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About this document 

This is the twelfth year in which Ofcom has published the International Communications Market 

Report, which provides comparative international data on the communications sector. In this report we 

compare industry structures and consumer outcomes in the UK with those in 16 comparator countries, 

in telecoms, TV and video, radio and audio, internet and online content, and post.  
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Introduction 

Purpose of this report 

The aim of the report is to compare the UK communications sector with a range of countries in order 

to assess how the UK is performing in an international context.  

This report is intended to be used in a number of ways: to benchmark the UK’s communications 

sector, to learn from market and regulatory developments in other countries, and to provide the 

context for Ofcom’s regulatory initiatives. It also contributes to the information we draw upon, 

enabling us to understand how our actions and priorities can influence outcomes for citizens and 

consumers, and for communications markets generally. This report complements other research 

published by Ofcom and forms part of the Communications Market Report series, which includes the 

UK Communications Market Report and specific reports for Northern Ireland, Scotland and Wales (all 

published in August 2017).  

Data and methodologies 

This report provides comparative international data on the communications sector. It compares the 

availability, take-up and use of services in the UK against 16 comparator countries: 

1. France (FRA) 

2. Germany (GER) 

3. Italy (ITA)  

4. The United States (USA) 

5. Japan (JAP) 

6. Australia (AUS) 

7. Spain (ESP) 

8. Sweden (SWE) 

9. The Netherlands (NED) 

10. Poland (POL) 

11. South Korea (KOR) 

12. Brazil (BRA) 

13. Russia (RUS) 

14. India (IND)  

15. China (CHN) 

16. Nigeria (NGA) 

In the telecoms and networks chapter, we also include Portugal (POR) and New Zealand (NZD) as 

additional comparator countries, as these markets are of interest with regard to the deployment of 

‘full-fibre’ network infrastructure.  
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For some of the analysis, including our own consumer research, we focus on a smaller subset of 

comparator countries. These were chosen in order to provide international comparison. The 

European countries allow for comparison with our neighbouring markets, while Brazil, Russia, India 

and China (the BRIC countries), plus Nigeria, are recognised as significant emerging economies. 

A number of different data sources have been used to inform our analysis, including:  

• research data commissioned by Ofcom;  

• data collected by Ofcom from operators;  

• data sourced from desk research;  

• custom research from third parties; and  

• discussions with industry bodies, operators, regulators and commentators.  

Data in the report generally cover the 2016 calendar year, although other data – notably from 

Ofcom’s consumer research – are more recent. 

Comparisons between data in this report and its predecessors will not always be possible, due to 

changes in definitions, exchange rates and re-statements over time, changes in methods of 

collecting data and use of new data sources. For reasons of sampling and definitions, some UK data 

published in this report may not be directly comparable with data published in other Ofcom reports, 

such as the UK Communications Market Report1 and the Connected Nations 2017 report.2 We have 

highlighted incomparability in a number of key instances in this report.  

  

                                                           
1 https://www.ofcom.org.uk/research-and-data/multi-sector-research/cmr/cmr-2017  
2 https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-
nations-2017 

https://www.ofcom.org.uk/research-and-data/multi-sector-research/cmr/cmr-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
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Methodological note 

We have set out below some explanation of  the major data sources used in this report. Other data sources we 

have used are: Ampere Analysis, App Annie Intelligence, comScore, Deloitte, Ecommerce Europe, Eurodata TV 

Worldwide, Médiamétrie, Populus, the Reuters Institute, World Advertising Research Centre (WARC), Wik-

Consult, WorldDAB and YouGov. We would like to thank all of the providers for their contributions to the data 

presented in this report.  

IHS Markit 

Consultancy firm IHS Markit provided data that we have drawn on mainly for the TV and audio-visual, Radio, 

and Telecoms and networks chapters. IHS Markit has attempted to verify sources and provide market 

estimates where data are incomplete. 

Teligen 

Telecoms pricing consultancy Teligen has provided data and analysis to compare the retail prices for 

consumers of communications services in the UK, France, Italy, Germany, Spain and the US. Data are based on 

tariffs available in Q3 2017.   

PricewaterhouseCoopers 

We have sourced data from PwC’s Global media entertainment outlook 2016-2020 for use in the TV and audio-

visual, Radio, and Internet and online content chapters. The data cover global TV revenues, global radio 

revenues and global advertising expenditure, as well as fixed and mobile internet advertising expenditure. The 

interpretation and manipulation of data is solely Ofcom’s responsibility. 

Ofcom consumer research 

The consumer research undertaken by Ofcom for this report was conducted online with a minimum of 1,000 

respondents in each of the nine countries (weighted to 1,000 per country, 9,000 overall): the UK, France, 

Germany, Italy, the US, Japan, Australia, Spain and Sweden. Because the research was undertaken online, 

samples, and therefore results, may differ from other consumer research conducted by Ofcom, including that 

published in the Communications Market Report 20173, which included face-to-face and telephone interviews. 

In the consumer research any differences in the results between countries  are reported only if they are 

statistically significant. Further information on our consumer research methodology is presented in Appendix B 

of the Technical appendix.4  

Links to other Ofcom publications 

There are a number of metrics in the ICMR 2017 that are similar to those in the Connected Nations 2017 

report.5 The data used in the ICMR differ from those used in Connected Nations on a number of counts, such as 

time period (data presented in the ICMR are generally end-2016 unless otherwise stated, compared to 

May/June 2017 for Connected Nations data) and definitions (e.g. ‘4G outdoor premises mobile coverage, any 

operator’ vs. ‘4G indoor mobile coverage, all operators’).  

Exchange rates 

IHS Markit has used the following exchange rates to convert from local currencies to GBP. All currency 

conversions use the average market exchange rates across 2016, and we have opted to convert data from each 

year at this fixed rate, so that currency fluctuations do not obscure market trends. The exception to this 

methodology is in the international price benchmarking analysis, where purchasing power parity-adjusted 

                                                           
3 https://www.ofcom.org.uk/research-and-data/multi-sector-research/cmr/cmr-2017  
4 https://www.ofcom.org.uk/__data/assets/pdf_file/0026/108881/icmr-technical-appendix.pdf 
5 https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-
nations-2017 

https://www.ofcom.org.uk/research-and-data/multi-sector-research/cmr/cmr-2017
https://www.ofcom.org.uk/__data/assets/pdf_file/0026/108881/icmr-technical-appendix.pdf
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
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exchange rates are used (see the International price benchmarking chapter). All figures in this report are 

nominal unless otherwise stated.  

 

The same USD to GBP exchange rate was used to convert revenue data from PwC’s Global media 

entertainment outlook 2016-2020 into GBP. 
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1.1 Key findings: the UK in context 

UK consumers benefit from the high availability of superfast broadband, but low fibre-to-the-premises 
coverage means that the UK trails in ultrafast broadband  

To participate in the digital world, an internet connection is the basic requirement. But as online services 

evolve and become integral to more and more aspects of everyday life, it is not simply enough to connect 

to the internet; it is necessary to be able to do so quickly and reliably in any location, and this fuels the 

demand for ever-faster fixed and mobile data. 

Fixed broadband services were available to over half of homes in all but one of our comparator countries 

in 2016, and in around half of our countries (including the UK) at least 99% of homes were in areas served 

by one or more fixed broadband network.6 In recent years, the availability and take-up of superfast 

broadband services has increased in all comparator countries, and superfast broadband (offering speeds 

≥30Mbit/s) is currently available to more than nine in ten UK households, a higher proportion than in 

most of our comparator countries.7 However, the availability and take-up of ultrafast services (offering 

speeds ≥300Mbit/s) in the UK is comparatively low, largely due to a focus on the deployment of fibre-to-

the-cabinet rather than fibre-to-the-premises networks. By the end of 2016, ultrafast services with 

advertised speeds of 300Mbit/s or higher were available to over half of the households in six comparator 

countries, compared to just 2% of households in the UK (although ultrafast speeds have been much more 

widely available since Virgin Media launched a 300Mbit/s service on its cable network in March 20178).  

4G take-up is more advanced in the US, Korea, Japan and Australia than in Europe  

Consumers do not only want to connect to the internet from a fixed location, they need access when they 

are on the move. At the end of 2016, half of all UK mobile subscriptions were 4G services being used on a 

4G device9; a higher proportion than in any of the other EU5 countries, but lower than in a number of 

comparator countries, including South Korea, the US, Australia and Japan. Ninety per cent of the UK’s 

mobile data traffic was over 4G networks in 2016, as UK consumers consumed a monthly average of 

1.7GB of mobile data per head in 2016, higher than in the other EU5 countries, but much lower than in 

Sweden (5.7GB), South Korea (3.9GB) and the US (3.7GB)10. 

UK smartphone users spend more time accessing the internet on their mobile than users in most 
countries, but less than in the US 

The increasing availability of high-speed mobile networks and in-home networks is creating a 

proliferation of ways in which people connect to the internet. Smartphones were the devices most used 

by consumers in all comparator countries – 75% of adults in the UK used a smartphone, comparable to 

most other comparator countries but lower than in Spain (87%) and Italy (85%). In the UK, smartphone 

                                                           
6 In the Connected Nations 2017 report, we say that 97% of UK premises could receive an estimated download 
speed ≥10Mbit/s in May 2017, based on premises-level operator data (see https://www.ofcom.org.uk/research-
and-data/multi-sector-research/infrastructure-research/connected-nations-2017). 
7 In the Connected Nations 2017 report, we say that 91% of UK premises could receive an estimated download 
speed ≥30Mbit/s in May 2017. 
8 In the Connected Nations 2017 report, we say that 36% of UK premises could receive an estimated download 
speed ≥300Mbit/s in May 2017. 
9 Including M2M services 
10 In the Connected Nations 2017 report, we say that average data use per mobile connection was 1.9GB in June 
2017. 

https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
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owners spent 62 hours on average using the internet on their device in August 2017, lower than in the US 

(75 hours) and France (66 hours), but higher than in Spain (61 hours), Germany (58 hours) and Italy (52 

hours).  

The next most widely-used internet-connected device was the laptop; 66% of consumers used them in 

the UK – significantly lower than Spain (73%), Germany (72%) and France (71%), but higher than in the US 

(61%). More than half of consumers in the UK (52%) used a tablet, equal to Italy (51%) and Spain (55%) 

but higher than in all other comparator countries. In the UK, the use of desktop computers was lowest, at 

39%; this is in line with Japan and Spain and lower than in the other comparator countries.  

Connected televisions are commonplace in the UK and most comparator countries, and there is high 
interest in other smart devices 

Many households also have their television connected to the internet. Our survey found that internet 

streaming devices such as Apple TV, Chromecast and the Amazon Fire stick have highest take-up in 

Sweden (29%) and the UK (27%). Ownership of smart TVs (i.e. TVs that connect directly to the internet) 

were in 39% of UK households, with take-up highest in Spain, at 46%, followed by Italy and Germany at 

43%.  

Smart appliances such as fridges, microwaves, thermostats, home audio systems, and home security 

systems are now widely available, typically managed via an app on a smartphone. Our research shows 

there is still quite low take-up in all the countries we surveyed. Consumers in Spain are most likely to use 

a smart thermostat, heating or lighting controls (14%, compared to 6% of UK households), and consumers 

in the US are most likely to have smart speakers (10%, compared to 6% in the UK). However, there is a lot 

of interest in owning smart devices – more than half of UK internet users said they were interested in 

owning: smart thermostat, heating or lighting controls (57%); smart home monitoring (58%); smart 

appliances (56%); smart speakers (53%); and a car with connected features (51%). There are broadly 

comparable levels of interest in other comparator countries. 

Three-quarters of people in Spain are concerned that their online personal information is not stored 
securely, compared to two-thirds of people in the UK 

The ubiquity of internet connectivity creates concerns about security. Almost seven in ten (69%) 

consumers in the UK expressed concern that their online personal information was not being stored 

securely by websites. Among the countries we surveyed, concern was highest in Spain (79%) followed by 

the US (73%). Websites and apps that shared user data with third-party companies were also flagged as 

an area of concern; 78% of respondents in Spain, 70% of respondents in the US and 68% in the UK felt 

troubled by this. 

Eleven per cent of internet users in the UK said that they had personally had their email, social network or 

online bank account accessed by an unauthorised person, and 25% said that they knew someone this had 

happened to. Internet users in the US were the most likely to have experienced these issues, with 22% 

saying they had personally experienced this type of security breach, and 34% saying they knew someone 

who had. In all countries surveyed, a large number of consumers were concerned that the steps they had 

taken to protect their online security and privacy were not sufficient. In the UK 57% of internet users 

were concerned that the security measures they had installed were insufficient to stop someone 
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accessing their accounts; the highest levels of concern about this were in Spain (76%), the US (67%) and 

Italy (64%), with internet users in France (46%), Sweden (46%) and Japan (48%) the least concerned. 

UK consumers spend more than consumers in other countries on internet shopping, but use of mobile 
payment is more advanced in Sweden. 

Despite these concerns, mobile phone owners are widely using their phones to carry out financial 

activities such as checking their bank balances, making purchases, transferring money and even paying for 

public transport. In the UK, over half of smartphone owners use their phones to check their bank 

balances, while consumers in Sweden are more advanced in using their mobile phones to make 

payments. Our survey found that 54% of mobile phone owners in Sweden used their phone to pay in a 

store, compared to 20% in the UK.11  

UK consumers have embraced internet shopping. In 2016, UK consumers spent £2,175 per head making 

purchases on the internet, more than double the spend by consumers in any other comparator country. 

This has helped drive increases in internet advertising, which accounted for more than 50% of all 

advertising expenditure in the UK for the first time in 2016, a similar share to Sweden (54%) and China 

(53%) and much higher than in most other countries including the US (40%), France (35%) and Germany 

(31%). Internet shopping is also driving innovation in the postal sector. Our survey found that UK 

consumers were more likely to use next-day delivery services than were consumers in other countries, 

and a third of UK consumers had used same-day delivery for an online purchase. About three-quarters of 

internet users in the UK and the US said they had used a website or app to track the delivery of a parcel or 

online shopping delivery and, in the UK, 23% said they had had a delivery made to a parcel locker, 

compared to 75% in France. 

To reduce delivery costs and/or increase speed, postal operators in some countries have been 

experimenting with drone deliveries; trials have taken place in the UK, Iceland, Switzerland, Singapore, 

Germany and the US. Tapping into the retail potential of food delivery, postal operators such as DPD in 

Germany also deliver groceries, while PostNL further expanded its food delivery network in the 

Netherlands at the beginning of 2017.12  

Digital radio listening is higher in the UK than in all other comparator countries 

Digital technologies and connected consumers are also transforming the ways in which people listen to 

audio services. Among our comparator countries, the UK leads the way in the proportion of its population 

that can now receive a DAB digital radio (97% followed by 96% in Germany and 75% in Italy) and also in 

how many people listen to radio through any digital platform (40% in the UK, followed by the US (30%), 

Germany (30%) and Spain (28%). Although it is not one of our comparator countries, we note that at the 

start of 2017 Norway began its radio switchover, with all national stations scheduled to switch off their 

analogue transmissions by mid-December 2017. 

In all but one of the surveyed countries, at least half of mobile phone owners used their device to listen to 

music13. Mobile phone users in Italy were the biggest consumers of music via their device, with seven out 

of ten (70%) using their device to listen to music compared to 52% in the UK. Mobile phone users in Italy 

                                                           
11 Deloitte Global Mobile Consumer Survey 2017 
12 See https://www.postnl.nl/en/about-postnl/press-news/news/2017/postnl-further-expands-food-delivery.html  
13 Sweden 35% 

https://www.postnl.nl/en/about-postnl/press-news/news/2017/postnl-further-expands-food-delivery.html
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were also more likely than in the comparator countries to watch music videos on their phone (41%). This 

compares to 24% of mobile phone users in the UK 

Music streaming services are growing in the UK and other countries, but radio still has very high reach  

Internet users in Sweden and the US were the most likely to use music streaming services,14 both via their 

smartphones and in general. The fact that music streaming service Spotify was first launched in Sweden, 

and telecoms providers offer bundled access to streaming media services as part of their data package, 

may explain the high use of the service in the country, and why Sweden had the highest average mobile 

data volumes per person across our comparator countries in 2016.  

Streaming music services such as Apple Music, Tidal, Spotify and Pandora were the key drivers of growth 

in the music industry across the world in 2016. In the majority of markets we considered, including the 

UK, revenues from streaming contributed to a greater proportion of digital music revenues than 

downloads of tracks or albums. UK music industry revenues increased by 3% in 2016, comparable to 

growth rates in other European countries, but lower than in the US, where revenues grew by 7%. 

Streaming accounted for 62% of digital music revenue in the UK in 2016, lower than in many other 

countries including France (81%) and the Netherlands (91%).  

Nevertheless, despite the increase in popularity of music streaming services that allow users to select 

their own music, radio still has very high reach in most comparator countries. In the UK, 90% of 

households listened to the radio at least once a week in 2016, higher than in most of our other 

comparator countries. The reach of radio was greatest in China (98%), Sweden (94%) and Poland (94%) 

and lowest in Nigeria (20%) and Japan (38%).  

High levels of watching time-shifted TV in the UK is linked to use of on-demand services like BBC 
iPlayer, which are more popular than similar services in other countries 

Watching live broadcasting continues to be the main way in which people watch television in all of our 

comparator countries, although average live television viewing fell in most countries in 2016, as viewers 

watched more time-shifted and video-on-demand programmes. UK viewers watched an average of 3 

hours 3 minutes of live television a day in 2016, five minutes less than in 2015. Viewers in Poland and 

Japan had the highest viewing figures and watched an average of 4 hours 22 minutes of live television in 

2016, whereas the lowest average viewing in our comparator countries was 2 hours 20 minutes in 

Sweden. 

Time-shifted viewing (i.e. watching broadcast programmes either from recordings or from broadcaster 

catch-up services) was highest in the US (30mins a day on average) and the UK (29mins) – both more than 

twice as high as in any of the other eight countries for which data were available. High levels of watching 

time-shifted programmes in the UK is in part due to widespread use of broadcaster on-demand services 

such as BBC iPlayer and ITV Hub – 56% of UK internet users said they used these services, well ahead of 

take-up of comparable services in the other countries we surveyed.  

                                                           
14 Smartphone streaming: Sweden 39%, US 36% compared to UK’s 23%. General streaming: Sweden 43%, US 48% 
compared to the UK’s 37% 



 

14 

 

Subscription video-on-demand services are most popular in the US and the UK, supported by large 
libraries of English-language content 

Subscription video-on-demand (SVoD) services such as Netflix and Amazon Prime are also widely used in 

many countries. In the UK, 36% of internet users said they watched TV or films on SVoD, lower than in the 

US (46%), but higher than all other comparator countries; in addition, 31% of UK consumers said that they 

watched TV or films using video-on-demand services through a pay-TV provider, the joint-highest 

proportion among the countries we surveyed, with Spain (29%). Netflix and Amazon are the largest global 

SVoD providers, and their libraries are dominated by English-language content: US productions made up 

81% of all the hours on Amazon among our comparator countries, and 66% on Netflix. UK productions 

came second on both platforms, making up almost a fifth of productions on Netflix and just over a tenth 

on Amazon. 

Pay TV has been growing in most countries, including the UK, although a decline in subscribers in the 
US indicates a potential threat from video-on-demand services 

Pay-TV subscription revenues continue to drive the majority of global television revenues, contributing 

£154bn towards global TV revenues of £304bn. In 2016 the US was by far the largest TV market (£132bn); 

generating per-capita revenues of £406 in 2016. Germany (£254) was the only other of our comparator 

countries which had higher per-capita revenues than the UK (£207). In both the UK and Germany, TV 

revenues are boosted by licence fees, which accounted for £111 per head in Germany and £58 per head 

in the UK. 

The UK has lower take-up of pay-TV (58%) than most comparator countries – the highest take-up among 

our comparator countries was in the Netherlands (98%) and South Korea (96%). Take-up of pay-TV 

increased between 2011 and 2016 in most comparator countries, including the UK (up 3pp). A notable 

exception was the US, where pay-TV take-up fell from 87% in 2011 to 81% in 2016. As the US is the 

country with the highest take-up of SVoD, this may be the result of ‘cord cutting’ as some consumers 

subscribe to Netflix and Amazon in preference to pay TV.  
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2.1 Introduction 

This section provides an overview of recent and ongoing regulatory developments at EU15 and 

international levels in the communications sector. It does not aim to be a comprehensive examination of 

regulatory frameworks across the comparator countries, but highlights significant developments to 

provide some context to the analysis of the international communications market elsewhere in the 

report. 

The section covers the telecommunications and postal sectors as well as the area of content regulation 

and the protection of audiences. It concludes with an overview of international and European radio 

spectrum policy developments.  

2.2 Significant developments in the telecommunications sector 

2.2.1 The EU regulatory framework for electronic communications 

In May 2016, the European Commission (EC) published its Digital Single Market (DSM) strategy,16 setting 

out a vision for achieving an internal market in Europe, in which anyone can access and purchase digital 

goods and services, regardless of their country of origin. 

