (SD+HD) 13/06/2012 18:56 19:00 Sport: Football International 2,837 130 56
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 14/03/2012 19:29 22:34 Sport: Football Domestic 2,813 125 42
FACUP ITV (SD+HD) 15/04/2012 17:29 20:11 Sport: Football Domestic 2,727 113 64
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 15/02/2012 19:29 21:57 Sport: Football Domestic 2,725 127 53
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 11/09/2012 19:29 22:11 Sport: Football International 2,684 119 55
UEFA EURO 2012 MATCH RUS V CZE ITV (SD+HD) 08/06/2012 19:43 21:36 Sport: Football International 2,658 123 55
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 12/10/2012 19:29 22:11 Sport: Football International 2,620 119 60
ENGLAND FRIENDLIES ITV (SD+HD) 14/11/2012 19:13 21:44 Sport: Football Domestic 2,589 128 63
FA CUP ITV (SD+HD) 05/05/2012 15:14 19:45 Sport: Football Domestic 2,588 113 63
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 04/04/2012 19:29 21:57 Sport: Football Domestic 2,570 129 47
UEFA EURO 2012 MATCH DEN V POR ITV (SD+HD) 13/06/2012 16:58 18:52 Sport: Football International 2,570 135 61
UEFA EURO 2012 SPA V ITA POST MATCH ITV (SD+HD) 10/06/2012 18:54 18:58 Sport: Football International 2,559 114 66
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 18/09/2012 19:29 21:57 Sport: Football Domestic 2,470 127 59
ENGLAND FRIENDLIES ITV (SD+HD) 02/06/2012 16:29 19:29 Sport: Football Domestic 2,467 121 56
UEFA EURO 2012 MATCH GRE V CZE ITV (SD+HD) 12/06/2012 16:58 18:51 Sport: Football International 2,368 138 64
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 23/10/2012 19:29 21:57 Sport: Football Domestic 2,357 127 55
FACUP ITV (SD+HD) 18/02/2012 16:50 19:19 Sport: Football Domestic 2,351 128 42
UEFA EURO 2012 GRE V CZE POST MATCH ITV (SD+HD) 12/06/2012 18:55 18:59 Sport: Football International 2,349 129 64
FA CUP ITV (SD+HD) 08/01/2012 12:32 17:56 Sport: Football Domestic 2,347 115 52
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 06/11/2012 19:29 21:57 Sport: Football Domestic 2,276 134 56
ENGLAND FRIENDLIES ITV (SD+HD) 26/05/2012 18:59 21:59 Sport: Football Domestic 2,260 117 66
PARALYMPICS 2012: CLOSING CEREMONY CH4 09/09/2012 19:00 23:11 Sport: Special Events 2,209 92 52
UEFA EUROPA LEAGUE LIVE ITV (SD+HD) 16/02/2012 19:59 22:13 Sport: Football Domestic 2,193 139 45
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 17/10/2012 15:28 18:10 Sport: Football International 2,173 133 48
UEFA EURO 2012 POL V RUS PRE MATCH ITV (SD+HD) 12/06/2012 19:19 19:42 Sport: Football International 2,168 135 55
FA CUP REPLAY ITV (SD+HD) 08/02/2012 19:29 22:34 Sport: Football Domestic 2,138 140 51
UEFA EURO 2012 SPA V FRA POST MATCH ITV (SD+HD) 23/06/2012 21:40 22:00 Sport: Football International 2,107 110 55
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 28/03/2012 19:29 21:57 Sport: Football Domestic 2,107 136 56
UEFA EURO 2012 IRL V CRO PRE MATCH ITV (SD+HD) 10/06/2012 19:17 19:44 Sport: Football International 2,042 110 60
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 16/10/2012 19:29 21:05 Sport: Football International 2,025 121 51
FACUP ITV (SD+HD) 18/03/2012 15:31 18:19 Sport: Football Domestic 2,016 127 51
FA CUP ITV (SD+HD) 28/01/2012 12:02 15:05 Sport: Football Domestic 2,013 116 63

Source: BARB/Infosys+. Analysis excludes all BBC channels.
-Top 50 ranked on Average Audience. Index based on All Individuals.
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Top 50 Sports Programmes: Children 4-15, 2012 — —

Children Children 10-15
Title Channel Date Start End Speciality 000s Index Index
UEFA EURO 2012 MATCH FRAV ENG ITV (SD+HD) 11/06/2012 16:59 18:51 Sport: Football International 1,349 73 72
UEFA EURO 2012 MATCH ENG V UKR ITV (SD+HD) 19/06/2012 19:44 21:38 Sport: Football International 1,346 57 68
UEFA EURO 2012 MATCH SPA V FRA ITV (SD+HD) 23/06/2012 19:44 21:36 Sport: Football International 779 59 68
UEFA EURO 2012 FRA V ENG POST MATCH ITV (SD+HD) 11/06/2012 18:55 19:27 Sport: Football International 732 67 71
UEFA EURO 2012 SPA V ITA ITV (SD+HD) 10/06/2012 16:59 18:50 Sport: Football International 685 63 66
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 19/05/2012 18:59 23:28 Sport: Football Domestic 638 63 85
UEFA EURO 2012 MATCH GER V GRE ITV (SD+HD) 22/06/2012 19:44 21:38 Sport: Football International 623 51 67
UEFA EURO 2012 ENG V UKR POST MATCH ITV (SD+HD) 19/06/2012 21:42 22:10 Sport: Football International 577 42 59
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 18/04/2012 19:29 21:57 Sport: Football Domestic 571 52 71
UEFA EURO 2012 MATCH SPA V IRE ITV (SD+HD) 14/06/2012 19:43 21:36 Sport: Football International 564 50 69
UEFA EURO 2012 SPA V ITA POST MATCH ITV (SD+HD) 10/06/2012 18:54 18:58 Sport: Football International 541 66 66
UEFA EURO 2012 MATCH POR V NED ITV (SD+HD) 17/06/2012 19:43 21:37 Sport: Football International 535 44 58
UEFA EURO 2012 MATCH IRL V CRO ITV (SD+HD) 10/06/2012 19:45 21:41 Sport: Football International 496 44 63
FA CUP ITV (SD+HD) 15/04/2012 17:29 20:11 Sport: Football Domestic 495 56 64
UEFA EURO 2012 ENG V UKR PRE MATCH ITV (SD+HD) 19/06/2012 18:59 19:42 Sport: Football International 486 56 59
FA CUP ITV (SD+HD) 05/05/2012 15:14 19:45 Sport: Football Domestic 484 58 63
PARALYMPICS 2012: OPENING CEREMONY CH4 29/08/2012 20:00 00:17 Sport: Special Events 475 42 57
UEFA EURO 2012 MATCH UKR V FRA ITV (SD+HD) 15/06/2012 17:53 19:47 Sport: Football International 475 54 65
UEFA EURO 2012 MATCH POL V RUS ITV (SD+HD) 12/06/2012 19:44 21:37 Sport: Football International 421 42 57
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 25/04/2012 19:29 22:34 Sport: Football Domestic 420 44 58
FA CUP ITV (SD+HD) 28/01/2012 12:02 15:05 Sport: Football Domestic 400 63 63
ENGLAND FIFAWORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 12/10/2012 19:29 22:11 Sport: Football International 399 49 60
UEFA EURO 2012 DEN V POR POST MATCH ITV (SD+HD) 13/06/2012 18:56 19:00 Sport: Football International 392 49 56
ENGLAND FRIENDLIES ITV (SD+HD) 29/02/2012 19:29 22:11 Sport: Football Domestic 389 41 48
ENGLAND FRIENDLIES ITV (SD+HD) 26/05/2012 18:59 21:59 Sport: Football Domestic 385 54 66
UEFA EURO 2012 MATCH DEN V POR ITV (SD+HD) 13/06/2012 16:58 18:52 Sport: Football International 378 54 61
ENGLAND FRIENDLIES ITV (SD+HD) 14/11/2012 19:13 21:44 Sport: Football Domestic 373 50 63
ENGLAND FRIENDLIES ITV (SD+HD) 02/06/2012 16:29 19:29 Sport: Football Domestic 372 50 56
UEFA EURO 2012 MATCH RUS V CZE ITV (SD+HD) 08/06/2012 19:43 21:36 Sport: Football International 368 47 55
UEFA EURO 2012 IRL V CRO PRE MATCH ITV (SD+HD) 10/06/2012 19:17 19:44 Sport: Football International 365 54 60
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 15/02/2012 19:29 21:57 Sport: Football Domestic 364 46 53
UEFA EURO 2012 GRE V CZE POST MATCH ITV (SD+HD) 12/06/2012 18:55 18:59 Sport: Football International 362 54 64
FA CUP ITV (SD+HD) 08/01/2012 12:32 17:56 Sport: Football Domestic 360 48 52
UEFA EURO 2012 SPA V FRA POST MATCH ITV (SD+HD) 23/06/2012 21:40 22:00 Sport: Football International 346 49 55
UEFA EURO 2012 FRA V ENG PRE MATCH ITV (SD+HD) 11/06/2012 16:01 16:58 Sport: Football International 342 66 65
UEFA EURO 2012 SPA V FRA PRE MATCH ITV (SD+HD) 23/06/2012 19:14 19:42 Sport: Football International 332 66 77
UEFA EURO 2012 MATCH GRE V CZE ITV (SD+HD) 12/06/2012 16:58 18:51 Sport: Football International 331 53 64
ENGLAND FIFAWORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 07/09/2012 19:28 21:56 Sport: Football International 319 55 59
ENGLAND FIFAWORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 11/09/2012 19:29 22:11 Sport: Football International 315 38 55
PARALYMPICS 2012: CLOSING CEREMONY CH4 09/09/2012 19:00 23:11 Sport: Special Events 314 36 52
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 18/09/2012 19:29 21:57 Sport: Football Domestic 310 43 59
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 04/04/2012 19:29 21:57 Sport: Football Domestic 307 42 47
FA CUP ITV (SD+HD) 18/02/2012 16:50 19:19 Sport: Football Domestic 292 43 42
LIVE FORD MONDAY NIGHT FOOTBALL Sky Sports 1 30/04/2012 19:00 22:56 Sport: Football Domestic 286 73 99
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 23/10/2012 19:29 21:57 Sport: Football Domestic 283 42 55
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 14/03/2012 19:29 22:34 Sport: Football Domestic 282 34 42
UEFA EURO 2012 SPA V IRE POST MATCH ITV (SD+HD) 14/06/2012 21:39 21:56 Sport: Football International 281 45 66
FA CUP ITV (SD+HD) 18/03/2012 15:31 18:19 Sport: Football Domestic 274 47 51
UEFA EURO 2012 GER V GRE POST MATCH ITV (SD+HD) 22/06/2012 21:42 21:57 Sport: Football International 265 40 65
ENGLAND FIFAWORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 17/10/2012 15:28 18:10 Sport: Football International 264 44 48

Source: BARB/Infosys+. Analysis excludes all BBC channels.
-Top 50 ranked on Average Audience. Index based on All Individuals.
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Top 50 Sports Programmes: Children 4-9, 2012 — —

Children 4-9 Children 10-15
Title Channel Date Start End Speciality 000s Index Index
UEFA EURO 2012 MATCH FRAV ENG ITV (SD+HD) 11/06/2012 16:59 18:51 Sport: Football International 690 74 72
UEFA EURO 2012 MATCH ENG V UKR ITV (SD+HD) 19/06/2012 19:44 21:38 Sport: Football International 548 45 68
UEFA EURO 2012 FRA V ENG POST MATCH ITV (SD+HD) 11/06/2012 18:55 19:27 Sport: Football International 347 63 71
UEFA EURO 2012 MATCH SPA V FRA ITV (SD+HD) 23/06/2012 19:44 21:36 Sport: Football International 333 50 68
UEFA EURO 2012 SPA V ITA ITV (SD+HD) 10/06/2012 16:59 18:50 Sport: Football International 327 59 66
UEFA EURO 2012 SPA V ITA POST MATCH ITV (SD+HD) 10/06/2012 18:54 18:58 Sport: Football International 270 65 66
UEFA EURO 2012 ENG V UKR PRE MATCH ITV (SD+HD) 19/06/2012 18:59 19:42 Sport: Football International 232 53 59
FA CUP ITV (SD+HD) 05/05/2012 15:14 19:45 Sport: Football Domestic 224 53 63
UEFA EURO 2012 MATCH GER V GRE ITV (SD+HD) 22/06/2012 19:44 21:38 Sport: Football International 222 36 67
FACUP ITV (SD+HD) 15/04/2012 17:29 20:11 Sport: Football Domestic 217 49 64
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 19/05/2012 18:59 23:28 Sport: Football Domestic 209 41 85
FACUP ITV (SD+HD) 28/01/2012 12:02 15:05 Sport: Football Domestic 201 63 63
UEFA EURO 2012 MATCH UKR V FRA ITV (SD+HD) 15/06/2012 17:53 19:47 Sport: Football International 193 43 65
UEFA EURO 2012 MATCH POR V NED ITV (SD+HD) 17/06/2012 19:43 21:37 Sport: Football International 190 31 58
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 18/04/2012 19:29 21:57 Sport: Football Domestic 186 33 71
UEFA EURO 2012 MATCH SPAV IRE ITV (SD+HD) 14/06/2012 19:43 21:36 Sport: Football International 180 32 69
UEFA EURO 2012 ENG V UKR POST MATCH ITV (SD+HD) 19/06/2012 21:42 22:10 Sport: Football International 176 25 59
UEFA EURO 2012 FRA V ENG PRE MATCH ITV (SD+HD) 11/06/2012 16:01 16:58 Sport: Football International 176 67 65
UEFA EURO 2012 DEN V POR POST MATCH ITV (SD+HD) 13/06/2012 18:56 19:00 Sport: Football International 172 43 56
UEFA EURO 2012 MATCH DEN V POR ITV (SD+HD) 13/06/2012 16:58 18:52 Sport: Football International 170 48 61
ENGLAND FRIENDLIES ITV (SD+HD) 29/02/2012 19:29 22:11 Sport: Football Domestic 167 35 48
ENGLAND FRIENDLIES ITV (SD+HD) 02/06/2012 16:29 19:29 Sport: Football Domestic 166 44 56
FACUP ITV (SD+HD) 08/01/2012 12:32 17:56 Sport: Football Domestic 166 44 52
UEFA EURO 2012 IRL V CRO PRE MATCH ITV (SD+HD) 10/06/2012 19:17 19:44 Sport: Football International 163 47 60
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 12/10/2012 19:29 22:11 Sport: Football International 161 39 60
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 15/02/2012 19:29 21:57 Sport: Football Domestic 157 40 53
UEFA EURO 2012 SPA V FRA POST MATCH ITV (SD+HD) 23/06/2012 21:40 22:00 Sport: Football International 154 43 55
ENGLAND FRIENDLIES ITV (SD+HD) 26/05/2012 18:59 21:59 Sport: Football Domestic 153 43 66
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 07/09/2012 19:28 21:56 Sport: Football International 153 52 59
PARALYMPICS 2012: OPENING CEREMONY CH4 29/08/2012 20:00 00:17 Sport: Special Events 152 26 57
UEFA EURO 2012 MATCH RUS V CZE ITV (SD+HD) 08/06/2012 19:43 21:36 Sport: Football International 152 38 55
UEFA EURO 2012 GRE V CZE POST MATCH ITV (SD+HD) 12/06/2012 18:55 18:59 Sport: Football International 151 45 64
FA CUP ITV (SD+HD) 18/02/2012 16:50 19:19 Sport: Football Domestic 151 45 42
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 25/04/2012 19:29 22:34 Sport: Football Domestic 150 31 58
UEFA EURO 2012 MATCH IRL V CRO ITV (SD+HD) 10/06/2012 19:45 21:41 Sport: Football International 148 26 63
ENGLAND FRIENDLIES ITV (SD+HD) 14/11/2012 19:13 21:44 Sport: Football Domestic 142 37 63
UEFA EURO 2012 MATCH POL V RUS ITV (SD+HD) 12/06/2012 19:44 21:37 Sport: Football International 141 28 57
UEFA EURO 2012 SPA V FRA PRE MATCH ITV (SD+HD) 23/06/2012 19:14 19:42 Sport: Football International 138 54 77
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 04/04/2012 19:29 21:57 Sport: Football Domestic 136 37 47
UEFA EURO 2012 MATCH GRE V CZE ITV (SD+HD) 12/06/2012 16:58 18:51 Sport: Football International 133 42 64
FACUP ITV (SD+HD) 18/03/2012 15:31 18:19 Sport: Football Domestic 128 44 51
ENGLAND FIFAWORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 17/10/2012 15:28 18:10 Sport: Football International 123 40 48
LIVE FORD SUPER SUNDAY - MATCH Sky Sports 1 05/02/2012 15:32 18:26 Sport: Football Domestic 116 55 55
UEFA EURO 2012 SPA V IRE PRE MATCH ITV (SD+HD) 14/06/2012 19:14 19:42 Sport: Football International 116 47 46
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 14/03/2012 19:29 22:34 Sport: Football Domestic 112 27 42
UEFA EURO 2012 SPA V ITA PRE MATCH ITV (SD+HD) 10/06/2012 16:06 16:57 Sport: Football International 110 54 60
FOOTBALL: AJAX V MAN UTD... CH5 16/02/2012 17:14 20:03 Sport: Football European Competitions 110 52 51
ENGLAND FRIENDLIES ITV (SD+HD) 15/08/2012 19:29 22:10 Sport: Football Domestic 109 36 45
UEFA EUROPA LEAGUE LIVE ITV (SD+HD) 16/02/2012 19:59 22:13 Sport: Football Domestic 107 37 45
FA CUP ITV (SD+HD) 29/01/2012 13:03 15:56 Sport: Football Domestic 105 43 39