Comprising 16 actions, the DSM is now well under way, and the EC has published a number of legislative 

initiatives that are expected to be adopted by the European Parliament and Council (28 Member States) 

in the coming year. A review of the regulatory framework for electronic communications (commonly 

referred to as the ‘Framework’, soon to be renamed the European Electronic Communications Code) is 

one of these legislative initiatives.  

The Framework, originally adopted in 2002,17 sets the regulatory principles for electronic communications 

network and service regulation, including the suite of remedies that regulators can impose on operators 

with significant market power, as well as principles for spectrum authorisation and use. It defines the 

permitted scope of universal service obligations (USO) and includes sector-specific measures on 

consumer protection. 

The Framework currently comprises four Directives and two Regulations, and applies to all electronic 

communications networks and services, retail and wholesale, as well as associated facilities and services. 

It aims to ensure effective competition and consumer protection, and constitutes the basis for a 

consistent regulatory environment across the communications markets of all 28 Member States.  

The Framework was last revised in 2009 to ensure that it continued to serve the best interests of 

consumers and industry, and to reflect some of the major developments of the sector, such as growth in 

VoIP and take-up of television services via broadband.  

                                                           
15 The consequences of the UK’s EU referendum vote will be unclear for some time. The UK currently remains a 
member of the EU and the EU regulatory frameworks continue to apply. 
16 http://ec.europa.eu/priorities/digital-single-market/  
17 http://europa.eu/legislation_summaries/information_society/legislative_framework/l24216a_en.htm 

 

http://ec.europa.eu/priorities/digital-single-market/
http://europa.eu/legislation_summaries/information_society/legislative_framework/l24216a_en.htm
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Since then, the EC has continued to monitor the implementation of EU rules and Member States’ progress 

towards achieving the targets set out in the Digital Agenda, which will be described in more detail below. 

It has done so via its annual Digital Agenda Scoreboard18 (DAS), the Digital Economy and Society Index19 

(DESI), and Implementation Reports20. 

In September 2015 the EC launched its second review of the Framework with a public consultation,21 and 

in September 2016 it published legislative proposals (the European Electronic Communications Code).22 At 

the time of writing, the European Parliament and the Council are well into their consideration of the EC’s 

proposals, and trilogue discussions (the reconciliation of the European Parliament’s and Council’s 

positions, mediated by the Commission) commenced in late October 2017. The EC is aiming for a final 

agreement to be adopted by mid-2018. 

The overriding policy focus of the Code is the deployment and take-up of very high speed networks. While 

retaining the core tenets of the economic regulation framework that has been in place since 2002, the 

EC’s proposals sought to increase investment incentives (including, in some cases, through lighter-touch 

regulation). It also proposed to broaden the scope of the Code compared to the current Framework, by 

bringing into scope some ‘over-the-top’ services, and subjecting them to a limited number of new 

regulatory obligations. The EC proposals sought to simplify and increase the level of harmonisation of 

consumer protection provisions across the EU, while explicitly enabling regulators to apply rules on 

switching and contract termination to all elements of a retail bundle. The EC also proposed to remove 

certain services (such as payphones and directory enquiries) from the scope of the mandatory USO, and 

to recast the objectives of the USO from one of service availability to one of affordability. While it also 

proposed that industry funding of USO should no longer be permitted, this has been met with resistance. 

Finally, the EC proposed greater EU-level oversight over national spectrum auctions, and greater 

coordination in the timing and terms of spectrum awards.  

Last but not least, the EC proposed a strengthening of the independence of national regulators, and the 

transformation of the Body of European Regulators for Electronic Communications (BEREC – the network 

of EU national regulators) into a European agency. BEREC is a forum for cooperation, knowledge-

exchange and sharing best practices between independent National Regulatory Authorities (NRAs). The 

European Council, The European Parliament and the EC regularly seek the advice of BEREC on a range of 

policy issues, while NRAs and the EC are required to take the utmost account of any opinion, 

recommendation, guidelines, advice or regulatory best practice adopted by BEREC. 

National regulators including Ofcom are members of BEREC, which was established by the EU as an 

independent advisory body in 2009 (it is not an EU agency). BEREC contributes to the better functioning 

of the internal market by ensuring a more consistent application of the EU regulatory framework. It 

provides advice to the European institutions, both on its own initiative and on request, and complements 

at European level the work performed at national level by NRAs through developing regulatory best 

                                                           
18 http://ec.europa.eu/digital-agenda/en/digital-agenda-scoreboard 
19 http://ec.europa.eu/digital-agenda/en/desi 
20 https://ec.europa.eu/digital-agenda/en/news/implementation-eu-regulatory-framework-electronic-
communications-2015 
21 https://ec.europa.eu/digital-agenda/en/news/public-consultation-evaluation-and-review-regulatory-framework-
electronic-communications 
22 http://europa.eu/rapid/press-release_IP-16-3008_en.htm 

http://ec.europa.eu/digital-agenda/en/digital-agenda-scoreboard
http://ec.europa.eu/digital-agenda/en/desi
https://ec.europa.eu/digital-agenda/en/news/implementation-eu-regulatory-framework-electronic-communications-2015
https://ec.europa.eu/digital-agenda/en/news/implementation-eu-regulatory-framework-electronic-communications-2015
https://ec.europa.eu/digital-agenda/en/news/public-consultation-evaluation-and-review-regulatory-framework-electronic-communications
https://ec.europa.eu/digital-agenda/en/news/public-consultation-evaluation-and-review-regulatory-framework-electronic-communications
http://europa.eu/rapid/press-release_IP-16-3008_en.htm
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practices and by issuing reports on pertinent regulatory issues. In 2017, among other things, BEREC 

assessed the regulatory implications of frequency unbundling on new forms of passive optical networks 

(PONs) and of the convergence of fixed and mobile network networks. It also produced reports on 

current symmetric regulation and universal service practices as well as on the implementation of the 

Broadband Cost Reduction Directive (BRCD) and the net neutrality guidelines. BEREC undertakes about 

thirty such reports every year as well as issuing opinions of draft decisions, recommendations and 

guidelines of the Commission regarding the regulatory framework. Next year, as well as continuing to 

provide inputs to the legislative proposals of the Code as it moves through the legislative process, BEREC 

will, among other things, prepare best practice reports on monitoring mobile coverage, ensuring 

equivalence of access for disabled users and infrastructure sharing. It will also continue its work on the 

development of a net neutrality measurement tool and prepare a report on IoT (internet of things) 

indicators and how to measure them. 

2.2.2 International mobile roaming 

The European regulatory framework for international mobile roaming was originally set out in the first EU 

Roaming Regulation (EC 717/2007), which was subsequently updated in 2009 and 2012.23 This was then 

superseded by measures agreed as part of the Connected Continent Regulation (also known as the 

Telecoms Single Market (TSM) Regulation), which entered into force in April 2016 and set out a timeline, 

conditions and a transitional period, for the abolition of retail roaming surcharges by 15 June 2017. The 

Regulation also introduced new net neutrality rules, covered separately below. 

The new international roaming rules abolished retail roaming surcharges with effect from 15 June 2017 

(known as ‘roam like at home’). This followed agreement on a Commission implementing act on fair use 

and sustainability (in December 2016) and a new regulation regarding wholesale roaming charges (in April 

2017) both of which were envisaged by the TSM Regulation.  As a preliminary step, a substantial 

reduction in retail roaming surcharges had already become applicable from 30 April 2016, until the 

mandatory introduction of ‘roam like at home’ pricing. 

Since June 2017, operators have been allowed to implement fair-use policies (essentially, limits to ‘roam 

like at home’) to prevent the abuse of regulated roaming services, subject to the conditions in the 

Implementing Act. Operators are also able, exceptionally, to apply annually to their NRAs for permission 

to retain surcharges up to the retail caps if they can demonstrate that they cannot cover the costs of 

providing roaming.  

2.2.3 Traffic management and net neutrality  

The net neutrality debate – about the extent to which a principle of non-discrimination should apply to 

internet traffic across networks – has continued to preoccupy national regulators and governments across 

the world, and particularly in Europe and the US, where new rules have been the subject of extensive 

discussion during 2017.   

There is broad global support for the principle that ISPs24 should not become gatekeepers to online 

content, applications and services rather than neutral providers of access to them, to avoid the risk of 

compromising the continued operation of the internet as an open platform for innovation. However, 

                                                           
23 http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=OJ:L:2012:172:0010:0035:EN:PDF 
24 Internet service provider (ISP): a company that provides access to the internet. 

http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=OJ:L:2012:172:0010:0035:EN:PDF
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there is significant disagreement about what exactly this means for ISPs, with strongly held and divided 

views about practices such as ‘zero-rating’. An online content service is ‘zero-rated’ on an internet access 

service when use of the content service does not count against the data cap applying to the internet 

access service.  

By late 2016 there was net neutrality legislation or regulation in place in at least six countries outside the 

EU and US:  

• A 2010 Chilean net neutrality law forbids ISPs from discriminating between content providers 

or from blocking users from accessing lawful content.  

• Singapore’s telecoms regulator maintains a ban on blocking access to lawful content 

(following a 2011 consultation).25 

• In 2012 provisions in a Peruvian law enabling and promoting broadband investment require 

ISPs to respect network neutrality. 

• Israel introduced a net neutrality requirement for mobile broadband services in 2011, and 

extended these to fixed-line services in 2014. 

• in Brazil, the 2014 Civil Rights Framework for the Internet26 included net neutrality rules.  

In general, the trend has been for regulation and legislation to strengthen the protection of net 

neutrality. However, in May 2017, the FCC (the telecoms regulator in the US), under its new Chairman, 

Ajit Pai, issued a consultation on proposals to reverse the fundamentals of the FCC’s February 2015 ‘Open 

Internet’ Order27. The ‘Open Internet’ Order had reclassified broadband internet access services from 

largely unregulated ‘information services’ to more regulated ‘telecommunications services’ (so-called 

Title II), and adopted net neutrality rules similar to those subsequently adopted in Europe’s Telecoms 

Single Market (TSM) Regulation. The FCC consultation does ask whether the ‘bright line rules’ in the 2015 

Order, which ban blocking, throttling and paid prioritisation, should be retained, so some degree of net 

neutrality protection might remain when the consultation process is completed. 

In Europe, the Telecoms Single Market (TSM) Regulation28 introduced rules on net neutrality that came 

into force on 30 April 2016. The Regulation requires ISPs (fixed and mobile) to treat all traffic equally and 

establishes a right for all end-users to access and distribute lawful content, applications and services of 

their choice. It also introduces new transparency requirements for ISPs. Under the Regulation ISPs may 

use reasonable traffic management measures, but blocking and throttling are allowed only in a limited 

number of circumstances, such as preserving network security and managing network congestion. In 

August 2016 BEREC issued guidelines on the implementation of the rules by NRAs. 

The EU framework bans certain ISP practices which would clearly conflict with the purposes of net 

neutrality – such as charging content providers for access to consumers – but also provide for case-by-

case analysis of practices which might pose a risk to internet innovation, but which are not banned 

                                                           
25 
https://www.imda.gov.sg/~/media/imda/files/inner/pcdg/consultations/20101111_neteutrality/netneutralityexpla
natorymemo.pdf 
26 https://www.publicknowledge.org/documents/marco-civil-english-version  
27 https://www.fcc.gov/restoring-internet-freedom  
28 http://eur-lex.europa.eu/legal-content/en/TXT/?uri=CELEX%3A32015R2120  

https://www.imda.gov.sg/~/media/imda/files/inner/pcdg/consultations/20101111_neteutrality/netneutralityexplanatorymemo.pdf
https://www.imda.gov.sg/~/media/imda/files/inner/pcdg/consultations/20101111_neteutrality/netneutralityexplanatorymemo.pdf
https://www.publicknowledge.org/documents/marco-civil-english-version
https://www.fcc.gov/restoring-internet-freedom
http://eur-lex.europa.eu/legal-content/en/TXT/?uri=CELEX%3A32015R2120
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outright. ISP services which include zero-rated content are the most widespread examples of such 

potentially ‘risky’ services. During 2017, EU regulators investigated several cases of zero-rating; some of 

them were determined to be in breach of the TSM Regulation, but others were approved. This illustrates 

the complex position of zero-rating in the net neutrality debate. It is also relevant that in 2016 India’s 

telecoms regulator ruled all zero-rating practices to be impermissible. 

In late 2017, BEREC will publish an analysis of the implementation of the net neutrality rules in the TSM 

Regulation. This should help clarify or resolve ambiguities around the specific rules ISPs must obey in 

order to protect the open internet, something which would be welcomed by industry, regulators and 

open internet activists. Following this, the BEREC 2018 work programme will include a review of the 

operation of the Regulation, intended to inform the Commission’s own review and potential revision of 

the Regulation scheduled for 2019. 

2.2.4 Next-generation access (NGA)29 and broadband roll-out 

The Digital Agenda presented by the EC forms one of the seven pillars of the Europe 2020 Strategy, which 

sets objectives for the growth of the European Union by 2020. The Digital Agenda sets out targets for 

NGA coverage by 2020: Europe needs download rates of 30 Mbit/s for all of its citizens and at least 50% 

of European households should be subscribing to internet connections above 100 Mbit/s by 2020.  

The EU conducted a mid-term review of its Digital Single Market programme this year; it found that, to 

date, there are 35 proposals and initiatives that have been published such as the WiFi4EU scheme which 

will support the installation of wifi coverage in places that are the centre of community life (local 

municipalities, libraries, health centres).  

The EC has extended its thinking beyond 2020 to address longer term broadband needs and has talked of 

a ‘Gigabit society’ by 2025: all schools, transport hubs and main providers of public services as well as 

digitally intensive enterprises should have access to internet connections with download/upload speeds 

of 1 Gigabit of data per second. In addition, all European households, rural or urban, should have access 

to networks offering a download speed of at least 100 Mbit/s, which can be upgraded to 1 Gigabit, and all 

urban areas as well as major roads and railways should have uninterrupted 5G wireless broadband 

coverage.  

The EC aims to turn this ambition into reality by introducing initiatives that will incentivise investments 

and reduce the costs of NGA deployment (e.g. by encouraging co-investments and the sharing of civil 

infrastructure). Member States have now transposed the Cost Reduction Directive30 into national law; this 

aims to reduce costs by making it easier to share and re-use any infrastructure that can deliver broadband 

services. As well as facilitating and incentivising access to physical infrastructure, it also seeks to more 

efficiently co-ordinate civil works, and simplify permit-granting procedures.  

                                                           
29 Next-generation access (NGA) networks are new, or upgraded, access networks that can allow substantial 
improvements in broadband speeds, typically being able to provide actual speeds in excess of 24Mbit/s. NGA 
networks can be based on a number of technologies such as fibre-to-the-cabinet, DOCSIS 3.0 cable and fibre-to-the-
premises/home/building. 
30 https://ec.europa.eu/digital-single-market/en/news/directive-201461eu-european-parliament-and-council  

https://ec.europa.eu/digital-single-market/en/news/directive-201461eu-european-parliament-and-council
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More recently, as noted above, the EC’s proposals for the European Electronic Communications Code 

have as one of their key aims to incentivise investments in high capacity networks, including by facilitating 

co-investment projects and increasing regulatory predictability.   

In various European countries, regulators have defined their own roll-out strategies and begun to 

implement them. Despite their common goals, the type and speed of NGA roll-out varies considerably 

across European countries. In 2016, BEREC’s report: Challenges and drivers of NGA roll-out and 

infrastructure competition31 highlighted a number of factors that impact on a country’s NGA deployment 

(e.g. the model of competition, based to a large degree on the technologies deployed). The report also 

shows that factors that are largely exogenous to NRAs’ sector specific regulation have a significant impact 

on NGA deployment - for example, the type of NGA roll-out is largely shaped by the legacy infrastructure 

and existing civil infrastructure, hence revealing strong elements of path-dependency. However, the 

regulatory approach does have a strong bearing on the degree/type of competition that emerges, and on 

prices – currently, several NRAs are considering how best to balance increased infrastructure competition 

based on passive infrastructure access while retaining service-based competition using the active 

wholesale products of the incumbent. 

Governments and regulatory agencies have also examined policies of imposing structural remedies to 

enhance the deployment of high speed broadband networks. In the UK, Ofcom has made progress toward 

realising the vision it set out in its Digital Communications Review (DCR) which explicitly supported 

investment and innovation in ultrafast broadband networks such as fibre to the home (FTTH) through 

pricing and access remedies. In March 2017, BT agreed to Ofcom’s requirements for the legal separation 

of its network division, Openreach. Openreach will become a distinct company within BT with its own 

Articles of Association such that it will be obliged to make decisions in the interests of all its downstream 

clients. Ofcom hopes that this will enable more competition between communication providers that will 

lead to an accelerated roll-out of fibre closer to end-user premises. In a related proposal, BT’s 

competitors will gain improved access to BT’s duct and pole infrastructure to lay their own fibre cables 

(passive infrastructure access). This will complement existing remedies based on wholesale active 

products (e.g. VULA).  

In Australia, Brazil, Luxembourg, New Zealand, Singapore and South Africa, governments have created 

new state-owned operators in order to participate directly in the construction of broadband networks. In 

2010, the Australian Parliament took fixed infrastructure into state control in the form of a wholesale 

national broadband network (NBNCo). The original strategy of the government was to favour FTTP32 

(fibre-to-the-premises) deployment. However, in December 2013, NBNCo submitted a strategic review to 

the government, recommending an alternative multi-technology approach whereby the NBN would be 

delivered using a range of technologies including FTTC33 (fibre-to-the-cabinet), FTTdp (fibre-to-the-

distribution point) and hybrid coaxial cable, alongside FTTP.  

                                                           
31 http://www.berec.europa.eu/eng/document_register/subject_matter/berec/reports/6488-berec-report-
challenges-and-drivers-of-nga-roll-outrollout-and-infrastructure-competition 
32 Fibre-to-the-premises (FTTP): A form of fibre-optic communication delivery in which an optical fibre is run directly 
onto the customer’s premises. 
33 Fibre-to-the-cabinet (FTTC): Access network consisting of optical fibre extending from the access node to the 
street cabinet. The street cabinet is usually located only a few hundred metres from the subscriber premises. The 

 

http://www.berec.europa.eu/eng/document_register/subject_matter/berec/reports/6488-berec-report-challenges-and-drivers-of-nga-rollout-and-infrastructure-competition
http://www.berec.europa.eu/eng/document_register/subject_matter/berec/reports/6488-berec-report-challenges-and-drivers-of-nga-rollout-and-infrastructure-competition
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In other European countries, approaches vary to the relative application of passive or active remedies. In 

France, for example, very few active FTTH remedies have been imposed as the French regulator pursues a 

policy of incentivising infrastructure competition and the deployment of FTTH. This has required 

geographic variations in remedies, to take account of the different points in the access network at which 

NGA investment becomes commercially viable for communication providers who are not first movers. 

Geographic variations have also been implemented in Spain and Portugal based on the designation of 

competitive and non-competitive areas. Both Iberian countries have also been leaders in the EU in using 

passive infrastructure remedies through symmetric access regulation to facilitate the deployment of NGA 

infrastructure. In Spain, according to the EU’s Digital Progress Report34, 79% of the population has access 

to ultrafast broadband services of 100Mbit/s or more. FTTP networks cover 63% of the population, 

although this drops to 10% in rural areas. Similarly, in Portugal, networks capable of providing at least 

30Mbit/s are available to 95% of households. Symmetric measures in both countries have facilitated co-

investment and co-deployment agreements that deploy FTTH. In Spain, the four main fixed fibre network 

operators have all entered into agreements - the incumbent operator (Telefonica) with the smallest 

player (Jazztel) and Vodafone with Orange. In Portugal, there is a similar situation – Optimus entered into 

a FTTH sharing agreement with Vodafone in 2010 to cover 400K households and in 2017, Vodafone has 

entered into an agreement with the cable operator NOS to cover 2.6 million households. Vodafone’s 

reciprocal rights of way agreement with Portugal Telecom enables each operator to provide commercial 

services using each other’s GPON network, giving each operator FTTP coverage to 900K households. 

These agreements have resulted in increasing coverage as well as competition – 57% of households in 

Portugal can choose from more NGN operator and 43% can choose from three NGN operators.  

The range and mix of policy approaches reflects the trade-off that governments and regulatory agencies 

are having to contend with – the desire to ‘future-proof’ investments and accelerate the transition to a 

‘gigabit society’ by adopting a FTTP policy with the need to spread the large investment that is required 

over a longer period by adopting a multi-technology approach.  

The policy approaches and outcomes described above have mostly focused on supply-side areas. Supply 

side approaches have been preferred in the past because policy makers have been guided by a ‘build it 

and they will come’ mindset and because supply-side targets tend to be measurable and specific. Policy 

frameworks are increasingly including demand-side policies to drive digital progress, and the EU’s digital 

progress report uses dimensions such as human capital and use of online services, as well as connectivity 

measures, to rank and measure progress by countries. 