Source: BARB/Infosys+. Analysis excludes all BBC channels.
-Top 50 ranked on Average Audience. Index based on All Individuals.
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Top 50 Sports Programmes: Children 10-15, 2012 — —

Children 10-15

Title Channel Date Start End Speciality 000s Index
UEFA EURO 2012 MATCH ENG V UKR ITV (SD+HD) 19/06/2012 19:44 21:38 Sport: Football International 799 68
UEFA EURO 2012 MATCH FRAV ENG ITV (SD+HD) 11/06/2012 16:59 18:51 Sport: Football International 659 72
UEFA EURO 2012 MATCH SPA V FRA ITV (SD+HD) 23/06/2012 19:44 21:36 Sport: Football International 446 68
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 19/05/2012 18:59 23:28 Sport: Football Domestic 429 85
UEFA EURO 2012 MATCH GER V GRE ITV (SD+HD) 22/06/2012 19:44 21:38 Sport: Football International 401 67
UEFA EURO 2012 ENG V UKR POST MATCH ITV (SD+HD) 19/06/2012 21:42 22:10 Sport: Football International 401 59
UEFA EURO 2012 FRA V ENG POST MATCH ITV (SD+HD) 11/06/2012 18:55 19:27 Sport: Football International 385 71
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 18/04/2012 19:29 21:57 Sport: Football Domestic 385 71
UEFA EURO 2012 MATCH SPA V IRE ITV (SD+HD) 14/06/2012 19:43 21:36 Sport: Football International 384 69
UEFA EURO 2012 SPA V ITA ITV (SD+HD) 10/06/2012 16:59 18:50 Sport: Football International 359 66
UEFA EURO 2012 MATCH IRL V CRO ITV (SD+HD) 10/06/2012 19:45 21:41 Sport: Football International 347 63
UEFA EURO 2012 MATCH POR V NED ITV (SD+HD) 17/06/2012 19:43 21:37 Sport: Football International 345 58
PARALYMPICS 2012: OPENING CEREMONY CH4 29/08/2012 20:00 00:17 Sport: Special Events 323 57
UEFA EURO 2012 MATCH UKR V FRA ITV (SD+HD) 15/06/2012 17:53 19:47 Sport: Football International 283 65
UEFA EURO 2012 MATCH POL V RUS ITV (SD+HD) 12/06/2012 19:44 21:37 Sport: Football International 280 57
FA CUP ITV (SD+HD) 15/04/2012 17:29 20:11 Sport: Football Domestic 279 64
UEFA EURO 2012 SPA V ITA POST MATCH ITV (SD+HD) 10/06/2012 18:54 18:58 Sport: Football International 271 66
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 25/04/2012 19:29 22:34 Sport: Football Domestic 270 58
FA CUP ITV (SD+HD) 05/05/2012 15:14 19:45 Sport: Football Domestic 260 63
UEFA EURO 2012 ENG V UKR PRE MATCH ITV (SD+HD) 19/06/2012 18:59 19:42 Sport: Football International 254 59
ENGLAND FIFAWORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 12/10/2012 19:29 22:11 Sport: Football International 238 60
ENGLAND FRIENDLIES ITV (SD+HD) 26/05/2012 18:59 21:59 Sport: Football Domestic 232 66
ENGLAND FRIENDLIES ITV (SD+HD) 14/11/2012 19:13 21:44 Sport: Football Domestic 231 63
PARALYMPICS 2012: CLOSING CEREMONY CH4 09/09/2012 19:00 23:11 Sport: Special Events 228 52
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 11/09/2012 19:29 22:11 Sport: Football International 224 55
ENGLAND FRIENDLIES ITV (SD+HD) 29/02/2012 19:29 22:11 Sport: Football Domestic 222 48
UEFA EURO 2012 DEN V POR POST MATCH ITV (SD+HD) 13/06/2012 18:56 19:00 Sport: Football International 220 56
UEFA EURO 2012 MATCH RUS V CZE ITV (SD+HD) 08/06/2012 19:43 21:36 Sport: Football International 216 55
UEFA EURO 2012 GER V GRE POST MATCH ITV (SD+HD) 22/06/2012 21:42 21:57 Sport: Football International 212 65
UEFA EURO 2012 GRE V CZE POST MATCH ITV (SD+HD) 12/06/2012 18:55 18:59 Sport: Football International 211 64
UEFA EURO 2012 MATCH DEN V POR ITV (SD+HD) 13/06/2012 16:58 18:52 Sport: Football International 208 61
ENGLAND FRIENDLIES ITV (SD+HD) 02/06/2012 16:29 19:29 Sport: Football Domestic 207 56
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 15/02/2012 19:29 21:57 Sport: Football Domestic 207 53
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 18/09/2012 19:29 21:57 Sport: Football Domestic 207 59
UEFA EURO 2012 IRL V CRO PRE MATCH ITV (SD+HD) 10/06/2012 19:17 19:44 Sport: Football International 203 60
UEFA EURO 2012 SPA V IRE POST MATCH ITV (SD+HD) 14/06/2012 21:39 21:56 Sport: Football International 201 66
FA CUP ITV (SD+HD) 28/01/2012 12:02 15:05 Sport: Football Domestic 199 63
UEFA EURO 2012 MATCH GRE V CZE ITV (SD+HD) 12/06/2012 16:58 18:51 Sport: Football International 198 64
FA CUP ITV (SD+HD) 08/01/2012 12:32 17:56 Sport: Football Domestic 194 52
UEFA EURO 2012 SPA V FRA PRE MATCH ITV (SD+HD) 23/06/2012 19:14 19:42 Sport: Football International 194 7
UEFA EURO 2012 SPA V FRA POST MATCH ITV (SD+HD) 23/06/2012 21:40 22:00 Sport: Football International 192 55
LIVE FORD MONDAY NIGHT FOOTBALL Sky Sports 1 30/04/2012 19:00 22:56 Sport: Football Domestic 191 99
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 23/10/2012 19:29 21:57 Sport: Football Domestic 183 55
UEFA EURO 2012 POR V NED POST MATCH ITV (SD+HD) 17/06/2012 21:40 21:56 Sport: Football International 176 53
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 14/03/2012 19:29 22:34 Sport: Football Domestic 171 42
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 06/11/2012 19:29 21:57 Sport: Football Domestic 171 56
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 04/04/2012 19:29 21:57 Sport: Football Domestic 170 47
UEFA CHAMPIONS LEAGUE LIVE ITV (SD+HD) 20/11/2012 19:29 21:56 Sport: Football Domestic 170 60
UEFA EURO 2012 FRA V ENG PRE MATCH ITV (SD+HD) 11/06/2012 16:01 16:58 Sport: Football International 166 65
ENGLAND FIFA WORLD CUP FOOTBALL QUALIFIE ITV (SD+HD) 07/09/2012 19:28 21:56 Sport: Football International 166 59

Source: BARB/Infosys+. Analysis excludes all BBC channels.
-Top 50 ranked on Average Audience. Index based on All Individuals.
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Summary

Advertising Activity: Gambling
Commercial Spots

A Between 2005 and 2012 the total amount of television advertising shown almost doubled from 17.4m
to 34.2m spots i over this period the proportion of spots accounted for by Gambling commercials
increased from 0.5% to 4.1%.

A The total amount of Gambling commercials shown increased from 90k spots in 2005 to almost 1.4m
million spots in 2012.

A While advertising across all sub-categories has grown, Bingo and Online Casinos & Poker
commercials represented a greater proportion of Gambling spots in 2012 compared with 2005 as
Lottery & Scratch cards accounted for a smaller share.

A 39.5% of Gambling spots were broadcast between 0930-1659 in 2012 and a further 33.5% were
broadcast between 2300-2959 i exposure during both dayparts increased over the analysis period
while other dayparts saw a fall in share.

A The Terrestrial channels accounted for 1.3% of all Gambling spots shown in 2012 i the greatest
proportions were shown across 6 Ot M 2%) and Music(22.1%) channels with the 6 TA@ Ot h e r ¢
accounting for 8.3%.




Summary

Advertising Activity: Gambling
Impacts

A A d u lexpssére to Gambling advertising increased five-fold from 5.8bn impacts in 2005 to 30.9bn impacts
in 2012, accounting for 3.2% of all advertising seen in 2012.
A ABC1 Adult impacts: 2.2bn in 2005 to 11.8bn in 2012
A C2DE Adult impacts: 3.6bn in 2005 to 19.1bn in 2012
A Children: 0.5bn impacts in 2005 to 1.8bn in 2012
A Children 10-15: 0.3bn impacts in 2005 to 1.1bn impacts in 2012

A Between 2005 and 2012, Gambling impacts increased at a significantly faster rate than total television
impacts. The volume of Lottery & Scratch card advertising seen remained relatively stable across the
analysis period, although its share fell as total Gambling impacts increased i over the same period the
proportion represented by Bingo, Online Casino & Poker and Gambling Sports advertising increased.

A Exposure to Gambling commercials has been spread across the day with the largest proportion seen
between 0930-1659 i the proportion seen between 1700-2259 fell while exposure during the daytime and
late evening increased. Compared with Adults, Ch i | d exposubesto Gambling advertising was lower
between 0930-1659 and 2300-2959 and higher between 1700-2059.

A While the Terrestrial channels continued to account for the greatest share of Gambling impacts across all
demographic groups, these channels represented a falling share of impacts as exposure across the other
channel groups increased. Compared against Adult impacts, Ch i | d exgosuéesvas lower as a share of
total Gambling impacts across the Terrestrial channels and higher across Music channels.
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Between 2005 and 2012 the total amount of television advertising
shown almost doubled from 17.4m to 34.2m spots i over this period the

proportion of spots accounted for by Gambling commercials increased
from 0.5% to 4.1%

Number of total spots Share of total spots

17.4m 21.2m 25.6m 31.8m 32.7m 32.7m 32.9m 34.2m
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Source: BARB/Nielsen Monitor - Analysis excludes HD variants.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The total amount of Gambling commercials shown increased from
90k spots in 2005 to almost 1.4m million spots in 2012

Number of Spots (000s): Gambling
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Source: BARB/Nielsen Monitor - Analysis excludes HD variants.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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While advertising across all sub-categories has grown, Bingo and
Online Casinos & Poker commercials represented a greater proportion

of Gambling spots in 2012 compared with 2005 as Lottery & Scratch

cards accounted for a smaller share
Number of spots: Gambling by sub-category Share of spots: Gambling by sub-category
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Source: BARB/Nielsen Monitor - Analysis excludes HD variants.

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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39.5% of Gambling spots were broadcast between 0930-1659 in 2012
and a further 33.5% were broadcast between 2300-2959 i exposure
during both dayparts increased over the analysis period while other

dayparts saw a fall in share
Spots by daypart: Gambling
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Source: BARB/Nielsen Monitor - Analysis excludes HD variants.
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The Terrestrial channels accounted for 1.3% of all Gambling spots
shownin2012it he greatest proportions wer .
Music channels with the o0Top 10 Ot he

Spots by channel group: Gambling Share of spots by channel group: Gambling
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Between 2005 and 2012, Gambling impacts increased at a significantly
faster rate than total television impacts

Total Commercial Impacts: All product Total Commercial Impacts: Total Gambling
categories
Impacts, 2005 | 2012 | % change Impacts, 2005 | 2012 | % change
Billions Billions
Adults 755.4 952.9 +26% Adults 30.9 +436%
ABC1 Adults 299.1 3744 +25% ABC1 Adults 2.2 11.8 +432%
C2DE Adults 456.3 578.5 +27% C2DE Adults 3.6 19.1 +438%
Children 4-15 954 97.3 +2% Children 4-15 0.5 1.8 +272%