A report by Ericsson35 shows that countries which have taken a holistic approach that encompasses 

supply-side and demand-side policies that have elements of hard and soft targets within national 

broadband plans (NBBPs) may deliver more optimal levels of social and economic transformation. Supply-

side parameters typically measure coverage, often specifying certain aspects (rural coverage, coverage of 

ultrafast versus superfast broadband, fixed versus other technologies) 

                                                           
remaining segment of the access network from the cabinet to the customer is usually a copper pair but could use 
another technology, such as wireless. 
34 https://ec.europa.eu/digital-single-market/en/european-digital-progress-report#Article  
35 https://www.ericsson.com/en/news/2014/12/15-nations-15-ways-the-many-roads-to-the-networked-society  

https://ec.europa.eu/digital-single-market/en/european-digital-progress-report#Article
https://www.ericsson.com/en/news/2014/12/15-nations-15-ways-the-many-roads-to-the-networked-society
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Demand-side parameters tend to focus more on parameters such as e-government, and providing ICT 

tools to educational and health sectors. NBBPs tend to start with a greater focus on hard supply-side 

targets, particularly in developing countries or to facilitate coverage in rural areas which have less 

attractive economic fundamentals for commercial deployment. In South Africa, for example, the priority 

is to increase its broadband coverage whereas in France, the plans contain targets to increase coverage to 

rural areas. By contrast, in Finland which has already made significant progress in terms of broadband 

coverage and use, the focus is on demand-side initiatives that embed technology more deeply into 

society. 

2.3 Significant developments and activities in the postal sector 

During 2017, substantial discussions took place in the European Parliament and Council on the EC’s 2016 

legislative proposals aimed at ensuring greater transparency in and regulatory oversight over cross-

border parcels tariffs, especially for SMEs and users in remote areas.   

The original proposals include a requirement for NRAs to annually assess the affordability of a range of 

universal service provider (USP) cross-border postal tariffs and the publication by the EC of public listed 

prices of USPs in order to increase peer competition and transparency. The proposals also would require 

third-party access to multilateral cross-border agreements of USPs, with an associated role for regulators 

in approving an access reference offer and adjudicating on any disputes.  

In July 2017, the Council reached agreement on amendments to the Commission’s proposals. Key changes 

which the Council proposed included extending the information requirements on tariffs to all parcel 

service providers with at least 50 employees, replacing the proposed affordability assessment by an 

assessment of ‘unreasonably high’ prices and deleting the proposed third-party access requirements. 

In October 2017, the European Parliament’s Transport Committee reached agreement on its own 

amendments to the Commission’s proposal which also would extend the tariff provision requirements to 

all parcels delivery providers, but with further qualifications relating to the number of employees and 

reporting on subcontractors. However, while the Committee voted to make the NRA affordability 

assessment wider than USPs, it also voted to make such assessments optional i.e. at the NRA’s discretion. 

The next stage in the process is for trilogue meetings to take place between the European Council, the 

European Parliament and the EC with agreement on a final text expected in the first half of 2018. 

Meanwhile, the European Regulators’ Group for Postal Services (ERGP)36, the network of European postal 

regulators tasked with sharing best practice and advising its members and the EC37, has been working on 

the implementing measures which will accompany any new cross-border parcels regulation as well as on 

other aspects of postal regulation. During 2017, the Group has been working to produce reports on the 

following topics: 

• A common set of criteria to ensure the comparability of different postal user needs studies. 

                                                           
36 http://ec.europa.eu/growth/sectors/postal-services/ergp_en 
37 As well as the ERGP, a number of international bodies are active in the postal sector. The Universal Postal Union 
(UPU), a UN body, is the primary forum for cooperation between UN Member States concerning postal services. See 
http://www.upu.int 

http://ec.europa.eu/growth/sectors/postal-services/ergp_en
http://www.upu.int/
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• An assessment of possible changes to the scope of USO in the light of market developments 

and their impact on USO sustainability. 

• A report on costs of the postal network incurred by the designated USPs in providing access 

to other postal providers. 

• A report on recommendations and best practices in regulation for access to the postal 

network of the incumbent USPs. 

• Defining the boundaries between items falling within the postal and transport sectors to 

ensure clarity for NRAs on the performance of their tasks. 

• An analysis of service quality, complaint handling and consumer protection in 2016, including 

an analysis of trends. 

With a wider membership than the ERGP, the Committee of European Postal Regulation (CERP)38 brings 

together representatives of the regulatory authorities in 64 states, including EU Member States, EU 

candidate countries, the EEA and other Eastern European countries. It has two working groups, one 

dealing with postal policy and the other working on Universal Postal Union (UPU)39 issues. In 2017, the 

work of CERP was focused on follow-up actions from the 2016 UPU Congress in Istanbul, in particular 

proposals to reform the structure of the UPU to be considered further at an extraordinary UPU Congress 

to be held in Addis Ababa, Ethiopia, in September 2018. 

2.4 Significant developments in the area of content regulation 
and the protection of audiences 

2.4.1 The EU content regulatory framework 

In Europe, the Audiovisual Media Services Directive (AVMSD)40 is the common framework for the 

regulation of television and video-on-demand (VoD) content. Last reviewed in 2007, the AVMSD sets out 

common minimum rules for television content, focusing on the protection of minors, incitement to 

hatred, advertising, and the promotion of European works. It also ensures that pan-European 

broadcasters have to comply only with a single set of rules: those of the country in which they are 

established (the country-of-origin principle). 

Following a public consultation in 201541 on the fitness of the rules, the EC published a legislative 

proposal to update the AVMSD in May 2016, including: extending the scope of the Directive to cover 

certain internet-delivered services (via the regulation of ‘video-sharing platforms’ (VSPs) such as YouTube, 

in relation to harmful content and hate speech); relaxing the rules on commercial communications; 

harmonising rules on protecting minors; extending the right of Member States to charge levies on on-

demand revenues to fund content investment; and introducing detailed requirements for ensuring the 

                                                           
38 http://www.cept.org/cerp/ 
39 http://www.upu.int 
40 http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=OJ:L:2010:095:0001:0024:EN:PDF 
41 https://ec.europa.eu/digital-agenda/en/news/public-consultation-directive-201013eu-audiovisual-media-
services-avmsd-media-framework-21st 
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independence of NRAs. Negotiations on the proposal continued throughout 2017 and a final text is 

expected to be adopted in the first half of 2018.  

In the meantime, and in part feeding into the AVMSD review process, national regulators in Europe 

continue to work on implementation at the national level, and to cooperate in a number of regulatory 

bodies. One of them is the European Regulators Group for Audio-visual Media Services (ERGA)42, a group 

of EU audio-visual regulators, set up to advise the EC on the application of the AVMSD. In 2015 it 

conducted work on regulatory independence, the scope of the AVMSD, territorial jurisdiction and the 

protection of minors43. In 2016, ERGA continued its work notably on the protection of minors, and on 5 

October 2016 adopted an opinion on the proposal to amend the AVMSD44. It also conducted an analysis 

of co and self-regulatory schemes across Europe.  

National regulators in Europe also cooperate on a wider basis through the European Platform of 

Regulatory Authorities (EPRA)45, an independent group of regulators from 46 countries, that meets twice 

a year to share best practice. 

2.4.2 Content protection and controls in an online environment 

Child online protection46 (and the wider protection of audiences online) has in recent years moved up the 

international political agenda. As the existing EU content framework, the AVMSD, applies content 

regulation to only a limited number of online services, new models of cooperation and participation are 

emerging, featuring combinations of co- and self-regulation and media literacy initiatives.47  While self-

regulatory models remain a primary feature of the landscape, there is an increasing trend towards the 

introduction of statutory frameworks to complement industry-led measures. 

In 2017, the UK introduced legislation48 for a new statutory scheme which aims to ensure that providers 

of sexually explicit material online restrict minors’ access to their services through age-verification. The 

new scheme, which allows a regulator (likely to be the BBFC) to require ISPs to block access to providers 

who do not comply with the rules, is expected to start operating during 2018. 

Statutory and co-regulatory arrangements are typical across the EU in relation to those online services 

which are covered by the AVMSD – in other words, video-on-demand services which are established in a 

Member State of the EU. These include obligations on regulated providers to restrict minors’ access to 

‘stronger’ material, such as sexually explicit programmes, through access control mechanisms. The UK 

rules in particular set out in some detail the obligations on providers of stronger material to verify the 

                                                           
42 http://ec.europa.eu/digital-agenda/en/audiovisual-regulators 
43 http://erga-online.eu/wp-content/uploads/2016/10/ERGA-PoM-Report-2017-wordpress.pdf 
44 https://ec.europa.eu/digital-single-market/en/news/erga-opinion-avmsd-proposal 
45 http://www.epra.org/   
46 The term ‘child online protection’ in this case relates to the protection of minors (traditionally meaning, in 
regulatory terms, broadcast content-related rules for the protection of young viewers) in the online space. In many 
countries, the broadcast related rules for minors are only applicable to tv-like services online and not all video and 
content services online. 
47 Ofcom defines media literacy as: ‘the ability to access, understand and create communications in a variety of 
contexts’. 
48 http://www.legislation.gov.uk/ukpga/2017/30/contents/enacted  
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ages of viewers before allowing access. France operates a statutory age classification system for VoD 

content, with associated scheduling restrictions and information requirements.  

In some cases, the statutory framework is complemented by self-regulatory bodies: in Italy, the 

Committee for Media and Minors oversees the provision of access control mechanisms under a code, 

with AGCOM, the NRA, as a statutory back-stop. 

However, the most significant development towards more formal regulation of online content was in the 

proposals noted above for the expansion of scope of the AVMSD to cover video-sharing platforms (VSPs), 

of which YouTube is the most prominent example.  The scope of services covered by the new rules 

remained subject to negotiation by late 2017, but looks likely to cover other social media platforms, such 

as Facebook.  

The proposed VSP obligations are not the same as the rules which apply to broadcasters and video-on-

demand providers, who must make ex ante decisions about content before offering it to viewers. In 

contrast, the VSPs are required to operate ex post flagging and review procedures, under which they 

must: 

• have a standards framework covering the concept of content harmful to minors; 

• allow users to flag content which may not be consistent with the framework; and 

• review content flagged to them and act accordingly to remove or restrict access to content 

which is potentially harmful. 

These obligations are similar to the current, voluntary practices of the major social media players, but 

under the Directive will be subject to statutory regulatory oversight, and must be operated in a way which 

is transparent to users. The details of this new VSP regulation have been the subject of further discussion 

and negotiation during 2017, with the adoption of new rules expected to take place in the first half of 

2018. 

Self-regulatory initiatives remain a central aspect of online audience protection. Notably, in the UK, all of 

the country’s mobile operators and the four largest fixed-line ISPs offer network-level content filtering 

services on a voluntary basis.  Since the announcement of the provision of filtering by fixed providers, 

Ofcom has published a series of reports on the protection of children online. The first49, published in 

January 2014, looked at how parents protect their children online. The second50, published in July 2014, 

set out the measures adopted by the UK's four largest fixed line ISPs to introduce family-friendly network-

level filtering for new customers. Two further reports in January 201551 and December 201552, provided 

an update on the ISPs’ filtering and more recent media literacy research.  

Ofcom continues to publish regular media literacy and viewer research data, to aid understanding and 

identify areas of concern, including annual reports on audience understanding and expectations of 

                                                           
49 https://www.ofcom.org.uk/__data/assets/pdf_file/0019/27190/Internet-safety-measures-first-report.pdf   
50 https://www.ofcom.org.uk/__data/assets/pdf_file/0019/27172/Internet-safety-measures-second-report.pdf  
51 https://www.ofcom.org.uk/__data/assets/pdf_file/0016/31732/third_internet_safety_report.pdf 
52 https://www.ofcom.org.uk/__data/assets/pdf_file/0020/31754/Fourth-internet-safety-report.pdf 
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protection measures and standards across different media.53 Ofcom research in 2017 found that 37% of 

households with children had adopted the network parental filters discussed above54. 

Other important self-regulatory initiatives established during the 2016 included the online platforms 

Facebook, Twitter, YouTube and Microsoft agreeing a voluntary code of conduct with the EC covering a 

commitment to act to combat the spread of illegal hate speech online in Europe.55 The code commits 

signatories to act quickly in removing illegal content when they are notified of its existence. The 

Commission’s 2017 Communication Tackling Illegal Content Online56 challenged online platforms like to 

go further, and voluntarily “adopt effective proactive measures to detect and remove illegal content 

online”, rather than simply respond to reports of illegality. 

A collaborative programme run since 2014 between the British Board of Film Classification (BBFC), the 

Netherlands’ regulator NICAM and others, on You Rate It, a tool to enable members of the public to age-

rate user-generated video content online across different territories and platforms. It covers areas such 

as violence, language and discrimination, and applies different national ratings according to the location 

of the user. It is intended for non-commercial content, and can be used both by creators and consumers 

of content.  Approaches like this model, which involve content creators and audience members in 

securing audience protection, are likely to be a significant part of future content protection.  

2.4.3 Media pluralism, trust in the media, and ownership rules  

In 2017 media pluralism remained high on the European agenda, brought into sharp focus by the 

worldwide concerns over ‘fake news’ after a debate and an EC consultation on media pluralism and 

freedom, including the role of NRAs, sparked by an earlier report from a High Level Group (HLG)57 of 

Experts for the EC. Most recently, EC Vice-President Frans Timmermans hosted the Second Colloquium on 

Fundamental Rights in November 2016, on the subject of Media Pluralism and Democracy. The 

Colloquium’s output noted the risks posed to democracy from disinformation, falling trust in traditional 

media, and threats to journalists. It called for action in a number of areas, including ensuring the 

independence of media regulation, for implementation of European Parliament and Council of Europe 

recommendations on media pluralism, and encouraged more support for public service media and 

organisations who monitor risks in this area58. The new European Commissioner for Digital Economy and 

Society, Mariya Gabriel, intends to tackle fake news a priority. In November 2017, the Commission 

launched its public consultation on fake news and called for applications for a new high-level expert 

group on the subject59. 

In March 2017, the UN’s Special Rapporteur on Freedom of Opinion and Expression, and the Organization 

for Security and Co-operation in Europe (OSCE) Representative on Freedom of the Media, issued a joint 

                                                           
53 https://www.ofcom.org.uk/research-and-data/tv-radio-and-on-demand/tv-research/protecting-audiences-online-
world 
54 https://www.ofcom.org.uk/research-and-data/media-literacy-research/childrens 
55 http://europa.eu/rapid/press-release_IP-16-1937_en.htm 
56 https://ec.europa.eu/transparen1cy/regdoc/rep/1/2017/EN/COM-2017-555-F1-EN-MAIN-PART-1.PDF 
57 http://ec.europa.eu/digital-agenda/en/high-level-group-media-freedom-and-pluralism 
58 http://ec.europa.eu/information_society/newsroom/image/document/2016-50/2016-fundamental-colloquium-
conclusions_40602.pdf  
59 http://europa.eu/rapid/press-release_IP-17-4481_en.htm  
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declaration on Freedom of Expression, ‘Fake News’, Disinformation and Propaganda60. The declaration 

stressed the importance of respecting freedom of expression when tackling such issues, and called for an 

emphasis on support for public service media, editorial independence, transparency of information, and 

critical understanding. 

The debate has focused on whether there is a greater need for harmonisation of rules on media pluralism 

at the European level. On the basis of one of the HLG’s recommendations, and as an attempt to gather 

further data, a number of EU countries conducted pilot studies in 2014 (9 countries) and 2015 (19 

countries), using the Media Pluralism Monitor Tool developed in 2009, which is a set of indicators to 

measure ‘threats’ to pluralism. The study was extended to all Member States and the full results 

published in November 201661. Risks were identified in the area of media ownership concentration.  

In parallel, the Council of Europe (CoE) created a Committee of Experts on Media Pluralism and 

Transparency of Media Ownership (MSI-MED), whose task was to analyse best practices in the CoE’s 

Member States and prepare standard-setting proposals around ensuring a pluralist media landscape, 

diversity of media content and transparency of media ownership62. The group’s work was completed in 

October 2017 and the recommendations it made will now be considered for approval by the Committee 

of Ministers.  

In September 2017, Australia passed new legislation amending its media ownership laws. Changes include 

the repeal of the 75% reach rule (which prevents the creation of national television networks by banning 

networks from broadcasting to more than 75% of the population) and the ‘2/3’ cross-media ownership 

rule (which restricts media companies from controlling more than two out of three platforms in any 

market across newspapers, television and radio).  

In the US, the FCC’s 2016 review of broadcast ownership rules retained existing rules, including the 

prohibition on cross-ownership of newspapers and television stations, and introduced new rules for 

reporting shared services agreements (i.e. a broadcaster will be counted as having an ownership interest 

in any station where that owner sells 15% or more of its advertising time – a common arrangement in the 

US, known as the ‘sidecar’; this change will have the effect of tightening rules that limit companies to 

owning just one TV station in small and medium local markets). However, following the change in 

administration and appointment of new Chairman Ajit Pai, the FCC has announced a package of measures 

to lift restrictions on media ownership, including  changing how station owners count certain television 

stations toward their national ownership caps, and removing restrictions that limit ownership of multiple 

media outlets in the same market. The changes can be (and in some cases already are) appealed but if 

passed create the potential for significant consolidation in the US broadcasting market.  

2.5 Significant developments in the area of radio spectrum 

Radio spectrum, a key public asset required for communications services, continues to be used 

increasingly intensively. As transmissions do not stop at international borders, there exists a formal 

framework of cooperation between countries to minimise cross-border interference within and between 

                                                           
60 http://www.osce.org/fom/302796?download=true  
61 http://cmpf.eui.eu/media-pluralism-monitor/mpm-2016-results/  
62 http://www.coe.int/en/web/freedom-expression/committee-of-experts-on-media-pluralism-and-transparency-
of-media-ownership-msi-med-  
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services; to achieve the mobile use of wireless services at global and European levels; and to help create 

economies of scale which drive the availability of services and desirable outcomes such as lower prices for 

consumers. 

Three key international structures coordinate spectrum at the international and European levels: 

• the International Telecommunications Union (ITU)63 which defines the global framework for 

spectrum use in the Radio Regulations. The Radio Regulations are a UN treaty, revised 

approximately every four years at World Radiocommunication Conferences64 (WRC). 

• the European Conference of Postal and Telecommunications Administrations (CEPT, 

Electronic Communications Committee (ECC)65 which has a broader membership than the EU, 

with 48 Member States; and 

• in the European Union, the Radio Spectrum Committee (RSC)66 (comprising EU national 

governments) and the Radio Spectrum Policy Group (RSPG)67 (comprising EU national 

spectrum authorities). 

Ofcom acts for the UK in the above fora by virtue of a Government Direction68 and contributes to the 

workings of CEPT/ECC where spectrum harmonisations measures are developed and published.  

2.5.1 ITU and World Radiocommunication Conference (WRC) 2019 

The preparatory process for the next WRC, WRC-19, is well under way, with less than two years before 

the conference starts. For the UK the main process involves engagement with Government, regulators 

and stakeholders to inform the UK position on individual agenda items which Ofcom manages and on 

which it leads. In parallel we engage with our European colleagues in CEPT which, through negotiation, 

leads to the establishment of European common positions (ECPs) on many of the agenda items 

considered at a WRC. We will also be engaging in the preparations of other regional groups outside 

Europe, and will participate in discussions with other administrations around the world, including with 

colleagues within the Commonwealth. 

Ofcom confirms positions taken on WRC agenda items with the UK Government, to ensure consistency 

with Government policy, and publicly consults on them. Ofcom has already reached preliminary views on 

a number of WRC-19 agenda items: 

• supporting additional allocations for mobile broadband, including 5G, in bands above 24 GHz; 

The UK, along with CEPT, has identified the 26 GHz band as its pioneer band for 5G and that it 

should be harmonised at WRC-19.  We also view the bands around 40 GHz and 66-71 GHz as 

additional bands of interest. 

• supporting the consideration of earth stations in motion use, in the frequency bands 27.5-

29.5 GHz and 17.7-19.7 GHz; 

                                                           
63 http://www.itu.int/ITU-R/ 
64 http://www.itu.int/ITU-R/index.asp?category=conferences&rlink=wrc&lang=en 
65 http://www.cept.org/ecc 
66 https://ec.europa.eu/digital-single-market/en/radio-spectrum-committee-rsc 
67 http://rspg-spectrum.eu/ 
68 https://www.ofcom.org.uk/about-ofcom/international/spectrum/mou 
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• supporting the assessment of the frequency bands between 5 150 MHz and 5 925 MHz for 

additional capacity for wifi and compatible wireless broadband technologies. 

Other items which WRC-19 will be considering include studies related to wireless power transfer (WPT), 

the regulatory conditions applied to non-geostationary satellite systems in bands around 37.5 and 

51.4 GHz, the allocation status applied to earth exploration satellites in the 450 – 470 MHz band and 

spectrum needs and regulatory provisions for the introduction and use of the global aeronautical distress 

and safety system (GADSS).69 

As work around WRC-19 progresses, Ofcom will continue to assess the full suite of agenda items to be 

considered, and will consult on all WRC-19 agenda items and the UK positions on them, towards the end 

of 2017. In parallel Ofcom continues to engage with all interested UK parties and will engage in the 

European and international processes, which will allow us to further develop views and the UK positions 

accordingly. 

2.5.2 European Conference of Postal and Telecommunications Administrations (CEPT) 

The European Conference of Postal and Telecommunications Administrations (Conférence Européenne 

des Postes et Télécommunications – CEPT), is a collective of 48 countries across Europe which also 

includes non-EU countries such as Russia, Turkey, Norway and Switzerland. CEPT's activities include 

cooperation on commercial, operational, regulatory and technical standardisation issues related to 

postal, telecommunications and radio spectrum harmonisation. 

Within CEPT the Electronics Communications Committee (ECC) considers and develops policies on 

electronic communications activities in a European context, taking account of European and international 

legislation and regulation. The ECC produces spectrum harmonisation measures (concerning spectrum 

use by all sectors), which are then adopted by CEPT member countries. CEPT is also the recognised 

regional organisation for the European preparations going into World Radiocommunication Conferences.  

The EC takes due account of the work of international organisations, such as CEPT and ITU, where they 

are seeking the development of technical implementing measures. This normally takes the form of an RSC 

mandate to CEPT to undertake this technical work and then report to the EC. 

2.5.3 Radio Spectrum Committee (RSC) 

The RSC70 is responsible for developing legislative technical decisions to ensure harmonised conditions of 

use across Europe for the availability and efficient use of radio spectrum. It comprises Member States’ 

representatives and is chaired by the EC. Once legislative harmonisation decisions are passed, they are 

binding upon the 28 EU Member States. 

As reflected above, part of Member States remit within the RSC is to draft and approve mandates to the 

CEPT. These mandates, on which Member States provide both technical and policy input and direction 

normally specify the tasks to be undertaken, including the technical analysis required to establish 

                                                           
69 A list of all the issues to be considered and decided upon at WRC-19 can be found here: 
http://www.itu.int/en/ITU-R/study-groups/rcpm/Pages/wrc-19-studies.aspx 
70 https://ec.europa.eu/digital-single-market/en/radio-spectrum-committee-rsc 
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minimum technical requirements to ensure harmonised conditions for the viable and efficient use of 

radio spectrum. The results of these mandates form the technical basis of RSC harmonisation decisions. 

2.5.4 Radio Spectrum Policy Group (RSPG) 

The RSPG71 is a high-level advisory group assisting the EC and the European Parliament (at its request) in the 

development of radio spectrum policy. It comprises representatives of the spectrum management authorities 

for each Member State (which in some cases are independent regulators, in some the relevant government 

ministry, and in many cases both) and the EC. The RSPG is chaired by a senior member from a Member State 

administration, and Ofcom’s Group Director of Spectrum, Philip Marnick, has been Chair for the two-year 

period 2016-17. 

The RSPG’s work programme is delivered by a number of working groups. The RSPG’s work programme 

currently covers: 

• the spectrum needs of the Digital Single Market (including the Framework review); 

• intelligent transport systems (ITS); 

• The internet of things (IoT); 

• 5G; 

• WRC-19; 

• PMSE; and 

• EU assistance in bilateral coordination (‘Good Offices’). 

The RSPG has already adopted Opinions under this work programme on the Framework Review 

consultation; on a European spectrum strategy for 5G; and on ITS and IoT. It is anticipated that a second 

Opinion on 5G will be published for public consultation, and a final Opinion on PMSE will be published in 

late 2017. 
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3.1 Introduction 

In this section of the report we compare communications service prices in the UK to those in the other 

EU5 countries and the US. 

We have included international pricing comparisons in the International Communications report since 

2008; however, in this year’s report we have used a different methodology. 

For landline, mobile phone and fixed broadband services, we have used a methodology similar to that 

used by Teligen in its ongoing price benchmarking work for the Organisation of Economic Co-operation 

and Development (OECD). For dual-play and triple-play bundled services, we have used data from 

Teligen’s Bundle Benchmarking service, and have compared the cost of these services using a similar 

methodology to that used for landline, mobile phone and fixed broadband services. 

3.2 Key findings 

• Across all the services and metrics included in our analysis, the UK ranked third among our six 

comparator countries, after France and Germany. 

• The UK also ranked third in terms of both weighted average and lowest available basket 

prices across the services that are included in our analysis. 

• France had the lowest prices overall in terms of both average and lowest available prices 

across all services, while the US was the most expensive on both metrics. 

• The UK’s best rankings were for mobile phone service prices (where it was joint first overall 

with France) and prices for triple-play bundles, where it ranked second (after France). 

• The UK’s lowest ranking was for the price required to receive fixed voice services,72 where it 

came fifth. 

Figure 1 Country rankings: by service type, and overall 

 
Source: Ofcom, using data provided by Teligen 

Note: Circles denote the top-ranking country for each metric 

                                                           
72 The analysis in this report does not include the reduction in line rental from £18.99 to £11.99 for BT customers who buy only a 
landline telephone service, which was announced in October 2017. This will be introduced in April 2018, and is the result of an 
Ofcom review. 
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Methodology 

Our analysis is based on comparing the best prices available from the leading providers by retail market share in 

each country to buy a ‘basket’ of services. Baskets are based on typical usage levels for low, medium and high users, 

as defined by the OECD. 

Minor usage level adjustments have been made to reflect current use, especially for mobile data and fixed 

broadband speed requirements, where we have added the requirement for a mobile phone service with 8GB of data 

per month, and an ultrafast fixed broadband product with an advertised speed of 300Mbit/s or higher. 

To give examples of the baskets that are used in the analysis, a mobile basket includes the requirement for a set 

number of calls, text messages and data use; and a fixed broadband basket includes a set amount of data and a 

required download speed. Voice call durations are set according to OECD definitions. 

Analysis was undertaken for landline, mobile voice and fixed broadband, and for dual-play (fixed broadband and 

fixed voice) and triple-play (fixed broadband, fixed voice and pay-TV) service bundles. For each service, and each 

basket, all of the leading providers’ published residential prices are costed using the defined methodology for each 

profile, and the cheapest offer available from each provider is considered. These results are then used to define the 

cheapest and most expensive cost per country for each basket, as well as a weighted average, which is based on 

provider market share. 

Our analysis includes only those tariffs targeted at residential customers; we do not look at the prices available to 

businesses. Promotional offers (e.g. in the form of introductory reduced prices) and offers where savings can be 

made by paying for services up-front (e.g. ‘line rental saver’ offers) are taken into account, where applicable. 

We include tariffs from at least the three largest providers in each market, ensuring that we include providers which 

achieve a combined market share of at least 80% by service (except in the US, where providers may operate 

regionally). When we calculate ‘average’ prices, we weight the data according to the retail market share of each 

provider.  

For the bundle pricing analysis, we have used the main providers in each of the countries covered (based on fixed 

broadband and pay TV as starting services). As market share data are not available for bundled services, the market 

share for fixed broadband is used when weighting average prices by market share. 

The communications providers whose tariffs are included in this year’s analysis are shown in the table below, and 

broadly mirror those covered in the International Price Benchmarking section in the 2016 International 

Communications Market Report (ICMR).73 Please note that not all providers may offer the relevant bundle type, and 

some providers may be excluded from the result for that reason. 

  

                                                           
73 https://www.ofcom.org.uk/research-and-data/multi-sector-research/cmr/cmr16/international  

https://www.ofcom.org.uk/research-and-data/multi-sector-research/cmr/cmr16/international
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Figure 2 Providers included in the analysis, by country and service 

  
Source: Teligen 

3.2.1 Limitations of our approach 

There are some other limitations to our methodology, and it is important to bear these in mind when 

interpreting the results: 

• Our pricing analysis is based on a limited number of baskets, when actual consumer use will 

span a much wider range of types of use. 

• By using average rankings to compare prices across our six countries, we place the same 

weight on the results of each basket, when some will have higher take-up than others. 

• We only include tariffs offered by the largest operators in each country; lower prices may be 

available from smaller providers which are excluded from the analysis. 

• Our analysis considers the lowest available prices for each basket, and weighted average 

prices based on lowest available provider prices, when in reality, few consumers will be on 

the cheapest tariff for their usage level. 

• The tariffs used are those offered for sale on the relevant providers’ websites; our analysis 

excludes prices which are available only via other channels, and ‘retention’ or ‘loyalty’ 

discounts which may be tailored to individual customers. 

• We have used providers’ retail customer market shares to calculate the weighted averages, 

rather than the subscriber base of individual tariffs, and bundle prices are weighted by fixed 

broadband market shares. 

• Some services (e.g. superfast and ultrafast fixed broadband services) are not available 

nationally, and some providers operate only in certain areas. 

• The triple-play price comparisons are not made on a like-for-like basis, due to wide variations 

in the type, amount and quality of TV content included with these services. 

  

Landline Fixed broadband Mobile phone
Dual-play and triple-

play bundles

UK BT, Sky, TalkTalk & Virgin Media
EE, O2, Tesco Mobile, 

Three & Vodafone
BT, Sky & Virgin Media

France Bouygues Telecom, Free, Orange & SFR

Germany
T-Home, Unity Media & 

Vodafone

T-Home, United 
Internet (1&1), Unity 
Media & Vodafone

Base, O2, T-Mobile & 
Vodafone

T-Home, United 
Internet (1&1) & 

Vodafone

Italy
Fastweb, Telecom Italia 

& Wind

Fastweb, Telecom 
Italia, Tiscali, Vodafone 

& Wind

TIM, Vodafone & 
Wind/Tre

Fastweb, Telecom Italia 
& Tiscali

Spain Jazztel, Movistar, Orange & Vodafone/Ono
Movistar, Orange & 

Vodafone
Jazztel, Movostar,

Orange and Vodafone

USA
AT&T, Frontier, RCN & 

Xfinity
AT&T, Verizon & Xfinity

AT&T, Sprint, T-Mobile 
& Verizon

AT&T, Verizon & Xfinity
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3.2.2 Data used in the analysis 

The tariff data used in the analysis were taken from operator websites in Q3 2017: the bundled tariff data 

were collected in July and August 2017, and the single service pricing data covers either August or 

September 2017, depending on the service. 

The purchasing power parity (PPP) exchange rates are for July 2017 and are taken from the OECD 

database of comparative price levels (CPL), while the exchange rate data used to convert prices into GBP 

are taken from the OANDA web service74 (using exchange rates as at 1 August 2017). 

3.2.3 Presentation of results 

We consider the prices available for baskets of residential services as we have done in previous ICMR 

reports, although the metrics we use to compare prices across countries are slightly different to those 

used previously. In this report we use two metrics: 

• weighted average price based on the cheapest result for each provider considered, weighted 

by their retail market share for the service (or by fixed broadband share for dual-play and 

triple-play bundles); and 

• price range (based on the cheapest result from the cheapest provider and the cheapest result 

from the most expensive provider), focusing on the lowest available price in each country. 

All results are based on the average monthly costs, and are presented in pounds sterling including VAT. 

3.3 Fixed voice services 

Three fixed voice baskets are used in our analysis: a low-use basket requiring 20 outgoing calls per month, 

a medium-use basket with 60 outgoing calls per month, and a high-use basket with 140 outgoing calls per 

month. Twenty calls corresponds to 63 outgoing call minutes per month, 60 calls corresponds to 190 

minutes, and 140 calls corresponds to 520 minutes, distributed across fixed national and international 

destinations, as well as to mobiles. 

Our analysis takes the following tariff elements into account: installation (amortised over five years); line 

rental; and outgoing calls to fixed lines, mobile phones and international destinations. It considers the 

lowest price required to be able to receive the required landline services, and where a provider does not 

offer a suitable standalone service, a dual-play (landline and fixed broadband) bundle is considered, with 

line rental saver tariffs being included in the analysis, where offered. 

As such, the analysis does not represent the price of standalone landline services (although these tariffs 

are included in the analysis, where available). Instead, it considers the minimum price required to receive 

these services, whether bought on a standalone basis or as part of a bundle. 

The UK ranked 4/6 for average landline prices across the three baskets used in our analysis, on average, 

and 5/6 in terms of the lowest available prices for these baskets, with UK prices comparing more 

favourably for the higher-use baskets. On average, across all three baskets, Germany ranked first in terms 

                                                           
74 www.oanda.com  

http://www.oanda.com/
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of weighted average prices, while France ranked first in terms of lowest available prices. Italy ranked 6/6 

for both metrics. 

In October 2017 it was announced that, following an Ofcom review, BT customers who buy only a landline 

service will have their monthly line rental reduced by £7 per month, from £18.99 to £11.99.75 This 

reduction will be introduced in April 2018, and is not captured in the analysis in this report. 

Figure 3 Comparative fixed voice pricing 

 
Source: Ofcom, using data provided by Teligen  

Note: The purple dot shows the weighted average price across the providers included in the analysis, while the green 

bar shows the range of prices available. 

3.4 Fixed broadband services 

Three fixed broadband product types are included in our baskets: a basic product with an advertised 

speed of <30Mbit/s,76 a superfast product with an advertised speed of ≥30Mbit/s and an ultrafast product 

with an advertised speed of ≥300Mbit/s. 

Each basket requires an unlimited data allowance; tariffs with lower data allowances are excluded from 

the analysis, which takes into account the following tariff elements: installation (amortised over three 

years), monthly rental (including any option charges) and modem charges, where relevant. 

Our analysis considers the lowest price required to be able to receive the required fixed broadband 

connectivity, and where a provider does not offer a suitable standalone fixed broadband service, a 

bundled offer based on fixed broadband plus another service (usually landline) is considered. As such, the 

analysis does not represent the price of standalone fixed broadband services (although these are included 

in the analysis, where available). Instead, it considers the minimum price required to receive the required 

fixed broadband services, whether bought on a standalone basis or as part of a bundle. Line rental saver 

tariffs (i.e. services that offer a reduction for an up-front payment of line rental) are included in the 

analysis, where applicable. 

                                                           
75 https://www.ofcom.org.uk/about-ofcom/latest/media/media-releases/2017/charges-cut-million-bt-customers  
76 In the Connected Nations 2017 report, we define basic broadband as being those connections with an actual 
download speed ≥10Mbit/s and an actual upload speed ≥1Mbit/s. See https://www.ofcom.org.uk/research-and-
data/multi-sector-research/infrastructure-research/connected-nations-2017. 

https://www.ofcom.org.uk/about-ofcom/latest/media/media-releases/2017/charges-cut-million-bt-customers
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
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On average, the UK ranked 4/6 across our three fixed broadband baskets in terms of both average and 

lowest available prices, with superfast and ultrafast broadband prices tending to compare less favourably 

than those of basic services. Italy ranked 1/6 in terms of weighted average prices across the three 

baskets, and was joint first (with France) in terms of lowest available prices. Spain was the most expensive 

for basic broadband services, for both average and lowest available prices, while the US was the most 

expensive for superfast and ultrafast services for both of these metrics. 

Figure 4 Comparative fixed broadband pricing 

 
Source: Ofcom, using data provided by Teligen  

Note: The purple dot shows the weighted average price across the providers included in the analysis, while the green 

bar shows the range of prices available. 

3.5 Mobile phone services 

Three mobile voice connections with varying usage levels are included in our analysis: 

• Connection 1: 30 calls, 100 SMS and 100MB per month 

• Connection 2: 300 calls, 400 SMS and 8GB per month 

• Connection 3: 100 calls and 100 SMS per month (no data) 

Thirty calls corresponds to 50 minutes per month, 100 calls to 189 minutes, and 300 calls to 569 minutes, 

distributed across the defined destinations. 

Our analysis takes into account the following tariff elements: connection (amortised over three years); 

monthly rental; fixed network, on-net mobile, off-net mobile and voicemail calls, SMS and data. Selective 

discounts, such as ‘friends and family’ calls are also included where applicable. It includes both pre-pay 

and post-pay tariffs but does not include the cost of a handset, recognising that in all countries SIM-only 

services are widely available and the price of a mobile service can be significantly distorted by including 

the cost of a handset. Where a provider only offers tariffs that include a handset, these tariffs are 

considered, although any costs that relate specifically to a handset are excluded. 

Across the three mobile phone baskets used in our analysis, the UK ranked 2/6 (after France) in terms of 

average prices and 1/6 for lowest available prices. The US was the most expensive for both metrics. 
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Figure 5 Comparative mobile phone pricing 

 
 

Source: Ofcom, using data provided by Teligen  

Note: The purple dot shows the weighted average price across the providers included in the analysis, while the green 

bar shows the range of prices available. 

3.6 Bundled services 

We use three dual-play and two triple-play baskets in our analysis, all of which require unlimited 

allowances for landline calls and fixed broadband data use. 

• Dual-play basket 1: with basic broadband (advertised speed <30Mbit/s); 

• Dual-play basket 2: with superfast broadband (advertised speed ≥30Mbit/s and <300Mbit/s); 

• Dual-play basket 3: with ultrafast broadband (advertised speed ≥300 Mbit/s); 

• Triple-play basket 1: with basic broadband (advertised speed <30Mbit/s) and basic pay TV 

including a DVR; and 

• Triple-play basket 2: with superfast broadband (advertised speed ≥30Mbit/s and <300Mbit/s) 

and premium pay TV including films and sports add-ons and a DVR. 

To take into account the fact that some providers may offer bundles that include a wider range of services 

than is required by a basket (e.g. an offer that is available only as a quad-play bundle, including mobile), 

our analysis considers bundles which meet the minimum, rather than the exact, requirements of the 

basket. 

3.6.1 Dual-play bundle pricing 

The UK ranked 3/6 in terms of average prices and 4/6 for lowest available prices for all three of the dual-

play bundles included in our analysis. Germany and Italy ranked first in terms of average and lowest 

available prices respectively, while the US was the most expensive in terms of both metrics. 
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Figure 6 Comparative dual-play bundle pricing 

 
Source: Ofcom, using data provided by Teligen  

Note: The purple dot shows the weighted average price across the providers included in the analysis, while the green 

bar shows the range of prices available 

3.6.2 Triple-play bundle pricing 

Within the bundle, TV channels can either be basic or premium. Basic services are defined as basic paid-

for TV that includes a DVR box or service (although not an HD box or service, unless this is the default). 

Free-to-air (FTA) channels may be included in the basic channels, but FTA services, such as Freeview and 

Freesat in the UK, are not included in the analysis. 

Premium services cover the basic channels as above, plus premium films and premium sports content, 

and include a DVR box or service (although not an HD box or service, unless this is the default). 

The UK ranked 3/6 for the triple-play bundle with basic broadband and basic pay TV, in terms of both 

average and lowest available prices, while France ranked first for both metrics for this basket. The UK 

performed better for the bundle including superfast broadband and premium pay TV, ranking top for 

both average and lowest available prices. The US was the most expensive for both the triple-play bundles 

included in the analysis, in terms of both average and lowest available prices. 

Figure 7 Comparative triple-play bundle pricing 

 
Source: Ofcom, using data provided by Teligen 
Notes: The purple dot shows the weighted average price across the providers included in the analysis, while the 
green bar shows the range of prices available; * denotes that a suitable bundle with basic broadband was not 
available in 2017, so a bundle with a higher speed broadband connection has been included in the analysis  
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4.1 Telecoms and networks: overview and key market 
developments 

A note on the data presented in this chapter 

The aim of the ICMR is to benchmark the UK communications sector against a range of comparator countries. In 

order to allow international comparability, we have sourced and used the most appropriate metrics available for all 

of our comparator countries, and some of the metrics presented in this chapter differ from those presented in our 

Connected Nations reports in terms of time periods and definitions. 

For example, the data used in this chapter are for the year ended December 2016, while much of the data shown in 

Connected Nations 201777 report relate to May/June 2017. In terms of definitions, the fixed broadband availability 

data in this report are based on the network footprints of different technologies within comparator countries, while 

the coverage data in the Connected Nations reports are based on estimates of the actual connection speeds that can 

be delivered to individual premises. As such, the UK fixed broadband coverage figures in this report differ from 

those in the Connected Nations 2017 report. 

Similarly, in addition to the timing differences outlined above, the 3G and 4G mobile coverage figures in this report 

represent outdoor population coverage from at least one operator. However, the Connected Nations report focuses 

on the percentage of premises that have indoor coverage from all four operators, as well as geographic coverage 

from all four operators. 

 

 

  

                                                           
77 https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-
2017  

https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
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Figure 8 Key metrics 

 
Source: IHS Markit / industry data / Ofcom 

Notes: For the purposes of this table most of the figures have been rounded to the nearest whole number; the fixed 

broadband coverage data in this table refers to the proportion of homes able to receive fixed broadband with an 

advertised speed ≥30Mbit/s at the end of 2016, while the ultrafast coverage figure refers to the proportion able to 

receive fixed broadband with an advertised speed ≥300Mbit/s at the end of 2016 – these figures differ from the 92% 

premises coverage for speeds ≥24Mbit/s or more, 91% for speeds ≥30Mbit/s and 36% for speeds ≥300Mbit/s stated 

in our Connected Nations 2017 report, which were calculated based on detailed premise-level data inputs provided 

to Ofcom by UK communications providers relating to estimated connection speeds in May 2017; the mobile 

coverage figures in this report are based on the proportion of the population in areas with outdoor coverage from at 

least one MNO, while the 4G coverage figure in the Connected Nations 2017 report (58%) relates to the proportion of 

UK premises in areas with indoor 4G coverage from all four MNOs in June 2017. 