Children 10-15 49.7  47.7 -4% Children 10-15 0.3 1.1 +273%
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Adul tsd exposure to Gambl i ngolddrdmer t i
5.8bn impacts in 2005 to 30.9bn impacts in 2012, accounting for 3.2% of
all advertising seen in 2012

Number of Impacts: Gambling, Adults

0.8% 1.0% 1.2% 1.8% 2.1% 2.2% 2.4% 3.2%  Share of total
impacts
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=630 impacts
Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The volume of Lottery & Scratch card advertising seen by Adults remained
relatively stable across the analysis period, although its share fell as total

Gambling impacts increased T over the same period the proportion represented
by Bingo, Online Casino & Poker and Gambling Sports advertising increased

Number of impacts: Gambling by sub-category, Share of impacts: Gambling by sub-category,
Adults Adults
5.8bn 8.0bn 9.9bn 15.8bn18.5bn21.0bn 22.7bn 30.9bn
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Exposure to Gambling commercials has been spread across the day
with the largest proportion seen between 0930-1659 i the proportion
seen between 1700-2259 fell while exposure during the daytime and

late evening increased
Impacts by daypart: Gambling, Share of impacts by daypart: Gambling,

Adults Adults
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Source: BARB/Nielsen Monitor
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The Terrestrial channels accounted for 12.7bn Adult Gambling impacts
iIn 2012 7 while the volume of impacts increased over the analysis

period these channels accounted for a falling share of impacts as
exposure across other channel groups increased

Impacts by channel group: Gambling, Share of impacts by channel group: Gambling,
Adults Adults
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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ABC1 Adult impacts across the Gambling category increased from
2.2bn in 2005 to 11.8bn in 2012, resulting in an increase in the

proportion of total commercial advertising accounted for by these ads

from 0.7% to 3.1% over the same period
Number of Impacts: Gambling, ABC1 Adults

0.7% 1.0% 1.2% 1.8% 2.0% 2.2% 2.3% 3.1% Share of total
impacts
12.0 11.8
5 10.0 o4
g): 8.0 '
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L 40 31 :
g 2.2
0.0
2005 2006 2007 2008 2009 2010 2011 2012
=451 impacts
Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Gambling impacts among ABC1 Adults have been distributed across

the day with the largest share seen between 0930-1659 i this daypart
along with 2300-2959 have both represented an increasing share of

exposure
Impacts by daypart: Gambling, Share of impacts by daypart: Gambling,
ABC1 Adults ABC1 Adults
2.2bn3.1bn 3.8bn 6.2bn 7.3bn  8.0bn 8.4bn11.8bn
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Source: BARB/Nielsen Monitor
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Gambling

OfFcom

| .|
The volume of Gambling impacts seen on the Terrestrial channels
Increased from 1.6bn in 2005 to 4.7bn in 2012, the share represented by

this channel group fell from 70.1% to 39.6% while the share accounted
for by the 060t hero, PSB portfolio an:

Impacts by channel group: Gambling, Share of impacts by channel group: Gambling,
ABC1 Adults ABC1 Adults
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Exposure to Gambling advertising increased from 3.6bn C2DE Adult
impacts in 2005 to 19.1bn impacts in 2012, accounting for 3.3% of all
television advertising seen by this demographic

Number of Impacts: Gambling, C2DE Adults

0.8% 1.1% 1.3% 1.9% 2.1% 2.3% 2.4% 3.3% Share of total
impacts
20.0 19.1
IS
- 14.3
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©
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3 4.9
£ 5.0 ->p
S
0.0
2005 2006 2007 2008 2009 2010 2011 2012
=833 impacts
Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Over a third of all Gambling advertising seen by C2DE Adults, in
2012, was during the 0930-1659 daypart i 17.9% was seen between
2300-2959 in 2012, compared with 9.8% in 2005

Impacts by daypart: Gambling, Share of impacts by daypart: Gambling,
C2DE Adults C2DE Adults
3.6bn 4.9bn 6.2bn 9.6bn 11.3bn13.0bn 14.3bn 19.1bn
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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While the volume of Gambling impacts represented by the PSB-owned
channels increased from 2.9bn in 2005 to 12.2bn in 2012, the share

represented by these channels fell from 81.6% to 63.9% - over the same
peri od the share represented by Spor

Impacts by channel group: Gambling, Share of impacts by channel group: Gambling,
C2DE Adults C2DE Adults
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Childrendos exposure to Gambling ad\
impacts in 2005 to 1.8bn impacts in 20127 representing 1.8% of all

advertising seen by this group, compared with 3.2% among Adults
Number of Impacts: Gambling, Children 4-15
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impacts
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Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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In 2012, 21.2% of Child Gambling impacts were seen between 2100-2259
and 12.8% post-2300, up from 6.7% in 2005 - compared with Adults,

Childrends exposure to Gambling adle¥®rt

and 2300-2959 and higher between 1700-2059
Impacts by daypart: Gambling, Share of impacts by daypart: Gambling,
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The proportion of Gambling ads seen by Children on the Terrestrial channels

fell from 65.5% in 2005 to 35.8% in 2012 with the Portfolio, Sports, Music and

00t herd channel s all ac c duweontparedgvitif Aaults,gr ow
their share of exposure was lower across the Terrestrial channels and higher

across Music channels . .
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The amount of Gambling advertising seen by older children

increased from 0.3bn in 2005 to 1.1bn in 2012, accounting for 2.3%
of all commercial advertising seen

Number of Impacts: Gambling, Children 10-15
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Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The proportion of Gambling advertising seen by 10-15 year olds post-

2300 increased from 7.9% in 2005 to 14.8% in 20121 the proportion
viewed between 0930-1659 also increased from 14.1% to 30.2%

Impacts by daypart: Gambling, Share of impacts by daypart: Gambling,
Children 10-15 Children 10-15
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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While the volume of Gambling impacts increased across all channel groups
between 2005 and 2012, the proportion represented by the Terrestrial channels

fell as the shares across other channel groups rose i the share represented by
Music channels stood at 8.5% compared with 2.6% among Adults

Impacts by channel group: Gambling, Share of impacts by channel group: Gambling,
Children 10-15 Children 10-15
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Advertising Activity: Lottery & Scratch cards
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Advertising Activity: Lottery & Scratch cards

Commercial Spots

A The number of LSC spots broadcast increased from 62k in 2005 to 355k in 2012, accounting for
1.0% of all commercials shown i with a 58% increase between 2011 and 2012.

A The distribution of LSC spots was fairly stable between 2005 and 2010 i since then there has been a
notably increase in the volume and proportion of spots shown between 0930-1659.

A Terrestrial channels accounted for 1.5% of LSC spot broadcast in 20127 6 Ot famdMasic channels
represented 40.0% and 26.4% of spots respectively and the proportion shown across Movie
channels increased to 10.7% in 2012.




Summary
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Advertising Activity: Lottery & Scratch cards

Impacts

A Exposure to LSC commercials almost doubled from 4.5bn Adult impacts in 2005 to 8.4bn in 2012,
accounting for 0.9% of all advertising and 27.2% of all Gambling advertising seen.
A ABC1 Adult impacts: 1.7bn in 2005 to 3.1bn in 2012
A C2DE Adult impacts: 2.8bn in 2005 to 5.3bn in 2012
A Children: 385m impacts in 2005 to 531m in 2012
A Children 10-15: 236m impacts in 2005 to 323m impacts in 2012

A The greatest proportion of LSC impacts was seen between 1700-2059. The share seen during this
slot fell between 2011 and 2012 as the proportion seen during the 0930-1659 slot, which accounted
for 61.5% of 2012 spots, increased.