UK FRA GER ITA ESP NED SWE USA AUS KOR JAP POR POL BRA RUS NGA IND CHN NZD

Telecoms service revenues 
(£bn)

31 18 25 16 13 6 4 212 15 21 93 3 5 26 12 5 19 129 2

Monthly telecoms revenues 
per capita (£)

39 23 26 22 23 32 34 55 52 34 61 22 12 10 7 2 1 8 35

Total fixed telecoms revenues 
(£bn)

9 3 6 4 2 1 1 26 3 2 13 1 0 7 2 0 2 4 0

Total number of fixed voice 
connections, inc. managed 
VoIP (millions)

40 39 37 20 19 7 3 122 8 25 56 4 5 42 32 0 25 207 2

Managed VoIP connections as 
a % of total fixed voice 
connections

17 71 65 22 35 84 54 51 20 38 58 53 28 24 11 33 1 15 29

Fixed voice connections per 
100 people, inc. managed 
VoIP

61 60 45 34 42 40 32 37 33 50 44 42 13 20 23 0 2 15 37

Monthly outbound fixed voice 
call minutes per capita (mins)

106 97 133 63 58 67 71 85 87 87 41 46 17 55 72 0 3 7 118

Superfast fixed broadband 
coverage (% of households)

92 50 81 72 81 98 88 91 34 100 99 94 60 56 70 1 6 60 61

Ultrafast fixed broadband 
coverage (% of households)

2 29 32 18 63 58 67 58 0 97 99 47 0 3 39 0 0 44 18

Number of fixed broadband 
connections (millions)

25 28 33 15 14 7 4 104 7 20 38 3 7 23 28 0 20 268 2

Fixed broadband connections 
per 100 people

38 43 40 25 30 43 39 32 30 41 30 32 19 11 19 0 1 19 38

Average monthly fixed data 
use per capita (GB)

53 21 24 12 22 21 43 27 29 63 33 31 6 4 10 0.0 0.3 7 26

Total mobile revenues (£bn) 15 12 16 10 8 4 3 140 8 15 58 2 4 12 9 5 16 93 1

Total number of mobile 
subscriptions, incl. M2M 
(millions)

92 85 117 98 56 26 23 396 32 61 176 17 56 244 254 154 1127 1357 6

Mobile subscriptions per 100 
people, exc. M2M

127 113 132 144 112 130 149 98 119 112 130 157 137 110 172 82 84 96 106

M2M subscriptions per 100 
people

12 18 9 20 9 23 88 24 12 9 9 7 6 6 5 0 1 2 29

Monthly outbound mobile call 
volumes, per capita (mins)

192 208 117 240 165 151 269 404 180 212 174 208 210 154 326 73 140 170 92

Average monthly mobile data 
use per capita (GB)

1.7 1.4 1.0 1.6 1.1 1.0 5.7 3.7 2.5 3.9 3.1 1.4 2.9 0.4 2.4 0.2 0.2 0.6 1.1

4G coverage (% of population 
with coverage from at least 
one provider)

100 94 97 98 94 100 100 99 98 100 99 99 98 75 65 24 75 90 95

4G subscriptions on 4G device 
per 100 people

69 49 40 42 47 78 76 81 82 92 86 71 39 29 26 1 8 56 41

4G as % of all mobile 
subscriptions (%)

50 38 28 26 39 51 32 67 62 76 62 43 27 25 15 1 9 57 31

4G as % of total mobile data 
use (%)

90 85 72 70 62 69 70 83 86 95 92 79 72 52 7 4 25 81 31
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4.1.1 The UK in context 

The UK generated £31bn in fixed and mobile voice and data service revenues in 2016, the fourth highest 

total among our 19 comparator countries after the US, China and Japan. The UK also ranked fourth in 

terms of average per-capita monthly telecoms spend, after Japan, the US and Australia, at £39 per 

person. 

A common trend is the declining use of fixed voice services, evident in most of our comparator countries, 

including the UK, in 2016. However, the resilience of the UK’s landline market is notable, with the UK 

ranking first among our 19 countries in terms of the take-up of fixed voice connections (including 

managed VoIP), at 61 per 100 people, just ahead of France. In the UK, landline take-up has remained high 

due to the requirement to take a landline in order to receive most fixed broadband services, and while 

the UK had the highest per-capita landline take-up among our countries, it ranked third (after Germany 

and New Zealand) in average outgoing fixed-line voice call minutes per person, at 106 minutes per month 

(an 11% decline since 2015). 

Fixed broadband services offering advertised speeds of 10Mbit/s or more were available to 98%78 of UK 

households at the end of 2016 (the fourth highest among our comparator countries), and the UK ranked 

fifth in the proportion of homes that could receive superfast fixed broadband products with advertised 

speeds of 30Mbit/s or more (92%).79 However, the UK continued to trail on the availability of ultrafast 

products offering advertised speeds of 300Mbit/s or more, ranking fifteenth of our 19 comparator 

countries (at just under 2% at the end of 2016 – although ultrafast speeds have been much more widely 

available since Virgin Media launched 300Mbit/s on its cable network in March 2017).80 The UK ranked 

eighteenth for the proportion of homes that could receive full-fibre services (also less than 2%), a 

marginal increase since 2015 due to the continuing roll-out of ‘full-fibre’.81 

The proportion of UK fixed broadband connections with an advertised speed of 30Mbit/s or higher 

increased to 45% in 2016, putting the UK into eleventh place among our countries. VDSL was the most 

frequently used next-generation access (NGA) technology in the UK, accounting for more than half of all 

UK NGA connections due to its high availability (85% of UK homes had access to VDSL services at the end 

of the year, compared to less than 50% for cable). As a consequence of its low availability, less than 1% of 

all UK connections were full-fibre at the end of 2016, the lowest proportion among our 19 countries. 

Growing availability and take-up of fixed broadband services, and migration onto higher-bandwidth 

connections, resulted in an increase in data traffic volumes across all of our comparator countries in 2016. 

                                                           
78 In the Connected Nations 2017 report, we say that 97% of UK premises could receive an estimated download 
speed ≥10Mbit/s in May 2017, based on premises-level operator data. See https://www.ofcom.org.uk/research-
and-data/multi-sector-research/infrastructure-research/connected-nations-2017.  
79 In the Connected Nations 2017 report, we say that 91% of UK premises could receive an estimated download 
speed ≥30Mbit/s in May 2017. 
80 In the Connected Nations 2017 report, we say that 36% of UK premises could receive an estimated download 
speed ≥300Mbit/s in May 2017. 
81 In the Connected Nations 2017 report, we say that 3% of UK premises could receive ‘full-fibre’ FTTP services in 
May 2017. 

 

https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
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The UK ranked second in per-capita fixed data use, at 53GB per month,82 twice the 2015 average. South 

Korea had the highest average per-capita monthly use, at 63GB. 

In mobile, outdoor 4G mobile coverage from at least one operator was available to more than 99% of 

households in four comparator countries, including the UK,83 by the end of 2016. In contrast to the trend 

in most other countries, per-capita mobile take-up declined in the UK in 2016, falling from 141 to 139 

subscriptions per 100 people, with Poland and Brazil the only other comparator countries to experience 

falls. The proportion of mobile subscriptions that were post-pay increased in 16 of our 19 countries in 

2016, including the UK, which had the eighth highest proportion at 68%, a 4pp increase since 2015, partly 

due to the growing popularity of low-cost SIM-only pay-monthly deals. By the end of 2016, half of all UK 

mobile connections (50%) were 4G tariffs used on a 4G device, a 14pp year-on-year increase.84 

Average per-capita monthly outgoing mobile voice call minutes increased to 192 minutes in the UK in 

2016, ranking the UK ninth among our comparator countries, while it was fourth in terms of per-capita 

outgoing traditional mobile messages, at 116 per month. The average number of monthly messages per 

person fell in most of our comparator countries during the year, largely due to consumers switching to 

over-the-top messaging services such as WhatsApp and iMessage. Per-capita mobile data consumption in 

the UK was 1.7GB per month (90% of which was over 4G mobile networks), a 40% increase since 2015, 85 

and the UK ranked eighth among our comparator countries. 

4.1.2 Key market development: the transition to ultrafast and gigabit connectivity 

Basic fixed broadband services (those offering actual speeds of less than 30Mbit/s) first launched in the 

1990s, and by the end of 2016 more than half of households in all but one of our comparator countries 

(Nigeria) could receive fixed broadband, and in nine of our countries (including the UK) basic broadband86 

was available to more than 99% of homes.87 

However, the increasing availability of content-rich websites, the popularity of online streaming services 

such as YouTube, Netflix, Amazon Video and Hulu, and the growing number of devices within the home 

that connect to a wifi router, have changed the way in which we use broadband services, driving the need 

for higher-bandwidth connections and the next-generation access (NGA) networks required to deliver 

superfast (and faster) connectivity.88 

                                                           
82 In the Connected Nations 2017 report, we say that average data use per residential fixed broadband connection 
was 190GB per month in June 2017, based on premises-level operator data. 
83 In the Connected Nations 2017 report, we say that 58% of UK premises were in areas with indoor 4G coverage 
from all four MNOs in June 2017. 
84 In the 2017 Communications Market Report (https://www.ofcom.org.uk/__data/assets/pdf_file/0015/105441/uk-
telecoms-networks.pdf) we said that 62% of active UK mobile subscriptions were 4G at the end of 2016. 
85 In the Connected Nations 2017 report, we say that average data use per mobile connection was 1.9GB in June 
2017, up from 1.3GB in June 2016. See https://www.ofcom.org.uk/research-and-data/multi-sector-
research/infrastructure-research/connected-nations-2017. 
86 In the Connected Nations 2017 report, we define basic broadband as being those connections with an actual 
download speed ≥10Mbit/s and an actual upload speed ≥1Mbit/s. 
87 These figures are based on the network footprints of different technologies within comparator countries, and are 
likely to be overstated as they will include households than can only receive very low speeds or cannot achieve a 
reliable connection. In the Connected Nations 2017 report we said that 3% of premises cannot provide estimated 
download speeds of ≥10Mbit/s, based on premises-level operator data. 
88 Ofcom defines superfast broadband connections as those offering estimated download speeds ≥30Mbit/s. 

 

https://www.ofcom.org.uk/__data/assets/pdf_file/0015/105441/uk-telecoms-networks.pdf
https://www.ofcom.org.uk/__data/assets/pdf_file/0015/105441/uk-telecoms-networks.pdf
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
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The technologies that are used to provide NGA broadband can be split into three main categories: cable, 

very-high-speed DSL (VDSL) and ‘full-fibre’.89 Each of these has benefits and drawbacks. 

• While it is comparatively inexpensive to upgrade existing cable TV networks to offer superfast 

and ultrafast90 broadband services, the cable network topology means that network contention 

(congestion) occurs in the access network, making it more difficult to deploy the additional 

capacity required to alleviate network slowdown at busy times. 

• VDSL services can be deployed as an upgrade to full-copper networks in countries where the 

telephone network is laid out with telephone exchanges linking to cabinets, which then link over 

a ‘sub-loop’ to premises. Fibre can then be laid from the exchange to the cabinet and, if the 

copper wire in the sub-loop is short enough, VDSL technology can deliver superfast broadband 

over this copper line. However, as is the case with ADSL connections, VDSL speeds degrade 

quickly with the length of copper over which data are transmitted, meaning that it delivers faster 

speeds in countries where the network’s local loop is shorter, and VDSL is typically unable to 

provide actual speeds higher than 100Mbit/s. G-fast is a technology which has yet to be widely 

deployed anywhere in the world, but is being trialled in a number of countries including by 

Openreach in the UK, and has the potential to deliver speeds of 500Mbit/s or more over a copper 

connection of about 100 metres. 

• Full fibre can provide the highest speeds of the three technologies (it is capable of offering actual 

speeds of over 1Gbit/s) and can be significantly cheaper to maintain than legacy copper 

networks. However, it is the most expensive technology to deploy. 

Figure 9 Overview of fixed broadband technologies 

 
Source: Ofcom 

In most comparator countries, the widespread roll-out of NGA networks started with cable operators 

upgrading their networks to DOCSIS 3.0 technology, and ADSL providers deploying VDSL and/or full fibre 

to future-proof their networks and as a defensive move against cable competitors. The reasons behind 

                                                           
89 These services are typically delivered using fibre-to-the-premises (FTTP), fibre-to-the-home (FTTH) or fibre-to-the-
building (FTTB) technology. In FTTH and FTTP networks, a fibre connection is in place all the way from the exchange 
to the end-user. In FTTB deployments, fibre is laid to the building with in-building copper wiring (typically gigabit 
Ethernet) being used for the final connectivity. 
90 Ofcom defines ultrafast broadband connections as being those offering estimated download speeds ≥300Mbit/s. 
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variations in the timings and technologies used in initial fibre deployments are complex, but there are a 

number of factors that contribute to broadband infrastructure investment decisions: 

• Population distribution: the per-premises cost is lower in countries with high population 

density or a large proportion of people living in urban areas, such as Japan, South Korea, the 

Netherlands and Sweden. 

• Housing patterns: nationwide roll-out is cheaper in countries where a large proportion of the 

population live in multiple dwelling units (flats and apartments); in Germany, Italy and Spain, 

this accounts for more than half the population. In the UK this proportion is less than 20%, 

making NGA deployment more expensive.91 

• Topography: existing telecoms networks and other environmental factors also determine the 

cost of NGA roll-out. For example, full-fibre deployment in Paris was comparatively 

inexpensive as it was possible to lay cables in the city’s sewers, but this has not been possible 

for much of the rest of France. The structure of France’s copper telephone network has also 

constrained the deployment of VDSL due to the long average copper line lengths from 

cabinets to premises. In the UK and Germany, shorter line lengths have led to widespread 

VDSL deployment by running fibre-to-the-cabinet (FTTC). 

• Regulatory approaches and government intervention: in some countries, governments have 

incentivised NGA investment, taken steps to reduce the cost of NGA deployment, and/or 

subsidised NGA roll-out with public funding (such as that delivered by BDUK in the UK). And 

duct and pole access (DPA) has been used to reduce the cost of full-fibre roll-out in countries 

including Spain, Portugal, France and New Zealand. 

Together, these factors present a varied picture of the mix of fibre technologies in our comparator 

countries. 

South Korea is the only comparator country in which a large proportion of the population has access to 

both VDSL and full-fibre services. Full fibre was the prevalent fibre technology in about half of our 

countries (including Japan, Portugal, Spain and Sweden) at the end of 2016, while in other countries 

(including the UK, which had the second-lowest availability of full-fibre services, after Nigeria), VDSL 

availability was higher than that of full fibre. 

Italy made the most progress in terms of fibre network availability among our comparator countries in 

2016, up 36pp to 85%, as the incumbent provider (Telecom Italia) and utility companies Enel and Fastweb 

expanded their (mainly VDSL) fibre networks. The vast majority of these network developments were 

privately funded by the operators, although in January 2017 Enel won the first government tender to 

deploy fibre in some areas that were not included in the commercial fibre roll-out under Italy's National 

Broadband Plan. A second tender yet to be awarded. 

                                                           
91 http://ec.europa.eu/eurostat/statistics-
explained/index.php/File:Distribution_of_population_by_dwelling_type,_2015_(%25_of_population)_YB17.png  

http://ec.europa.eu/eurostat/statistics-explained/index.php/File:Distribution_of_population_by_dwelling_type,_2015_(%25_of_population)_YB17.png
http://ec.europa.eu/eurostat/statistics-explained/index.php/File:Distribution_of_population_by_dwelling_type,_2015_(%25_of_population)_YB17.png
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Figure 10 Fibre broadband availability, by technology (%): end 2016 

 
Source: IHS Markit 

These differing mixes of NGA technologies have resulted in significant variations in the availability of 

superfast and ultrafast fixed broadband products in our comparator countries. 

At the end of 2016, 98% of UK homes could receive fixed broadband with an advertised speed of 

10Mbit/s or higher.92 The UK ranked fifth in terms of overall superfast (or higher) fixed broadband 

product availability (services with advertised speeds ≥30Mbit/s) among our 19 comparator countries; 

these services were available to 92% of homes. However the UK ranked only fifteenth for ultrafast 

product availability (services with advertised speeds ≥300Mbit/s),93 due to the low proportion of 

households able to receive full-fibre services (less than 2%).94 

South Korea ranked first for superfast product availability (over 99% of households), while Japan was top 

for ultrafast availability, with 99% of homes able to receive these services, and 68% having access to 

advertised speeds of 1Gbit/s or higher. Among our European comparator countries, Sweden had the 

highest coverage of ultrafast services (67%) followed by Spain (63%) and the Netherlands (58%). 

As the data shown here is based on advertised speeds rather than actual speeds, it should be noted that 

they will partly be determined by the way in which services are marketed. In our Connected Nations 2017 

report,95 we state that while 91% of UK premises were able to receive superfast broadband with an 

estimated download speed of 30Mbit/s or higher by June 2017, 3% were unable to receive an actual 

                                                           
92 Note that this is advertised speed – not all households are able to receive these speeds. In the Connected Nations 
2017 report, we say that 97% of UK premises could receive an estimated download speed ≥10Mbit/s in May 2017, 
91% could receive ≥30Mbit/s and 36% ≥300Mbit/s, based on premises-level operator data. See 
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-
2017.   
93 Ofcom defines ultrafast broadband connections as those offering estimated download speeds ≥300Mbit/s. 
94 In the Connected Nations 2017 report, we say that 3% of UK premises could receive ‘full-fibre’ FTTP services in 
May 2017, based on premises-level operator data. 
95 https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-
2017  
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connection speed of 10Mbit/s, the minimum that Ofcom believes is required to deliver a decent user 

experience to the average household. 

Since the end of 2016, Virgin Media has launched ultrafast services over most of its cable/FTTP network, 

which covers just under half of all UK premises, and Openreach has started to pilot an ‘up to’ 330Mbit/s 

G.fast service. Openreach plans to make full-fibre and G.fast available to 12 million UK premises by the 

end of 2020 (two million using full-fibre and ten million G.fast).96 

Figure 11 Fixed broadband availability, by advertised service speed (%): end 2016 

 
Source: IHS Markit 

The differing levels of availability of broadband services result in wide variations in service take-up across 

our countries. In 2016, the proportion of fixed broadband connections with an advertised speed of ‘up to’ 

30Mbit/s or higher ranged from just under 1% in Nigeria to 95% in Japan (in seven of our countries more 

than half of all lines fall into this category). In the UK, 45% of fixed broadband lines were superfast 

products at the end of the year, while less than 1% were classed as ultrafast products (services with an 

advertised speed ≥300Mbit/s). There were three comparator countries, Japan, South Korea and Portugal, 

where more than 10% of connections had an advertised speed of ‘up to’ 300Mbit/s or higher. 

                                                           
96 http://home.bt.com/tech-gadgets/internet/broadband/what-is-ultrafast-broadband-fttp-gfast-11364182312682  
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Figure 12 Fixed broadband lines, by advertised speed: end 2016 

 
Source: IHS Markit / industry data / Ofcom 

Note: Countries are ranked by connections with speeds of 30Mbit/s or more. 

As consumers’ use of online services continues to evolve, superfast services may no longer be sufficient to 

provide a good quality of experience for many consumers, furthering the need for ultrafast full-fibre 

connectivity. For example, Netflix recommends a bandwidth requirement of 25Mbit/s to stream its ultra-

high-definition (UHD/4K) content, meaning that many current superfast services will not be able to 

support concurrent 4K streams. And the growing use of cloud-based services is also likely to fuel 

consumers’ appetite for faster connection speeds. 

Ofcom has sought to stimulate the roll-out of full-fibre services and support ultrafast network investment 

through its Digital Communications Review.97 Our interventions to help deliver this objective include: 

• improving the availability and use of ducts and poles infrastructure and working with 
Government to reduce planning barriers; 

• consulting on setting wholesale regulated prices that protect investment incentives for both 
BT and other network investors; and 

• creating a more independent Openreach that takes network investment decisions in the 
interests of all its downstream customers. 

4.1.3 Broadband Scorecard 

In this section, we benchmark the UK against 18 other European and global peers using a number of fixed 

and mobile broadband metrics, as summarised in the table below98. The UK’s position is assessed using a 

range of broadband metrics including coverage, take-up, use and price. As in previous reports, we also 

compare metrics for the EU5 and EU2899, which are provided as appendices to this report. 

                                                           
97 https://www.ofcom.org.uk/phones-telecoms-and-internet/information-for-industry/policy/digital-comms-review.  
98 Mobile broadband includes all data connections made via 3G or 4G cellular networks, including those made via 
mobile handsets and using dedicated mobile data dongles and SIMs. 
99 The EU5 and EU28 scorecards are provided as appendices to this report, and can be found at: 
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-
2017   

https://www.ofcom.org.uk/phones-telecoms-and-internet/information-for-industry/policy/digital-comms-review
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017


 

56 

 

Figure 13 Broadband Scorecard summary: the UK’s position relative to 18 other comparator 

countries: 2016 

 
Source: IHS Markit 

Notes:  

1. For the purposes of this table most of the figures have been rounded to the nearest whole number.  

2. Coverage and connections data are for the year-end 2016. 
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3. The fixed broadband coverage data in this table refer to the proportion of homes able to receive fixed 

broadband with the stated advertised speeds. These figures differ from the 97% premises coverage for 

speeds ≥10Mbit/s or more, 91% for speeds ≥30Mbit/s, and 36% for speeds ≥300Mbit/s stated in our 

Connected Nations 2017 report, which are based on operator-provided premises-level data inputs relating 

to estimated connection speeds in May 2017. The report can be found at: 

https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-

nations-2017  

4. ‘Advertised speed’ refers to the speeds that are used to market a particular service, for example ‘up to’ 

xMbit/s. 

5. Mobile broadband includes all data connections made via 3G or 4G cellular networks, including those made 

via mobile handsets and using dedicated mobile data dongles and SIMs.  

6. In order to provide a comparative benchmark across all 19 countries, UK 4G (100%) and 3G (99%) mobile 

coverage encompasses outdoor population coverage from at least one operator. This differs from the 4G 

(58%) coverage stated in our Connected Nations 2017 report, which focuses on the percentage of premises 

that have indoor coverage from all four MNOs. 

7. 4G mobile take-up figures refer to customers with access to a 4G enabled device and tariff with 4G data; 

this differs from the figures used in the 2017 Communications Market Report (www.ofcom.org.uk/research-

and-data/multi-sector-research/cmr/cmr-2017), which is based on the proportion of mobile subscriptions 

that are 4G-enabled. 

The key findings from the Broadband Scorecard 2017 are as follows: 

• Basic fixed broadband services offering advertised speeds of ‘up to’ 10Mbit/s or higher were 

available to 98% of homes in the UK100, the fourth highest proportion among our 19 countries 

after South Korea, Japan and the Netherlands. These services were available to over 90% of 

homes in 13 of our countries.  

• The UK compared favourably to most countries in terms of the availability of superfast broadband 

products (i.e. services with advertised speeds of 30Mbit/s or higher) ranking fifth at 92%101 of 

homes. The highest household superfast product availability was in South Korea, at over 99%, 

while the Netherlands had the highest superfast availability among our European comparator 

countries, at 98%. 

• The UK also had comparatively high overall availability of fibre broadband networks, with 87% of 

homes being able to receive fibre services, ranking fourth after the Netherlands, South Korea and 

Japan. 

• The UK, however, lagged behind in the availability of FTTP (fibre-to-the-premises) ‘full fibre’ 

services, which were available to less than 2%102 of UK households at the end of 2016. As a result, 

the UK ranked eighteenth of our 19 countries for full-fibre availability, with South Korea and 

Japan (where full fibre is available to more than 95% of homes) taking the top two positions. 

                                                           
100 In the Connected Nations 2017 report, we say that 97% of UK premises could receive an estimated download 
speed ≥10Mbit/s in May 2017, based on premises-level operator data. See https://www.ofcom.org.uk/research-
and-data/multi-sector-research/infrastructure-research/connected-nations-2017.  
101 In the Connected Nations 2017 report, we say that 91% of UK premises could receive an estimated download 
speed ≥30Mbit/s in May 2017. 
102 In the Connected Nations 2017 report, we say that 3% of UK premises could receive ‘full-fibre’ services in May 
2017. 

https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
http://www.ofcom.org.uk/research-and-data/multi-sector-research/cmr/cmr-2017
http://www.ofcom.org.uk/research-and-data/multi-sector-research/cmr/cmr-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
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• The low UK availability of full-fibre broadband services in the UK is partly due to BT’s decision to 

deploy VDSL for most of its fibre broadband network. Largely as a result of this decision, the UK 

ranked second for the availability of VDSL services (after South Korea) with 85% of UK homes 

having access to these services. 

• The availability of fibre broadband technologies in the UK is reflected in the relative levels of take-

up of fibre services. While the UK ranked first for the proportion of broadband lines that were 

provided using VDSL (at 26%) it ranked last for the proportion of connections that were ‘full-fibre’ 

(at less than 1%) The highest ‘full-fibre’ take-up was in Japan, where 75% of connections were 

provided using these technologies. 

• At the end of 2016, 45% of fixed broadband connections in the UK were superfast or higher 

products, ranking the UK eleventh among our countries. In seven comparator countries, more 

than half of fixed broadband connections were superfast, with Japan having the highest 

proportion, at 95%. 

• In five of our comparator countries at least 99% of the population was in areas with outdoor 

mobile 4G coverage from at least one provider, while 11 had a similar level of 3G mobile 

coverage. The UK ranked fourth on household availability of 4G networks (at over 99%103, up from 

89% in 2015), and tenth for 3G coverage (99%, unchanged year on year). 

• Half of UK mobile subscriptions (50%) were 4G tariffs at the end of 2016104, a 14pp increase since 

2015 and the seventh highest proportion among our 19 countries. South Korea had the highest 

proportion of connections that were 4G, at 76%. 

• Average UK per-capita fixed and mobile data use both increased significantly in 2016. During the 

year, average per-capita monthly fixed data use doubled to 53GB, the second highest volume 

among our countries, while average mobile data use increased by 40% to 1.7GB per month, 

ranking the UK eighth among our countries105. The highest level of fixed data use per head was in 

South Korea at 63GB per month, while for mobile services it was in Sweden at 5.7GB per month. 

• In terms of the price required to receive residential fixed broadband services using the largest 

providers’ tariffs (which includes bundles where standalone services are not available), the UK 

ranked fourth among the EU5 countries and US overall, with UK superfast and ultrafast 

broadband prices tending to compare less favourably than those of basic broadband services. 

Italy had the least expensive fixed broadband services in terms of average prices. 

• Consumers in many countries typically buy fixed broadband services bundled with voice services. 

The UK ranked third in average prices and fourth for lowest available prices among the same six 

countries across the basic, superfast and ultrafast dual-play landline and fixed broadband bundles 

                                                           
103 In the Connected Nations 2017 report, we say that 58% of UK premises were in areas with outdoor 4G mobile 
coverage from all four MNOs in June 2017, based on premises-level operator data. See 
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-
2017.  
104 In the 2017 Communications Market Report 
(https://www.ofcom.org.uk/__data/assets/pdf_file/0015/105441/uk-telecoms-networks.pdf) we said that 62% of 
active UK mobile subscriptions were 4G at the end of 2016. 
105 In the Connected Nations 2017 report we say that, in June 2017, average data use per UK residential fixed 
broadband connection was 190GB, while average data use per mobile connection was 1.9GB. 

https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/__data/assets/pdf_file/0015/105441/uk-telecoms-networks.pdf
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that were included in our analysis. Germany and Italy were the least expensive for average and 

lowest available prices respectively, while the US was the most expensive for both metrics. 

4.2 Telecoms overview 

4.2.1 Mobile accounted for the largest share of revenues in most comparator countries 

The US, China and Japan had the highest retail telecoms service revenues among our countries in 2016, 

between them generating 66% of the £656bn total for our 19 countries during the year. 

A key global trend in telecoms markets over the last two decades has been the growth in the use of 

mobile voice and data services, and Brazil was the only one of our 19 comparator countries where fixed 

voice and data services accounted for more than half of total telecoms revenues in 2016 (53%). In all 

other comparator countries, mobile voice and data services generated higher revenues than fixed voice 

and data services, although in the UK and Australia (which ranked fourth and eleventh in terms of total 

telecoms revenues respectively), there were near 50:50 revenue splits between fixed and mobile services. 

Figure 14 Telecoms service retail revenues, by country and sector (£bn): 2016 

 
Source: IHS Markit / industry data / Ofcom 

Note: Fixed voice revenues include managed VoIP revenues; exclude narrowband internet revenues; all figures have 

been rounded to the nearest whole number. 

4.2.2 The UK ranked fourth for average telecoms revenues per head 

Average monthly telecoms revenues per person ranged from £1 in Nigeria to £61 in Japan among our 

comparator countries in 2016. The average per-capita UK spend was £39 per month during the year, and 

the UK ranked fourth behind Japan (£61), the US (£55), and Australia (£52). Average spend per head in 

the other EU5 countries ranged from £22 per month in Italy to £26 in Germany, with the higher spend in 

the UK partly due to comparatively high levels of take-up and use of fixed and mobile broadband. 
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Figure 15 Per-capita monthly telecoms service revenues (£): 2016 

 

Source: IHS Markit / industry data / Ofcom 

Note: Includes spend by businesses, and is therefore not representative of average consumer spend; all figures have 

been rounded to the nearest whole number. 

4.2.3 Per-capita voice call minutes increased in most comparator countries in 2016 

The UK ranked seventh of our 19 countries in 2016 in total per-capita outgoing fixed and mobile minutes, 

at just under five hours (298 minutes per month). The number of monthly fixed-line voice call minutes per 

head decreased in every country in 2016, although in almost all of them this was partially offset by an 

increase in average mobile voice call use, and combined per-capita fixed and mobile outgoing voice call 

volumes increased in 13 of our 19 countries during the year. 

Mobile calls accounted for more than half the total voice call minutes in all countries except Germany and 

New Zealand in 2016, where fixed voice represented 53% and 56% of total outgoing call minutes 

respectively. In Germany this was partly because a high proportion of landline users are on flat-rate 

tariffs. At 64%, the UK had the third-lowest proportion of outgoing voice call minutes originating on 

mobile networks, due to comparatively high levels of landline use and the popularity of text and data-

based OTT messaging services on mobile phones, used in preference to traditional mobile calls. 
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Figure 16 Average per-capita monthly outgoing voice call minutes: 2016 

 
Source: IHS Markit / industry data / Ofcom 

Note: All figures have been rounded to the nearest whole number. 

4.2.4 Less than half of UK respondents regularly use a home landline 

Among the nine countries we surveyed, the UK ranked higher for regular use of a home landline (fifth) 

than for regular use of a mobile phone for either calls, messages or data (eighth) in 2017, with 47% of UK 

respondents saying they used a home landline at least once a week, compared to 80% for a mobile 

phone. In all comparator countries, a higher proportion of respondents said they used a mobile phone 

than said they used a home landline, with the largest difference between the two figures in Sweden, 

where 86% of respondents regularly used a mobile but only 20% used a home fixed line. The low take-up 

of landlines in Sweden is also shown in the fixed voice services section of this chapter. 

Figure 17 Weekly phone activities: 2017 

 
Source: Ofcom research 2017  

Base: All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 
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4.2.5 The UK ranked third for the proportion of respondents who regularly used VoIP 

Among the countries we surveyed, the US and Italy had the highest overall proportions of respondents 

who said that they regularly used VoIP services (43% and 42% respectively), while the US was the only 

country where the reported level of VoIP use increased in 2017. The split between voice call and video 

call VoIP use was fairly even across the nine countries; 29% of respondents in the UK said they used VoIP 

to make voice calls while 31% said that they used it to make video calls. 

It should be noted that, across all comparator countries, many consumers who use managed VoIP may 

not realise that they are doing so, and consequently, the figures shown here may be understated as they 

mainly represent the use of ‘unmanaged’ over-the-top (OTT) VoIP services. 

Figure 18 Weekly use of VoIP services: 2017 

 
Source: Ofcom research 2017  

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q.9 How often do you use the internet on any of your devices for each of the following activities? Any VoIP, making 

voice calls (not video) through VoIP services, making video calls through VoIP services: at least once a week 
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The UK had the highest number of fixed voice connections per 100 people among our comparator 
countries in 2016 

In most comparator countries, use of fixed voice services is falling due to fixed-to-mobile substitution and 

the growing use of OTT voice and messaging services. 

There were 61 fixed voice connections (including managed VoIP) per 100 people in the UK at the end of 

2016; the highest number among our comparator countries despite a small decline since 2015. The 

comparatively high use of landline services in the UK is partly due to the requirement to have a landline in 

order to use most fixed broadband services, while in France, which was just behind the UK at 60 

connections per 100 people, it is due to the popularity of low-cost triple-play services that are delivered 
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over naked-DSL/fibre and include a managed VoIP connection. Take-up of fixed voice services was 

considerably lower in the other EU comparator countries, ranging from 13 connections per 100 people in 

Poland to 45 in Germany. 

Landline take-up fell in most of our comparator countries in 2016, the exceptions being Germany, Japan, 

India and Nigeria (where it was unchanged), Spain and Portugal. The latter two countries were the only 

comparators where there was growth in per-capita landline take-up during the year, partly due to the 

growing take-up of triple- and quad-play bundles that include a landline service. The sharpest declines in 

the number of fixed voice connections per 100 people were in Australia and Sweden, each down by five 

connections per 100 people. In Australia, this was partly due to consumers stopping services when 

upgrading to fixed broadband services provided over the National Broadband Network (NBN), while in 

Sweden, consumers are dropping landlines from service bundles and the incumbent operator (Telia)’s 

push towards mobile broadband, particularly in remote locations, has resulted in increasing fixed to 

mobile substitution. 

Figure 19 Fixed voice connections per 100 people: end 2016 

 
Source: IHS Markit / industry data / Ofcom 

Note: Includes managed VoIP connections; all figures have been rounded to the nearest whole number. 

A comparatively low proportion of UK fixed voice connections are provided using managed VoIP106 

Although the UK was the highest-ranking country in terms of the number of fixed voice connections per 

person, the proportion of these that were provided using managed VoIP was relatively low (17%), putting 

the UK sixteenth of our 19 countries at the end of 2016. In  the UK managed VoIP is commonly used in the 

business market, but is not frequently used for residential services. 

At 84%, the Netherlands had the highest percentage of fixed voice connections that were provided using 

managed VoIP, nearly five times the proportion in the UK. This can partly be attributed to the incumbent 

provider, KPN, migrating its customers from PSTN to VoIP services (which it has been doing since 2013) 

                                                           
106 ‘Managed VoIP’ refers to the provision of a packet-switched voice over internet protocol (VoIP) service over a 
fixed broadband network such as xDSL, FTTP and cable. Managed VoIP includes VoIP as a primary service (such as 
VoIP over FTTP or naked xDSL) and as a secondary service (such as VoIP over xDSL, where the subscriber also pays a 
monthly fee for a PSTN line). OTT VoIP services consumed over fixed broadband connections, such as Skype, are not 
included within the definition of managed VoIP because they do not support emergency calling and are therefore 
not marketed as landline replacement services. 
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and also using VoIP to provide fixed voice services to its FTTP subscribers (around a quarter of its 

customer base). Nigeria had the largest increase in the proportion of fixed voice connections provided 

using managed VoIP during the year (although this growth was from a small base), followed by New 

Zealand, where the number of naked DSL and fibre lines has risen steadily in recent years. South Korea 

and India were the only comparator countries where managed VoIP use was unchanged during the year. 

Figure 20 Proportion of fixed voice connections that are managed VoIP (%): end 2016 

 
Source: IHS Markit / industry data / Ofcom 

Note: All figures have been rounded to the nearest whole number. 

Despite having the highest number of fixed voice connections per 100 people, the UK ranked third for 
outgoing fixed call minutes per person 

Average fixed call use per head decreased in all comparator countries in 2016, including the UK, where it 

fell by 11% to 106 minutes per month. Despite having the highest per-capita number of fixed voice 

connections, the UK only ranked third in per-capita fixed voice calls behind Germany (where flat rate 

tariffs are popular) and New Zealand. Again, this is likely to be partly because some UK landlines are used 

only for fixed broadband services and not to make calls; naked-DSL and fibre services are being offered by 

more than one telecoms provider in both Germany and New Zealand. 

Figure 21 Per-capita outgoing monthly fixed voice call minutes: 2016 
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Source: IHS Markit / industry data / Ofcom 

Note: All figures have been rounded to the nearest whole number. 

Twelve per cent of UK respondents have a landline but do not use landline services 

Our survey found that the proportion of respondents who indicated that they had a landline in their 

home ranged from 28% in Sweden to 80% in Germany. As this research was undertaken online, the 

reported levels of service take-up and use may differ from those among the wider population. 

Regardless of the level of home landline take-up, the proportion of respondents who said they personally 

used a landline was lower than the proportion who said they had a landline at home in all comparator 

countries. In the UK, 68% of respondents said they had a landline at home, but only 56% personally used 

a landline, either at home or elsewhere. 

There were similar differences between reported home landline ownership and landline use in Italy 

(16pp) and Spain (11pp), but this was less pronounced in France (9pp) and Germany (6pp). The highest 

percentage point difference was in Japan, where more than two-thirds of respondents reported having a 

home landline (68%) but less than half (46%) said they used a landline. In some countries, including the 

UK, the difference between home landline access and use may be driven by the fact that a landline is 

often required to buy fixed broadband services, and consumers may subscribe to a fixed voice service 

even if they do not use it. 

Figure 22 Household take-up and personal use of landline services: 2017 

Source: Ofcom research 2017 

Base: All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q4bi. Which of the following SERVICES do you have in your home, whether or not you use it personally?; Q4bii. Which 

of the following services do you personally use either at home or elsewhere? 

4.3.2 Fixed broadband services 

Overall fixed broadband availability was unchanged in all comparator countries in 2016 

In nine comparator countries, including the UK, household fixed broadband availability (i.e. the 

proportion of homes that were served by at least one fixed broadband network) was greater than 99% at 
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the end of 2016107. Nigeria was the only country where less than half of households had access to fixed 

broadband (8%), due to the limited availability of fixed telecoms network infrastructure. 

As the figures above are based on the availability of different broadband technologies, they will include 

homes that are unable to receive a reliable broadband service, or may only be able to do so at low 

speeds. Based on premises-level estimates of actual connection speeds, we reported in the 2017 

Connected Nations report108 that about 3% of UK premises in June 2017 were unable to receive an actual 

download speed greater than 10Mbit/s. We do not have comparable data for our other countries. 

Figure 23 Proportion of households in areas served by fixed broadband (%): end 2016  

 

Source: IHS Markit 

Note: All figures have been rounded to the nearest whole percentage. 

ADSL fixed broadband was available to over 99% of households in seven comparator countries  

The UK was one of seven comparator countries where ADSL fixed broadband networks were available to 

more than 99% of households at the end of 2016. Only four countries had ADSL coverage of less than 

90%, of which Nigeria ranked last. As noted above, these figures are based on network availability and, 

particularly in the case of ADSL, will include homes that may not be able to receive broadband services, or 

may only be able to access very low speeds due to reasons such as the long length, or poor quality, of the 

copper telephone line from the premises to the local exchange. 

                                                           
107 In the Connected Nations 2017 report, we say that 97% of UK premises could receive an estimated download 
speed ≥10Mbit/s in May 2017, based on premises-level operator data (see https://www.ofcom.org.uk/research-
and-data/multi-sector-research/infrastructure-research/connected-nations-2017).  
108 https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-
2017  

https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-2017
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Figure 24 Proportion of households in areas served by ADSL broadband (%): end 2016  

 
Source: IHS Markit 

Note: All figures have been rounded to the nearest whole percentage. 

Cable broadband has highest availability in the Netherlands and the US 

Among our comparator countries, the Netherlands had the highest household cable broadband 

availability at the end of 2016, at 95%, followed by the US (90%). The UK ranked eighth with 48% 

coverage109, an increase of one percentage point (pp) since 2015, due to Virgin Media’s Project Lightning 

network expansion scheme, with which it plans to extend its network to cover an additional four million 

premises using a mixture of cable and full-fibre110. 

Figure 25 Proportion of households in areas served by cable broadband (%): end 2016 

 

Source: IHS Markit 

Note: All figures have been rounded to the nearest whole percentage. 

                                                           
109 In the Connected Nations 2017 report, we say that 45% of UK premises could receive cable broadband services in 
May 2017, based on premises-level operator data (see https://www.ofcom.org.uk/research-and-data/multi-sector-
research/infrastructure-research/connected-nations-2017).  
110 http://www.virginmedia.com/corporate/about-us/our-key-projects.html  
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The UK had the fourth-highest availability of fibre broadband among our countries at the end of 2016 

The UK ranked fourth among our countries in terms of fibre broadband availability at the end of 2016; 

these services were available to 87% of premises. More information on fibre broadband availability, 

including the VDSL / full-fibre split, can be found in section 4.1.2 of this report. 

Figure 26 Proportion of households in areas served by fibre broadband (%): end 2016 

 

Source: IHS Markit 

Note: All figures have been rounded to the nearest whole percentage. 

The UK had the sixth highest fixed broadband take-up per head among our 19 countries 

At the end of 2016 there were 38 fixed broadband connections per 100 people in the UK, the sixth 

highest level of take-up among our 19 countries and the third highest among the EU5, after France (43) 

and Germany (40). The Netherlands had the highest take-up (43 connections per 100 people), while 

Nigeria had the lowest (less than one connection per 100 people) as a result of the limited footprint of 

the fixed telecoms networks.  

Figure 27 Fixed broadband connections per 100 people: end 2016 

 

Source: IHS Markit / industry data / Ofcom 

Note: All figures have been rounded to the nearest whole number. 
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The UK had the highest share of superfast VDSL connections among our comparator countries 

The share of ADSL connections declined across all of our comparator countries in 2016, as consumers 

migrated to higher-speed (mostly fibre) services. 

The largest increase in the proportion of fixed broadband connections provided using fibre technologies 

was in Nigeria (up 27pp, albeit from a very small base of fixed broadband connections). The UK ranked 

fourteenth in terms of the proportion of connections that were provided over either VDSL, full fibre or 

cable (46%), while Sweden was the only European country where more than three-quarters of 

connections were provided using these next-generation access (NGA) technologies. 