A Compared with Adults, Ch i | dexmosufe$o LSC impacts was higher, as a share, during the
1700-2059 slot and lower post-2100.

A The volume of LSC impacts seen across the Terrestrial channels remained fairly stable over the
analysis period although their share of impacts fell as the Portfolio channels represented a growing
share of impacts.

A The Music channels accounted for a notably higher share of LSC impacts among Children
compared with Adults.




Lottery & Scratch cards
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The number of LSC spots broadcast increased from 62k in 2005 to
355k in 2012, accounting for 1.0% of all commercials shown - with a
58% increase between 2011 and 2012

Number of Spots (000s): Lottery & Scratch cards
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Source: BARB/Nielsen Monitor - Analysis excludes HD variants.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The distribution of LSC spots was fairly stable between 2005 and
201071 since then there has been a notably increase in the volume
and proportion of spots shown between 0930-1659

Spots by daypart: Lottery & Scratch cards Share of spots by daypart: Lottery & Scratch
cards
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Terrestrial channels accounted for 1.5% of LSC spot broadcast in 2012
i60t her 6 channels and Music channel s

spots respectively and the proportion shown across Movie channels

increased to 10.7% in 2012

Spots by channel group: Lottery & Scratch cards Share of spots by channel group: Lottery &
Scratch cards
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Exposure to LSC commercials almost doubled from 4.5bn Adult
impacts in 2005 to 8.4bn in 2012, accounting for 0.9% of all
advertising seen and 27.2% of all Gambling advertising seen

Number of Impacts: Lottery & Scratch cards, Adults
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The greatest proportion of LSC impacts was seen between 1700-2059 i
the share seen during this slot fell from 40.2% in 2011 to 35.1% in 2012

as the proportion seen during the 0930-1659 slot, which accounted for

61.5% of 2012 spots, increased from 22.7% in 2011 to 29.3% in 2012
Impacts by daypart; Lottery & Scratch cards, Share of impacts by daypart: Lottery & Scratch
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Lottery & Scratch cards
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The volume of LSC impacts seen across the Terrestrial channels
remained fairly stable but their share fell from 75.5% in 2005 to 47.5% in

20121 25.0% of impacts were seen across the Portfolio channels and a

further 18.6% on 00Ot herd channel s
Impacts by channel group: Lottery & Scratch Share of impacts by channel group: Lottery
cards, Adults & Scratch cards , Adults
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Lottery & Scratch cards
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Among ABC1 Adults, exposure to LSC commercials increased from

1.7bn impacts in 2005 to 3.1bn impacts in 2012, a share of 0.8% of
all commercial advertising seen

Number of Impacts: Lottery & Scratch cards, ABC1 Adults

0.6% 0.8% 0.7% 0.8% 0.8% 0.7% 0.8% 0.8%  %of total imps
78.8% 76.7% 54.5% 42.9% 39.6% 33.8% 33.0% 26.6% % Gambling imps
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Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Lottery & Scratch cards
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The proportion of impacts seen between 0930-1659 increased from
14.9% in 2005 to 27.2% in 2012 while the share seen post-1700 fell
over the same period

Impacts by daypart: Lottery & Scratch cards, Share of impacts by daypart: Lottery & Scratch
ABC1 Adults cards, ABC1 Adults
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The volume of LSC impacts seen across the Terrestrial channels
remained stable but fell as a share from 72.0% in 2005 to 48.0% in 2012

I over the same period exposure increased across the Portfolio and

00t her 6 channel s
Impacts by channel group: Lottery & Scratch Share of impacts by channel group: Lottery
cards, ABC1 Adults & Scratch cards , ABC1 Adults
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Lottery & Scratch cards
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LSC impacts increased from 2.8bn in 2005 to 5.3bn in 2012 among
C2DE Adults T an increase of 89%

Number of Impacts: Lottery & Scratch cards, C2DE Adults

0.6% 0.8% 0.7% 0.8% 0.8% 0.8% 0.8% 0.9%  %of total imps
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The proportion of LSC impacts seen between 0930-1659 increased
from 17.6% in 2005 to 30.5% in 2012 as the proportion seen between
1700-2059 fell from 45.7% to 35.1% over the same period

Impacts by daypart: Lottery & Scratch cards, Share of impacts by daypart: Lottery & Scratch
C2DE Adults cards, C2DE Adults
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The volume of LSC impacts seen across the Terrestrial channels

remained fairly consistent between 2005 and 2012 but fell as a share of
total exposure to LSC advertising as the volume and share of impacts

l ncreased across the Portfolio and 0
Impacts by channel group: Lottery & Scratch Share of impacts by channel group: Lottery
cards, C2DE Adults & Scratch cards, C2DE Adults
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Lottery & Scratch cards

2F-'corn

LSC impacts accounted for 0.5% of all advertising seen by Children
in 2012, with exposure increasing from 385m impacts in 2005 to
531m impacts in 2012

Number of Impacts: Lottery & Scratch cards, Children 4-15

0.4% 0.5% 0.4% 0.5% 0.6% 0.5% 0.5% 0.5%  %of total imps
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Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The largest share of LSC impacts was seen between 1700-2059, accounting
for 41.4% of impacts compared with 35.1% among Adults T exposure

during this daypart declined as a share of all exposure as impacts during

the 0930-1659 slot increased between 2005 and 2012
Impacts by daypart: Lottery & Scratch cards, Share of impacts by daypart: Lottery & Scratch

Children 4-15 cards, Children 4-15
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Lottery & Scratch cards

2F-'corn

In 2012, Music channels accounted for 8.3% of all LSC impacts
among Children compared with 2.9% among Adults i the PSB-
owned channels accounted for lower shares of impacts

Impacts by channel group: Lottery & Scratch Share of impacts by channel group: Lottery
cards, Children 4-15 & Scratch cards , Children 4-15
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Lottery & Scratch cards
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Among older children, exposure to LSC advertising increased from
236m impacts in 2005 to 323m impacts in 2012 7 with a peak of
347m impacts in 2009

Number of Impacts: Lottery & Scratch cards, Children 10-15

0.5% 0.6% 0.5% 0.6% 0.7% 0.6% 0.6% 0.7%  %of total imps
81.0% 78.6% 58.1% 46.7% 46.2% 38.0% 36.6% 29.7% % Gambling imps
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Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The greatest increase in exposure was seen during the 0930-1659
daypart as impacts increased from 32m in 2005 to 91m in 2012 7 the

share of impacts seen during this slot increased as the proportion seen
between 1700-2059 fell

Impacts by daypart: Lottery & Scratch cards, Share of impacts by daypart: Lottery & Scratch
Children 10-15 cards, Children 10-15
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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While the proportion of LSC impacts seen by 10-15 year olds across the
Portfolio channels increased from 7.0% in 2005 to 21.9% in 2012, the fall in
share across the Terrestrial channels led to an overall fall in share across

the PSB-owned channels - Music channels accounted for 9.0% of impacts

Impacts by channel group: Lottery & Scratch Share of impacts by channel group: Lottery
cards, Children 10-15 & Scratch cards , Children 10-15
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Summary
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Advertising Activity: Gambling exc. Lottery & S/C

Commercial Spots

A The volume of GexLSC spots aired increased from 27k in 2005 to 1.0m in 2012, with an increase of
41% between 2011 and 2012 .

A The majority of GexLSC advertising was shown post-2100, accounting for 54.6% of spots in 2012 -
the volume and share of commercials shown between 0930-1659 increased between 2005 and
2012.