The UK had the highest proportion of fixed broadband connections provided using superfast VDSL among 

our comparator countries at the end of 2016 (26%, up 4pp since 2015), owing to the widespread 

availability of Openreach’s fibre-to-the-cabinet (FTTC) network. However, the UK ranked last among our 

comparator countries for the share of full-fibre FTTP connections, at less than 1%, primarily due to the 

limited availability of these services. Full fibre accounted for more than half of the fixed broadband 

connections in four comparator countries at the end of 2016: Japan (75%), South Korea (74%), China 

(62%) and Sweden (53%), while Spain had the highest share of full-fibre connections among the EU5 

countries, at 35%.  

Figure 28 Fixed broadband connections, by technology (%): end 2016 

 

Source: IHS Markit / industry data / Ofcom 

Note: All figures have been rounded to the nearest whole percentage. The countries are ranked according to 

percentage of non-ADSL fixed broadband connections. 

Monthly per-capita fixed data consumption doubled in the UK in 2016 

With the increasing take-up of superfast broadband and the growing popularity of video streaming 

services such as Netflix and Amazon Video, average per-capita UK fixed data consumption more than 

doubled, to 53GB per month, in 2016111, second among our comparator countries after South Korea 

                                                           
111 The growth in fixed data consumption has accelerated in the UK: in the Connected Nations 2017 report, we 
report that average data use per residential fixed broadband connection was 190GB per month in June 2017 (see 

 

4 7
16 21 23 26 26 29

35
40 42

49 51 54 54
66

75 80
90

20 18

57

17
19

36 39
27

47

19 14

37

7

20

22
13 7

2%

11

3

7 1

4

6
22

9

23

26
10

2 4
7

74 75

11

62
53 12

33
44

14

35
19

3

18

35

2

1
8

34 1

19

2 2 1
11 10

2

KOR JPN USA CHN SWE POL POR RUS NED ESP AUS BRA NZD UK NGA GER IND FRA ITA

ADSL Cable VDSL Full-fibre Other

3 2 1 12 5 9 6 2 3 12 16 2 14 4 27 0 0 4 2
FTTx YoY 

change (pp)



 

70 

 

(63GB). Russia had the largest YoY increase in per-capita consumption in 2016, up by 107% to 10GB per 

month. 

Figure 29 Per-capita monthly fixed data volumes: 2016 

 

Source: IHS Markit 

Note: All figures have been rounded to the nearest whole number. 

The proportion of retail fixed broadband lines operated by the incumbent increased in the UK 

The share of fixed broadband lines operated by BT, the incumbent provider in the UK, increased by four 

percentage points to 37% in 2016, largely due to BT completing its acquisition of EE early in the year112. 

Despite this increase, which was the largest recorded among our countries during the year, BT had the 

smallest market share of all the EU5 countries’ incumbent providers at the end of 2016. 

The incumbent fixed telecoms provider in Japan (NTT) had the highest proportion of fixed broadband 

lines (54%), followed by the Indian incumbent (BSNL) with 51%. Brazil was the only comparator country 

where the incumbent provider accounted for less than a quarter of fixed broadband lines, because the 

incumbent provider, Oi Brasil, is only the third largest ISP in terms of broadband lines, after cable 

operator Net Servicos and Telefonica’s Vivo. 

  

                                                           
https://www.ofcom.org.uk/research-and-data/multi-sector-research/infrastructure-research/connected-nations-
2017).  
112 http://home.bt.com/news/bt-life/bt-to-retain-ee-brand-as-acquisition-confirmed-11364037422234  
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Figure 30 Incumbent share of fixed broadband lines (%): end 2016 

 

Source: IHS Markit / operator data / Ofcom 

Note: Data for Nigeria are not included in the comparison; the US, where there is typically a duopoly between a local 

incumbent telecoms provider and a cable provider, is excluded from this analysis; all figures have been rounded to 

the nearest whole percentage. 

More than eight in ten UK fixed broadband users are satisfied with their overall service 

Eighty-one per cent of fixed broadband customers in the UK were 'very' or 'fairly' satisfied with their 

overall fixed broadband service in 2017, and was among the highest proportion among our comparator 

countries. Consumers in the UK and the US also had comparatively high levels of satisfaction with fixed 

broadband download speeds, upload speeds, and quality of connection when more than one device in 

the home is connected. 
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Figure 31 Satisfaction with aspects of fixed broadband service: 2017 

 

Source: Ofcom consumer research 2017 

Base: All respondents with fixed broadband, UK=820, FRA=877, GER=740, ITA=691, USA=541, JPN=501, AUS=710, 

ESP=811, SWE=719 

Q30 [Q5]. To what extent are you satisfied or dissatisfied with the following aspects of your current home broadband 

service? 

4.4 Mobile telecoms services 

4.4.1 Availability 

Mobile availability data 

The mobile coverage data used in this section has been compiled from a number of sources by IHS Markit. It should 

therefore be noted that there may be differences in the way that these data have been derived, and that the mobile 

availability figures in this section of the report may not always be like-for-like comparisons. 

2G household coverage was 95% or higher in all comparator countries  

In this report, where we refer to ‘mobile coverage’, we mean the proportion of people living in an area 

where at least one mobile network has outdoor coverage. 

IHS data show that 2G mobile services (the minimum required to be able to make a voice call) were 

available to at least 95% of the people in all of our comparator countries at the end of 2016, with the 

exception of Japan, where 2G networks were decommissioned in 2016. Of the remaining comparator 

countries where 2G was still in use in 2016, only New Zealand, India, Nigeria and Russia had coverage 

levels below 99%. 
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Figure 32 2G mobile network population coverage (%): end 2016 

 
Source: IHS Markit / operator data / Ofcom 

Note: All figures have been rounded to the nearest whole percentage. 

4G mobile networks were available to over 99% of the population in four countries, including the UK 

Once again, it should be noted that the coverage data in this report relates to the proportion of the 

population in areas with outdoor coverage from at least one mobile network at the end of 2016. In the 

Connected Nations 2017 report we use June 2017 data showing 4G mobile coverage as the proportion of 

the population in areas with indoor coverage from all four MNOs (58%), and 4G geographic coverage 

from all four MNOs (43%). 

IHS data show that, among our comparator countries, 11 had at least 95% population coverage from at 

least one 4G mobile network at the end of 2016. This included the UK, which ranked fourth on 4G 

outdoor network coverage by at least one provider, at over 99%, a 10pp increase since the previous year. 

4G network coverage from at least one provider was lower in rural areas of the UK than the overall 4G 

figure, at 95% of population. UK mobile providers are due to meet the 4G coverage obligations outlined in 

their spectrum licence conditions by the end of 2017. 

During the year, 4G coverage in India reached 75% of the population, up by 69pp, the highest increase 

among our comparator countries. This was primarily due to the launch of nationwide 4G services by new 

entrant Reliance Jio. 3G mobile networks covered at least 95% of the population in 13 countries, including 

the UK (99%). As with 4G, the availability of 3G networks in rural areas of the UK was lower than the 

overall figure, at 89% of the rural population.  
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Figure 33 Percentage of population in areas served by 3G and 4G mobile broadband (%): end 2016 

Source: IHS Markit 

Notes: All figures have been rounded to the nearest whole percentage; countries are ranked according to percentage 

of population in areas served by 4G. 

In 2017, seven in ten UK respondents said that they always had a mobile signal 

Seventy per cent of survey respondents in the UK said that they always had a mobile signal when they 

wanted to make a call, up from 65% in 2016. In the UK, the largest year-on-year increase related to the 

reliability of mobile data connections, with 74% of people saying that they could always connect to the 

internet when they wanted to, up from 67% in 2016, potentially due to the migration to 4G services. 

Of our comparator countries, Japan had the highest proportion of respondents who stated that they 

could always connect to the internet when they wanted to, at 81%. 
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Figure 34 Satisfaction with aspects of mobile phone connectivity: 2017 

Source: Ofcom research 2017 

Base (mobile signal): All respondents who use a smartphone or mobile phone, UK=828, FRA=859, GER=868, ITA=907, 

USA=763, JPN=764, AUS=836, ESP=908, SWE=834. Base(internet connection): All respondents who use a 

smartphone, UK=736, FRA=790, GER=783, ITA=855, USA=685, JPN=560, AUS=774, ESP=874, SWE=777.  

Q.24 Thinking about when you use your mobile phone, please select an answer to each of the following... 

4.4.2 Mobile overview 

The UK ranked seventh for monthly mobile spend per head, at £20 

The UK ranked seventh among our 19 countries in average per-capita retail mobile revenue, at £20 per 

month. On this measure, the UK ranked highest among the EU5 countries, partly due to comparatively 

high average mobile data use (among the EU5 countries, the UK had the highest per capita mobile data 

use and the third highest per-capita level of outgoing call minutes). 

Figure 35 Average per-capita monthly retail mobile revenue (£): 2016 

 
Source: IHS Markit / industry data / Ofcom 

Note: All figures have been rounded to the nearest whole number. 
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Most comparator countries had more mobile subscriptions than people in 2016 

The UK ranked ninth among our comparator countries, with 127 subscriptions per 100 people (excluding 

machine-to-machine) at the end of 2016, down from 131 in the previous year. This decline was due to 

people giving up dedicated mobile data connections (e.g. dongles) as they increasingly use their 

smartphones to access the internet, and a fall in the number of mobile voice connections, partly due to 

multiple-SIM pre-pay users migrating onto pay-monthly contracts, including low-cost SIM-only services. 

The comparator country which experienced the largest decrease in the number of per-capita mobile 

subscriptions in 2016 was Brazil, where take-up fell by eight connections per 100 people. This was due to 

declining multiple-SIM use, largely a result of falling interconnection rates which have made it less 

advantageous for consumers in Brazil to use more than one SIM. 

Figure 36 Mobile subscriptions per 100 people (excluding M2M): end 2016 

 
Source: IHS Markit / industry data / Ofcom 

Note: Excludes M2M figures. All figures have been rounded to the nearest whole number. 

A higher proportion of mobile connections were 4G113 in the UK than in the other EU5 countries  

Including M2M services, half of total UK mobile connections (50%) were 4G at the end of 2016, a year-on-

year increase of 14pp as customers migrated to 4G plans. South Korea had the largest proportion of 

mobile connections that were 4G (76%) followed by the US (67%), while the UK ranked seventh among 

our comparator countries. Sweden’s relatively low aggregate percentage for 3G and 4G connections was, 

to a large degree, due to it having a comparatively high number of 2G M2M connections, while lower 

levels of smartphone penetration in France and the Netherlands, in comparison to other Western 

European markets, mean that more people continue to use 2G services. 

South Korea and Japan were the only comparator countries where all mobile connections were provided 

over 3G or 4G networks. In Japan, this was due to the decommissioning of 2G networks, while in South 

Korea some 2G networks were still active in 2016, but there were no 2G-only subscriptions. 

                                                           
113 4G connections are defined as being tariffs with 4G data being used on a 4G-enabled device. 
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Figure 37 3G and 4G as a proportion of all mobile subscriptions (%): end 2016 

 

Source: IHS Markit 

Note: Includes M2M subscriptions; all figures have been rounded to the nearest whole number. The countries are 

ranked by 4G connections as a proportion of total mobile connections.  

Just over two-thirds of UK mobile subscriptions were post-pay at the end of 2016 

The UK ranked eighth among our comparator countries for the proportion of mobile subscriptions that 

were post-pay, at 68% at the end of 2016, up 4pp from 2015, primarily due to the increasing popularity of 

low-cost, SIM-only pay-monthly services. Pre-pay plans tend to be favoured by consumers in developing 

countries as they offer increased financial flexibility compared to post-pay, and because post-pay 

packages tend not to include a subsidised handset in these markets. M2M is also a factor in some 

developed countries; M2M connections are typically post-pay, and high levels of M2M use (such as in 

Sweden and France) are reflected in higher proportions of connections that are post-pay. 

Figure 38 Mobile subscriptions, by type (%): end 2016 

 
Source: IHS Markit / industry data / Ofcom 

Note: Includes M2M figures. All figures have been rounded to the nearest whole number. The countries are ranked by 

the percentage of post-pay mobile subscriptions.  
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China had the most concentrated mobile market among our comparator countries  

In order to gain insight into the levels of competition in mobile markets we use the Herfindahl-Hirschman 

index of market concentration (HHI). The HHI is calculated by summing the squares of the market shares 

of firms competing in a market, and can range from close to zero for a market with a large number of 

firms of equal size, to 10,000 for a monopoly. As the calculation is based on market shares for a specific 

period, even small changes of a few percentage points in market share can impact HHIs, thereby affecting 

the overall rankings. 

The UK mobile market has a comparatively low level of concentration, based on operator subscription 

shares, compared to most other comparator countries, ranking sixth with an HHI of 2,845 (the lowest 

among the EU5 countries). China was the most concentrated MNO market with an HHI of 4,746, due to 

the large market share of its leading MNO, China Mobile. India’s mobile market was the least 

concentrated because it has a large number of providers, including region-specific operators. 

Figure 39 Mobile market HHI, MNOs (including wholesale and hosted MVNOs): end 2016 

 

Source: IHS Markit 

Note: All figures have been rounded to the nearest whole number. 

4.4.3 Mobile voice and messaging 

Average per-capita monthly mobile voice call minutes increased in most of our comparator countries, 
including the UK 

Average per-capita monthly outgoing mobile voice call minutes increased in all comparator countries 

except China and Germany in 2016, with UK consumers, on average, making 192 minutes of outgoing calls 

per month, an eight-minute increase since 2015. This was the third highest average use across the EU5 

countries, after Italy (240) and France (208). 
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Figure 40 Average per-capita monthly outgoing mobile voice call minutes: 2016 

 
Source: IHS Markit / industry data / Ofcom 

Note: All figures have been rounded to the nearest whole number. 

Average monthly mobile messages per person fell in most comparator countries 

Almost all comparator countries experienced a decline in the monthly average number of SMS and MMS 

messages sent per person, apart from France, Nigeria and Spain, where average use was unchanged. In 

the UK, people sent an average of 116 SMS and MMS messages per month in 2016, 14 fewer than in the 

previous year. This decline can be attributed to the increasing popularity of OTT data-based messaging 

services, such as WhatsApp, Apple iMessage and Facebook Messenger. Japan was the only comparator 

country without any use of traditional mobile messaging services, as consumers there tend to use email 

and instant messaging. 

Figure 41 Average per-capita monthly mobile messages: 2016 

 
Source: IHS Markit / industry data / Ofcom 

Note: Includes SMS and MMS; all figures have been rounded to the nearest whole number. 
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4.4.4 Mobile broadband services 

The UK had 69 4G mobile connections per 100 people, ranking eighth among our comparator countries 

The number of per-capita 4G mobile connections (defined as tariffs with 4G data being used on a 4G-

enabled device) increased in all of our comparator countries in 2016. In the UK, there were 69 4G 

connections per 100 people at the end of the year, the eighth-highest number among our countries and 

an increase of 18 since 2015. South Korea ranked first among our comparator countries, with 92 4G 

connections per 100 people, while Nigeria was last, with 16. The Netherlands had the largest increase in 

per-capita 4G connections during the year, up by 34 connections to 78 per 100 people. 

Figure 42 4G mobile connections per 100 people: end 2016 

 

Source: IHS Markit 

Notes: Mobile broadband includes all data connections made on mobile handsets and using dedicated mobile data 

dongles and SIMs; all figures have been rounded to the nearest whole number. 

The UK had the highest proportion of 4G mobile revenues among the EU5 countries 

At 74%, the UK had the joint fifth highest (with Japan) percentage of revenue generated by 4G, out of the 

19 comparator countries, and the highest of the EU5 countries. The factors contributing to this include 

the UK having the highest 4G availability, the highest proportion of 4G connections and the highest 4G 

data volumes among the EU5 countries.  
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Figure 43 4G as a proportion of total mobile revenue (%): 2016 

 

Source: IHS Markit  

Note: All figures have been rounded to the nearest whole percentage. 

Monthly mobile data volume per person reached 1.7GB in the UK 

In the UK, average mobile data volume per head increased by 40% to 1.7GB per month114 in 2016. This 

was the highest among the EU5 countries, and 4G data accounted for 90% of this. In the Communications 

Market Report 2017115, we published findings from the Ofcom mobile research app which showed that 

among Android users with a 4G mobile handset and contract, 69% of application data sessions were over 

a wifi connection. 

Overall, average mobile data volumes per person were highest in Sweden in 2016, at 5.7GB per month, in 

part due to the relatively high proportion of dedicated mobile broadband connections, early adoption of 

4G services and bundled access to streaming media services like Spotify. Poland and Russia also ranked 

higher than the UK in terms of average mobile data (fifth and seventh respectively), probably due to their 

comparatively generous and low-cost mobile data plans. 

                                                           
114 In the Connected Nations 2017 report, we say that average data use per mobile connection was 1.9GB in June 
2017, up from 1.3GB in June 2016. See https://www.ofcom.org.uk/research-and-data/multi-sector-
research/infrastructure-research/connected-nations-2017.   
115 https://www.ofcom.org.uk/research-and-data/multi-sector-research/cmr/cmr-2017.  
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Figure 44 Per-capita monthly mobile data volumes (GB): 2016 

 
Source: IHS Markit / industry data / Ofcom 

Satisfaction with the price of 4G services is comparatively high in the UK 

In all our comparator countries, a higher proportion of respondents with 4G services were satisfied with 

their overall mobile service than they were with the price paid. At least eight in ten respondents said they 

were satisfied with their overall service in all countries except Sweden (72%), Japan (77%) and Italy (79%). 

In the UK, more than eight in ten respondents were satisfied with their overall service (87%), reliability of 

connection (82%) and speed of connection (81%), while more than seven in ten were satisfied with the 

price paid (76%). 

Figure 45 Satisfaction with 4G mobile phone services: 2017 

 

Source: Ofcom consumer research, 2017 

Base: All respondents who personally use ‘internet access on a mobile phone through a 4G mobile/cellular network 

connection’ either at home or elsewhere, UK=345, FRA=290, GER=256, ITA=436, USA=293, JPN=114, AUS=344, 

ESP=398, SWE=369 
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Q27 [Q4]. To what extent are you satisfied or dissatisfied with the following aspects of your mobile phone service? 
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5.1 TV and audio-visual: overview and key market 
developments 

Figure 46 Key metrics 
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TV revenue 

(£bn) 
14 9 21 6 132 23 4 3 3 2 2 7 10 3 8 28 1 

Revenue per 

cap (£) 
218 136 254 105 407 179 163 66 156 185 54 140 49 17 6 20 3 

from 

advertising 
70 59 66 39 158 79 86 22 46 52 18 42 23 11 2 9 0.7 

from 

subscription 
90 35 77 45 248 63 58 39 82 92 34 91 26 6 4 11 3 

from public 

funds 
58 43 111 20 0.3 37 19 5 28 41 2 7 - - 0 - - 

Online TV 

revenues (£m) 
1,969 724 930 373 13,919 1,002 559 236 313 342 132 314 589 235 175 4,729 0.10 

Largest TV 

platform 
Dsat IPTV Dsat DTT Dcab Dcab DTT DTT Dcab Acab Dsat IPTV Dsat Dsat 

Dsat/

Dcab 
Dcab Dsat 

% of homes 

(main set) 
40 40 44 69 42 56 61 65 48 35 49 32 46 41 42 46 53 

DTV take-up 

(%) 
100 98 76 100 98 100 100 100 91 65 88 80 73 74 84 92 77 

Pay TV take-

up (%) 
58 69 57 33 81 75 38 32 98 89 86 96 30 71 92 73 32 

OTT SVoD 

take-up (%TV 

hh)* 

41 11 25 9 84 18 28 13 18 40 10 11 11 1 1 8 N/A 

DSO** date 2012 2011 2008 2012 2009 2012 2013 2010 2006 2007 2013 2012 2018 2019 2018 2020 2017 

TV viewing 

(min/day) 
212 223 223 248 270 262 188 233 183 148 264 193 254 248 N/A 146 N/A 

Sources: IHS Markit / industry data / Ofcom.  

Notes: Pay-TV take-up refers to the number of TV households that pay for a DTT, satellite, cable or IPTV subscription 

service.  

Online TV revenues refers to advertising, subscription, retail and rental on-demand revenue derived from online 

services delivering TV and video content.  

OTT SVoD take-up refers to subscription services that offer video-on-demand content (VoD) delivered via the 

internet, or services that offer live streaming to a selection of channels/content as well as VoD content.  

For the purposes of this table most figures have been rounded to the nearest whole number. 

*Ampere Analysis. Figures include subscriptions to services that offer live streaming and catch-up services delivered 

over the internet, such as Netflix, Amazon, Hulu, iQIYI, Hollywood VIP, Youku Premium, Ditto TV, WWE, TVing and 

Now TV. 