A The greatest proportion of GexLSC spots were shown across 6 Ot lclemnéls in 2012, although this
share fell between 2006 and 2012 as advertising across the Music and 6 Tolp Ot h eharinels
increased.




Summary
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Advertising Activity: Gambling exc. Lottery & S/C

Impacts

A Adult exposure to GexLSC advertising rose from 1.2bn impacts in 2005 to 22.5bn impacts in 2012,
accounting for 2.4% of all commercial advertising seen.
A ABC1 Adult impacts: 0.5bn in 2005 to 8.6bn in 2012
A C2DE Adult impacts: 0.8bn in 2005 to 13.9bn in 2012
A Children: 94m impacts in 2005 to 1.3bn in 2012
A Children 10-15: 55m impacts in 2005 to 764m impacts in 2012

A The volume of GexLSC impacts increased across all dayparts between 2011 and 2012 with the
greatest proportion seen between 0930-1659 i the share seen post-2100 increased between 2005
and 2012 as the share seen between 1700-2059 fell.

A Amongst Children, while the greatest share of GexLSC impacts was seen between 0930-1659,
the proportion seen post-2100 stood at 36.9% in 2012. Compared with Adults, a greater share
of 2012 impacts was seen between 1700-2259.

A The volume of GexLSC advertising seen across all PSB-owned channels increased each year
across the analysis period i although the share of impacts represented by these channels fell (as a
result of a reduced share of impacts across the Terrestrial channels) as impacts increased across the
Sports channels.

A Compared with Adults, a greater proportion of Child GexLSC impacts were seen across the
Musicand 6 Ot lthemnéls and a lower proportion was seen across the Terrestrial channels.




Gambling exc. Lottery & S/C
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The volume of GexLSC spots aired increased from 27k in 2005 to
1.0m in 2012, with an increase of 41% between 2011 and 2012

Number of Spots (000s): Gambling exc. Lottery & S/C
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Source: BARB/Nielsen Monitor - Analysis excludes HD variants.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Gambling exc. Lottery & S/C
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The majority of GexLSC advertising was shown post-2100, accounting for
54.6% of spots in 2012 - the volume and share of commercials shown
between 0930-1659 increased between 2005 and 2012

Spots by daypart: Gambling exc. Lottery & S/C Share of spots by daypart: Gambling exc.
Lottery & S/C
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Source: BARB/Nielsen Monitor - Analysis excludes HD variants.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The greatest proportion of GexLSCs pot s was shown ac
channels in 2012 - this share fell between 2006 and 2012 as
advertising across the Music and 0

Spots by channel group: Gambling exc. Lottery Share of spots by channel group: Gambling exc.
& S/IC Lottery & S/C
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Gambling exc. Lottery & S/C
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Adult exposure to GexLSC advertising rose from 1.2bn impacts in
2005 to 22.5bn impacts in 2012, accounting for 2.4% of all
commercial advertising seen

Number of Impacts: Gambling exc. Lottery & S/C, Adults
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Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The volume of GexLSC impacts increased across all dayparts between
2011 and 2012 with the greatest proportion seen between 0930-1659 1

the share seen post-2100 increased between 2005 and 2012 as the
share seen between 1700-2059 fell

Impacts by daypart: Gambling exc. Lottery & Share of impacts by daypart: Gambling exc.
S/C, Adults Lottery & S/C, Adults
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The volume of GexLSC advertising seen across the PSB-owned
channels increased to 13.1bn Adult impacts in 2012 i this fell as a share

to 58.0% of GexLSC impacts as exposure across the Sports channels

has increased
Impacts by channel group: Gambling exc. Share of impacts by channel group: Gambling

Lottery & S/C, Adults exc. Lottery & S/C, Adults
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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GexLSC impacts accounted for 2.3% of all television advertising

seen by ABC1 Adults with impacts increasing from 0.5bn in 2005 to
8.6bn in 2012

Number of Impacts: Gambling exc. Lottery & S/C, ABC1 Adults
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Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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While a third of all GexLSC impacts were seen between 0930-1659,
this share fell between 2011 and 2012 as the share seen post-2100
Increased

Impacts by daypart: Gambling exc. Lottery & Share of impacts by daypart: Gambling exc.
S/C, ABC1 Adults Lottery & S/C, ABC1 Adults
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The volume of GexSC impacts seen across the Terrestrial channels
increased from 2.2bn in 2011 to 3.2bn in 2012 7 although the proportion

of impacts delivered across this channel group fell year-on-year as the

proportion seen on the Portfolio channels increased

Impacts by channel group: Gambling exc. Share of impacts by channel group: Gambling
Lottery & S/C, ABC1 Adults exc. Lottery & S/C, ABC1 Adults
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Among C2DE Adults, exposure to GexLSC advertising increased
from 0.8bn impacts in 2005 to 13.9bn impacts in 2012, with a 4.2bn
Increase in impacts between 2011 and 2012

Number of Impacts: Gambling exc. Lottery & S/C, C2DE Adults

0.2% 0.3% 0.6% 1.1% 1.3% 1.5% 1.6% 2.4%  %of total imps
21.9% 24.2% 46.2% 57.4% 61.4% 66.7% 67.8% 72.5% % Gambling imps
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Source: BARB/Nielsen Monitor.

per individual
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Over the analysis period the proportion of GexLSC impacts seen
between 1700-2059 fell to 21.4% as the share seen between both
0930-1659 and post-2100 increased to 38.3%

Impacts by daypart: Gambling exc. Lottery & Share of impacts by daypart: Gambling exc.
S/C, C2DE Adults Lottery & S/C, C2DE Adults
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The volume of GexLSC impacts seen by C2DE Adults increased across
all channel groups between 2011 and 2012 with a 2.5m increase across

PSB-owned channels and a increase in the share of impacts seen

across the Portfolio channels to 20.3% _ _
Impacts by channel group: Gambling exc. Share of impacts by channel group: Gambling
Lottery & S/C, C2DE Adults exc. Lottery & S/C, C2DE Adults
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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GexLSC impacts accounted for 1.3% of all television advertising seen
by Children in 2012 compared with 2.4% of advertising seen by Adults i

the volume of impacts increased from 94m to 1.3bn over the analysis

period
Number of Impacts: Gambling exc. Lottery & S/C, Children 4-15

0.1% 0.1% 0.3% 0.6% 0.7% 0.8% 0.9% 1.3% %of total imps
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Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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While the greatest share of GexLSC impacts was seen between 0930-

1659, the proportion seen post-2100 stood at 36.9% in 2012 7 compared
with Adults, a greater share of 2012 impacts was seen between 1700-

2259
Impacts by daypart: Gambling exc. Lottery & Share of impacts by daypart: Gambling exc.
S/C, Children 4-15 Lottery & S/C, Children 4-15
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The share of GexLSC impacts seen by Children across the Terrestrial
channels stood at 32.9% in 2012, compared with 38.9% amongst Adults

I 7.4% were seen across the Music channels compared with 2.4%
amongst Adults

Impacts by channel group: Gambling exc. Share of impacts by channel group: Gambling
Lottery & S/C, Children 4-15 exc. Lottery & S/C, Children 4-15
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Exposure to GexLSC advertising amongst older children increased
from 55m impacts in 2005 to 764m impacts in 2012, representing
1.6% of all television advertising seen

Number of Impacts: Gambling exc. Lottery & S/C, Children 10-15

0.1% 0.2% 0.4% 0.7% 0.8% 1.0% 1.1% 1.6%  %of total imps
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Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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In 2012, 41.9% of GexLSC impacts were seen post-2100, an increase
from 39.7% in 2011 - compared with Adults, a greater share of 2012
iImpacts was seen between 1700-2259

Impacts by daypart: Gambling exc. Lottery & Share of impacts by daypart: Gambling exc.
S/C, Children 10-15 Lottery & S/C, Children 10-15
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Compared with Adults, a higher proportion of 10-15 year old impacts
were seen across the Music (8. 3% vs.

(29.7% vs. 25.9%) with a notably lower share seen across the Terrestrial
channels (29.5% vs. 38.8%)

Impacts by channel group: Gambling exc. Share of impacts by channel group: Gambling
Lottery & S/C, Children 10-15 exc. Lottery & S/C, Children 10-15
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Summary

Advertising Activity: Bingo

Commercial Spots

A

The number of Bingo commercials broadcast rose from 21k spots in 2005 to 532k in 2012 with
advertising steadily rising following a drop in 2009.

The majority of Bingo commercials were shown during the daytime, with 69.2% of spots shown
between 0600-1659 in 2012.

Almost half of all Bingo spots were shown across 6 Ot fcleannéls 1 although this share has fallen
over the years as volume has increased across Music andthe 6 T d®Ot h ehandels.




Summary

Advertising Activity: Bingo
Bingo

A Exposure to Bingo advertising increased ten-fold between 2005 and 2012 with 12.7bn impacts
representing 1.3% of all television advertising seen by Adults.
A ABC1 Adult impacts: 0.4bn in 2005 to 4.5bn in 2012
A C2DE Adult impacts: 0.7bn in 2005 to 8.3bn in 2012
A Children: 87m impacts in 2005 to 723m in 2012
A Children 10-15: 51m impacts in 2005 to 418m impacts in 2012

A With the majority of spots broadcast during the daytime (0930-1659), the majority of exposure also
takes place during this daypart i although a greater proportion of impacts were seen between 1700-
2059 compared with the proportion of spots shown during the slot.

A Compared against Adults, a lower proportion of Child Bingo impacts were seen during the
daytime with a higher proportion seen between 1700-2300i although it should be noted that
the volume of Child Bingo impacts is significantly lower.

A Almost half of all Bingo advertising seen by adult groups was on the Terrestrial channels, with a
further fifth on the Portfolio channels i the overall share represented by PSB-owned channels fell
between 2009 and 2012 as exposure across the 6 Ot lthemnéls increased.

A Between 2010 and 2012, the volume of Bingo impacts seen by Children increased across all
channel groups. The share of impacts seen across Music channels and 6 Ot hcleannéls is
considerably higher compared with Adults, while the share seen across the Terrestrial channels
IS lower.
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The number of Bingo commercials broadcast rose from 21k spots in
2005 to 532k in 2012 with advertising steadily rising following a drop
in 2009

Number of Spots(000s): Bingo
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Source: BARB/Nielsen Monitor - Analysis excludes HD variants.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The majority of Bingo commercials were shown during the daytime,

with 69.2% of spots shown between 0600-1659 in 2012

Spots by daypart: Bingo Share of spots by daypart: Bingo
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Source: BARB/Nielsen Monitor - Analysis excludes HD variants.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




Bingo
OfFcom
| .|
Al most half of all Bi ngo spots wer ¢

this share has fallen over the years as volume has increased
across Music and the o6Top 10 Ot her ¢

Spots by channel group: Bingo Share of spots by channel group: Bingo
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Exposure to Bingo advertising increased ten-fold between 2005 and
2012 with 12.7bn impacts representing 1.3% of all television
advertising seen by Adults

Number of Impacts: Bingo, Adults
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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With the majority of spots broadcast during the daytime, the majority of
exposure also takes place during this daypart 7 although 28.2% of

iImpacts were seen between 1700-2059 compared with 15.9% of spots

shown during this slot
Impacts by daypart: Bingo, Share of impacts by daypart: Bingo,
Adults Adults
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Almost half of all Bingo advertising seen by Adults was on the
Terrestrial channels, with a further 20.2% on the Portfolio channels i

the overall share represented by PSB-owned channels fell between

2009 and 2012 as exposure across the
Impacts by channel group: Bingo, Share of impacts by channel group: Bingo,

Adults Adults
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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ABC1 Adult exposure to Bingo advertising increased from 0.4bn

Impacts in 2005 to 4.5bn impacts in 2012, representing 1.2% of all

advertising seen and 37.9% of all Gambling advertising seen by the

group
Number of Impacts: Bingo, ABC1 Adults

0.1% 0.2% 0.4% 0.7% 0.8% 0.8% 0.9% 1.2%  %of total imps
19.4% 21.5% 36.2% 39.7% 39.1% 36.5% 37.8% 37.9% % Gambling imps
5.0
4.5
[
O
o 4.0
é - 3.2
2.9 .
3.0
-E 2.5
(@)
o 20
g 1.4
o
Z 1.0 0.7
= I
0o N
2005 2006 2007 2008 2009 2010 2011 2012
=171 impacts
Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Compared with Adults, a marginally higher proportion of Bingo
commercials were seen between 2100-2259 (10.4% vs. 8.8%) with a
lower proportion seen between 0930-1659 (53.2% vs. 55.6%) in 2012

Impacts by daypart: Bingo, Share of impacts by daypart: Bingo,
ABC1 Adults ABC1 Adults
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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As with Adults, the majority of Bingo commercials seen by ABC1

Adults were across the PSB-owned channels, although the share
accounted for by these channels has been in decline as exposure

across 060t herod channels has i ncrease
Impacts by channel group: Bingo, Share of impacts by channel group: Bingo,
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Bingo advertising accounted for 1.4% of all television advertising
seen by C2DE Adults in 20121 the volume of Bingo impacts
Increased from 0.7bn in 2005 to 8.3bn over the analysis period

Number of Impacts: Bingo, C2DE Adults
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Source: BARB/Nielsen Monitor. per individual

- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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The proportion of 2012 Bingo impacts delivered between 0600-1659
amongst C2DE Adults stood at 60.1% compared with 56.3%
amongst ABC1 Adults

Impacts by daypart: Bingo, Share of impacts by daypart: Bingo,
C2DE Adults C2DE Adults
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Source: BARB/Nielsen Monitor.
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Terrestrial channels accounted for 4.1bn Bingo impacts in 2012 7 while
the volume of impacts seen across these channels has increased they

account for a falling share of impacts as exposure across the Portfolio
and 0Otherd channels has risen faste

Impacts by channel group: Bingo, Share of impacts by channel group: Bingo,
C2DE Adults C2DE Adults
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Source:BARB/ Ni el sen Molmipt dr0.6 d@tskeedr on Top 10 channels for airing Gamblin
- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Childrends exposure to Bingo adver:t
iImpacts in 2005 to 723m impacts in 2012, representing 0.7% of all
commercial advertising seen compared with 1.3% amongst Adults

Number of Impacts: Bingo, Children 4-15
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.
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Compared against Adults, a lower proportion of Bingo impacts were
seen during the daytime with a higher proportion seen between 1700-

2300 (44.2% vs. 37.0%) 1 although it should be noted that the volume of

Bingo impacts seen is significantly lower
Impacts by daypart: Bingo, Share of impacts by daypart: Bingo,
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- New BARB panel introduced 1st Jan 2010. As a result pre and post panel change data must be treated with caution.




































































