**DSO = Digital switchover.   
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5.1.1 The UK in context 

Global TV revenues exceeded £300bn for the first time in 2016, driven by growth in pay-TV subscriptions 

and advertising. Pay TV is still the largest component, making up just over half of total revenue, at 

£154bn. The US continued to have the highest TV revenue (£132bn), and the highest revenue per capita 

(£407). UK revenue was £14.3bn, and its per-capita revenue of £218 was the third highest among our 

comparator countries, behind the US and Germany (£256).  Unlike the US, the UK and Germany both 

generate a significant proportion of revenues from public funding; the licence fee in Germany generated 

£112 per person in 2016, compared to £58 in the UK.  

A majority of households in the UK have a pay-TV subscription (58%). There is large variation in the take-

up of pay TV: it is ubiquitous in the Netherlands (98%), Korea (96%), India (92%) and Sweden (88%), but is 

only in a third (or less) of homes in Italy, Spain, Brazil and Nigeria.   

The number of paid on-demand and streaming subscriptions per 100 television homes has grown across 

all comparator countries. The US had the highest number of subscription video-on-demand services 

(SVoD) among TV households at the end of 2016 (84), with the UK second at 41 (up by 12 subscriptions 

since 2015). Just under a quarter of UK respondents prefer SVoD services as a cheaper alternative to pay-

TV, a similar proportion as in all the comparator countries.  

Pay-TV take-up has grown in many countries in recent years, including the UK, where it increased from 

55% to 58% between 2011 and 2016. However, the proportion of homes in the US with a pay-TV 

subscription fell from 87% in 2011 to 81% in 2016; over this period there was a loss of 3.4 million pay-TV 

households. The US is the only market where SVoD take-up is more than half of all households, and close 

to saturation (84%), the increasing take-up could be a factor to pay-TV decline in the US, another factor 

could be a growing cost to pay-TV households, as average revenue per household has increased in 

nominal terms since 2011 (by 22% to £831 per household in 2016), suggesting customers could be moving 

away from pay-TV for cheaper alternatives.  

The US had the largest total revenue from online TV and video among all of the comparator countries at 

£14bn, making up 10% of total TV revenue. The US (£43), Sweden (£35), and the UK (£30) had the highest 

per-capita revenues from online TV and video, reflecting high penetration of SVoD services. SVoD and 

streaming services were the primary growth drivers, and accounted for the majority of online revenue in 

the US (56%) and Sweden (54%); in the UK, subscriptions comprised 40% of total online revenue, behind 

online video advertising.  

This higher use of on-demand services has contributed to declines in live broadcast television viewing, 

which have fallen in most of the comparator countries. In the UK between 2015 and 2016 there was a 

year-on-year decline in viewing of live broadcast TV (-3%), with consumers watching an average of 3 

hours 3 minutes of live TV each day. Although the figures are much lower than for live viewing, average 

time-shifted116 viewing in the UK (29 minutes) was significantly higher than in the other countries where 

data were available, contributing to 14% of total daily viewing.  

                                                           
116 Includes any playback within a number of days after live broadcast, as well as pausing or rewinding live TV. Not all 
comparator countries measure or report time-shifted viewing; further information on our TV viewing methodology 
is presented in Appendix A of the Technical appendix. 
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Nevertheless, although viewers are adopting new forms of viewing, live broadcast viewing remains the 

way in which most television is watched in the UK  (86% live; 14% time-shifted) and in other comparator 

countries. Viewer attachment to live TV also remains high: across the comparator countries, more people 

said they would miss live TV or films on free-to-access channels than any other service. When asked 

which type of content they would miss most if they did not have access to it, 22% of UK respondents 

chose live TV or films from free-to-access (FTA) channels, ahead of catch-up services (14%).  

The UK also had the highest use of free-to-air (FTA) broadcaster catch-up and on-demand services of all 

our comparator countries; 56% of respondents claimed to watch services such as the BBC iPlayer and All4. 

The second-highest was Spain (42%) where services such as A la carta deliver content from public service 

broadcaster RTVE. In the US, use of FTA broadcaster catch-up services was among the lowest (24%). 

The US is the biggest market for television production, and broadcaster spend on content and original 

content was greater than all other markets (£40bn total and £16bn for original content). UK broadcaster 

spend on content (£8bn) and first-run original content (£3.5bn) was the highest among all European 

comparator countries.  

Despite having lower per-capita revenues, UK broadcaster spend per head in 2016 equalled that in the US 

(£123) and was higher on first-run original content (£53 per capita compared to £50 in the US). Both were 

well ahead of our other comparator countries; the next highest was France at £85 per head. Original 

content spend made up close to half of spend across most of the comparator countries. In Japan, where 

local TV content is prominent, it was just under 80% of all broadcaster spend.  

Advances in viewing technology include the growth of ultra-high-definition (UHD; otherwise known as 4K) 

TV. Take-up of UHD TV sets grew significantly year on year in each of the comparator countries.  In the UK 

there were just under two million households with UHD TV sets, making up 7% of UK households. US 

households had the highest take-up of UHD sets (9%) among the comparator countries, with substantial 

growth in 2016, as the number of households with a UHD TV set increased from 3.9 million to 10.5 

million. Across the comparator countries, take-up of UHD TV in the home is still under 10% of TV 

households.  
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5.1.2 Key market development: Live TV is resilient despite growth in video-on-demand 
services 

Live TV and films shown on free-to-access channels were the most-watched content across all 
comparator countries  

In all the countries we surveyed, the most popular way of watching video was ‘TV programmes or films at 

the time of broadcast on free-to-access channels’. More people said they watched free-to-air broadcasts 

than broadcasts on pay-TV, even in the US, where the large majority of households take a pay-TV service. 

However, alongside live TV, large numbers of consumers in all countries were watching other services. 

The BBC was a pioneer in providing catch-up on-demand services over the internet through the iPlayer, 

which launched in 2007, and our survey found that consumers in the UK were most likely to use free-to-

air broadcaster catch-up and on-demand services, with 56% of respondents claiming to watch services 

such as BBC iPlayer, ITV Hub and All4; the second-highest reported take-up was in in Spain (43%) where 

services such as A la carta deliver content from public service broadcaster RTVE. In the US, use of FTA 

broadcaster catch-up services was among the lowest of the comparator countries (24%). Respondents in 

the UK and Spain were the most likely to watch video-on-demand services from a pay-TV provider (at 31% 

and 29% respectively).  The widespread availability of on-demand services means that only a small 

proportion of consumers in each country reported recording TV or film – those in the UK (9%) and US 

(8%) were the most likely to do this. 

Social networking and video-sharing services are part of many consumers’ video watching habits in all of 

our comparator countries. Our survey found that consumers in Italy and Spain were the most likely to 

watch video on dedicated video-sharing sites such as YouTube (60% in Italy, 55%in Spain) and to watch 

video on social media platforms (53% in Italy, 48% in Spain).  

Figure 47 Types of content watched: 2017 

 
Source: Ofcom research 2017  

Base: All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 
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Across the comparator countries, more people would miss live TV or films on FTA channels than any 
other service, except in the US, where SVoD ranked highest 

When asked which type of video content they would miss most if it were not available, live TV was the 

most popular choice in all the countries surveyed, with the exception of the US, where SVoD ranked 

higher. In Japan, watching videos on dedicated websites such as YouTube and Niko Niko would be missed 

more than any other service apart from live TV.  

In the UK, 22% of respondents chose live TV or films from FTA channels ahead of catch-up services (14%). 

Catch-up services from FTA broadcasters ranked higher in the UK than in the other comparator countries, 

reflecting the high UK use of services such as BBC iPlayer and ITV Hub, as shown above in Figure 

47.Thirteen per cent of respondents in the UK chose SVoD services as the service they would miss most if 

it were unavailable, compared to only 3% in Japan.  

Figure 48 Types of content that would be missed most: 2017 

 
Source: Ofcom research 2017  

Base: All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000.  

Q15cb. Which type of content would you miss the most if you did not have access to it? 
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According to data from Ampere Analysis, UK on-demand and streaming subscribers increased by 3.5 
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subscriptions at the end of 2016 (84 subscriptions per 100 TV households). Overall, the number of on-
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UK, the number of Netflix subscriptions was 22 per 100 TV homes, followed by Amazon at 14, with the 

rest made up of other paid-for on-demand services such as Now TV and Disney Life.  

The Swedish VoD market had the third highest number of SVoD subscriptions per 100 TV homes, and 

grew by four subscriptions per 100 in 2016. Alongside the UK and US, the Swedish VoD market is well 

established and is led by the success of Viaplay and Netflix, which have the largest number of SVoD 

subscriptions per 100 TV households. In 2016 the number of subscriptions to over-the-top services in the 

UK overtook that in Sweden.  

Figure 49 Subscriptions to over-the-top VoD services per 100 television households: end 2016 

 

 
 
Source: Ampere Analysis 

Notes: Figures include subscriptions to services that offer video on demand, live streaming and catch-up services 

delivered over the internet, such as Netflix, Amazon, Hulu, iQIYI, Hollywood VIP, Youku Premium, Ditto TV, WWE, 

TVing and Now TV. All proportion figures have been rounded to the nearest whole number. Figures reflect the total 

number of VoD subscriptions, not VoD households, in each country.  

Convenience and quality of content were the most-cited reasons for signing up to a SVoD service, in all 
countries, but ‘cheaper than pay TV’ was not far behind  

Twenty-four per cent of SVoD users in the UK claimed to have signed up for an SVoD subscription because 

it was cheaper than traditional pay-TV. This reason was most popular in Australia, where almost half of 

respondents (46%) claimed to have signed up for this reason, despite the growing levels of pay-TV take-

up (see Figure 69). SVoD services are typically considerably less expensive than pay-TV subscriptions: for 

example, at the time of the research, the cost of a Netflix subscription in the UK (the most popular SVoD 

platform in the UK; Figure 49) was £5.99 for basic, £7.49 for standard and £9.99 for premium (which 

includes UHD content), whereas Sky pay-TV services started at £20 a month. 

The convenience of viewing content at any time was the most popular reason for signing up to an SVoD 

provider, in all the comparator countries. This sentiment was most apparent in Sweden (78%), while in 

Sweden (34%) and Japan (36%) quality of content was a much less popular reason for subscribing.  
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Figure 50 Reasons for signing up to SVoD services: 2017 

Source: Ofcom research 2017 

Base: All respondents who pay for subscription, UK=308, FRA=124, GER=233, ITA=209, USA=424, JPN=93*, AUS=250, 

ESP=229, SWE=280 

Q22c. What are your main reasons for signing up to/ using a subscription VoD service (Netflix / Amazon Instant 

Video / Rakuten / other subscription service)? 

In the markets where SVoD take-up was highest, half or more respondents chose ‘original content’ as 

their reason for signing up 

In the markets where take-up of paid-for over-the-top subscription services was highest (Figure 49), 

including the US, the UK, Sweden and Australia, half (or more) of respondents claimed that ‘original 

programmes made by the service provider’ was a reason why they signed up. SVoD providers have 

invested heavily in original content; for example, 59% of Netflix’s expenditure in 2016 was on original 

content, mainly US productions.  

Across all comparators, a third of respondents, or more, stated that US content was their main reason to 

sign up. Among respondents in Japan, this was the second most popular reason to sign up, at 47%, after 

back-catalogue films/movies.  

In the UK, more than half of respondents (52%) claimed that ‘original programming made by the service 

provider’ was their main reason for signing up. This was closely followed by ‘a back-catalogue of films’ 

(41%), ‘programmes or series made in the US’ (36%) and ‘exclusive content not available elsewhere’ 

(35%). 
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Figure 51 Reasons for signing up to SVoD services, by content type: 2017 

 
Source: Ofcom research, 2017  

Base: All respondents who pay for subscription, UK=308, FRA=124, GER=233, ITA=209, USA=424, JPN=93*, AUS=250, 

ESP=229, SWE=280 

Q22c. What are your main reasons for signing up to/ using a subscription VoD service (Netflix / Amazon Instant 

Video / Rakuten  / other subscription service)? 

Note: US figure is 0% for ‘programmes/series made in your country’, as this is captured in ‘programmes/series made 

in the US’. 

In 2016, the US accounted for the majority of Amazon Prime Video and Netflix subscribers 

Data from Ampere Analysis show that in 2016, the US accounted for the majority of Amazon Prime Video 
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2016.  
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with local operators. Amazon has more than twice as many subscribers as Netflix in Germany, perhaps 

due to its early introduction of localised content. Amazon’s first German-language original You Are 

Wanted began streaming on Amazon in March 2017. Netflix’s first German drama Dark is scheduled for 

release in December 2017. Netflix and Amazon have also invested heavily in Japan, where they compete 

with local services like dTV and BeeTV. At its launch in September 2015, Amazon Studios announced that 

20 original shows would be produced for the Japanese market – half of the company’s international 

original programming target – while Netflix announced its intention that 40% of its Japanese catalogue 

would be local content.  

While Netflix focuses on video services, Amazon Prime subscribers sign up not just to video content but 

to other services such as music, e-books and free one-day delivery. However, along with Amazon’s moves 
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to promote Prime more broadly in the UK (through advertising and specific Prime-only deals), the rise in 

subscribers to Amazon video services may be a result of Amazon’s investment in The Grand Tour, a series 

starring former members of the popular BBC production Top Gear. Although exact figures are unknown, 

series one of The Grand Tour, which debuted in November 2016, was estimated to have cost between 

$160m and $250m (£118m to £185m) to produce. 

In 2015, the year in which Amazon announced its deal with the Grand Tour line-up, Amazon’s global 

content spend increased by 55% year on year in nominal terms. Netflix’s content spend has also been 

increasing YoY, by 9% in nominal terms between 2012 and 2013, and by 25% between 2015 and 2016. 

Although content spend as a proportion of revenue has fallen since 2012, it still accounted for 59% of 

Netflix’s revenue in 2016, and 101% of Amazon’s TV services.117  

Figure 52 Netflix and Amazon global content spend, revenue, and subscribers: 2012-2016 

 
Source: Ampere Analysis  

Note: Ofcom has used an exchange rate of $1.35 to the GBP. 

The majority of content in Amazon and Netflix’s catalogues was produced in the US 

In January 2017, US productions dominated the catalogues of both Netflix and Amazon Prime Video. On 

Amazon, US productions made up 81% of all video hours across our comparator countries; the Netflix 

figure was 66%. UK productions came ranked second on both platforms, making up almost a fifth of 

productions on Netflix and just over a tenth on Amazon. The fact that English language content is likely to 

appeal to US audiences may be a factor in the high representation of UK productions.  

The UK also has the second largest catalogue on Netflix (by hours of content available); unsurprising, as it 

has the second largest market by subscribers among our comparator countries (Figure 49). On Amazon 

Prime Video, however, subscribers in Germany can access a larger body of content – the relatively high 

                                                           
117 Figures derived from Ampere Analysis data.  
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number of hours available may be another reason for Amazon’s success in Germany. Japan has the third 

largest catalogue among our comparator countries on both platforms, in line with subscriber numbers 

and investment, as outlined above. 

Despite having the second largest content catalogue on Amazon Prime Video (about 9,500 hours of 

content), German productions did not feature heavily on the platform (about 700 hours) in January 2017. 

Ampere Analysis data from July 2017 suggest that Netflix and Amazon’s catalogues include only 1% to 

10% of local content, depending on the market (with the exception of the US).118 

Figure 53 Netflix and Amazon - hours of content, by country of production and distribution: January 

2017 

 
Source: Ampere Analysis 

Note: Amazon refers to Amazon Prime Video, excluding Amazon Prime Video Direct. Country of production refers to 

the country of origin, where a film was either produced or commissioned. Hours of content available in each country 

includes duplication between the countries. Hours of available content are not available for France and Australia. 

Country of origin data represents a subset of the full array of content available on Netflix and Amazon – as this 

covers the 9 markets in the chart 

5.2 The TV and audio-visual industry 

5.2.1 Revenues  

Global TV revenues reached £366 billion in 2016 

Global TV revenue in 2016 reached £366bn, with pay-TV revenue accounting for more than half of this 

(£200bn). Global net advertising revenue (NAR) was £138bn, while public funding from TV licence fees 

was £29bn; this has changed little in nominal terms over the past four years. 

 

                                                           
 
118 Ampere Analysis, SVoD Content Strategies: The Drive for Originality (Thinking Local, Going Global). 
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Figure 54 Global TV industry revenues (£bn), by source: 2012-2016 

  
Source: IHS Markit.  

Note: TV revenues are based on reported IHS market modelled data for c. 85% of global revenues and IHS market 

estimates for the remainder. All revenue figures are expressed in nominal terms. All figures have been rounded to the 

nearest whole number. 

US TV revenue per head was more than double the next largest market 

In 2016, the US had the highest TV revenues (£132bn), and the highest revenue per capita (£407). The US 

was far ahead of the next largest markets, Germany (£21bn; £256 per capita) and the UK (£14bn; £218 

per capita). Beyond these markets, revenues from the Swedish TV market reached £2bn in 2016, and the 

Swedish TV market had the next largest per-capita revenue at £185. Penetration of pay-TV in Sweden is 

one of the highest among the comparator countries, at 89% (Figure 69).  

The television market in China generated £28bn in 2016, although this represents just £20 per head.  In 

recent years there has been significant growth in pay-TV (Figure 69) and in IPTV platforms (see Figure 68) 

in China. 

Figure 55 Total TV industry revenues among comparator countries (£bn): 2011-2016 
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Source: IHS Markit  

Notes: Revenues include advertising, subscriptions and sources of public funding only, and does not include OTT 

services. BRIC is Brazil, Russia, India and China. Europe includes UK, France, Germany, Italy, Spain, Sweden, 

Netherlands and Poland. Asia Pacific includes Japan, South Korea and Australia. All revenue figures are expressed in 

nominal terms. All figures have been rounded to the nearest whole number. 

Figure 56 TV revenues per capita, by revenue source (£): 2016 

 
Source: IHS Markit 

Notes: Revenues include advertising, subscriptions and sources of public funding only. All figures are expressed in 

nominal terms. All figures have been rounded to the nearest whole number.  

Pay TV remains the largest source of TV revenue across comparators  

For the UK and the majority of European comparators, subscription revenues remain the largest source of 

TV revenue. However, in Italy and Spain, advertising accounted for a larger share of revenue (Italy 43%, 

Spain 59%) than subscriptions. Although subscription revenues remain strong across the comparators, 

pay-TV revenue’s share of the Spanish TV market  has declined, despite an increase in the proportion of 

pay-TV households (see Figure 69). 

Pay-TV subscription revenue made up a large proportion of total revenue in the BRIC and Asian markets. 

In India, where take-up of pay TV is high (92%), it accounted for 63% of total TV revenue. However, pay-

TV ARPU was only £31 in India, and alongside Russia (£22) and China (£52), it is one of the lowest among 

the comparator countries. In Nigeria pay-TV take-up is only 33% (see figure x.xx), although a large 

proportion of total TV revenue is from pay-TV subscriptions (77%).  

Germany had the largest absolute (£9.2bn) and proportion (42%) of revenue generated from public 

funding of television services. Japan and the UK received the second and third largest public funding 

revenue, among the comparator countries. 
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Figure 57 TV revenues among selected comparator countries (£bn): 2011 and 2016 

Source: IHS Markit 

Note: The US was the largest market by a considerable margin and is accommodated here using a different scale 

from the other comparator countries. All revenue figures are expressed in nominal terms. 

TV revenue per head in the UK was £218 in 2016, half that of the US 

In 2016, TV revenue per capita in the UK was £218, the third highest of our comparator countries after 

the US (£407) and Germany (£256). The UK had the fourth highest pay-TV revenues per head, at £90 per 

person per year, not far behind Sweden and South Korea, where pay-TV revenues per capita was £92 and 

£91 respectively. The US had the highest pay-TV revenues per head, at £249, with little change in nominal 

terms year on year. UK public funding revenue (via the licence fee) was £58 per person, the second 

highest of our comparator countries, but less than Germany (£112) where payment of a licence fee is 

compulsory for households regardless of whether they have a TV or radio. 

Compared to the majority of comparator countries, Australia and Japan had a larger proportion of TV 

revenue generated from advertising. They were also the second and third largest markets for TV 

advertising revenue per capita; £86 in Australia and £79 in Japan.  

Figure 58 Highest TV per-capita revenue countries, by revenue source: 2016 

 

Source: IHS Markit   

Notes: Revenues include advertising, subscriptions and sources of public funding only.  

TV revenues per head for the BRIC countries and Nigeria remained the lowest among the comparator 

countries in 2016.  
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In France, there was a decline in the number of pay-TV subscribers, but the decline in subscription 

revenues in nominal terms was offset by growth in advertising revenue, as former pay-TV subscribers 

chose to supplement their free-to-air viewing with online video or other subscription services (Figure 50). 

Figure 59 TV revenue per capita, by revenue source (£): 2016 

 
Source: IHS Markit   

Notes: Revenue includes advertising, subscriptions and sources of public funding only; figures inside the bars 

represent industry revenue per capita by source (£GBP). All figures are expressed in nominal terms. All figures have 

been rounded to the nearest whole number. 

Pay-TV revenue per pay-TV household was highest in the US in 2016 as Australia and Spain noted their 
largest losses in nominal terms since 2011 

The UK had the third-highest pay-TV average annual revenue per pay-TV household among our 

comparator countries in 2016, behind the US and Australia. In most comparator countries pay-TV revenue 

per pay-TV household increased in nominal terms between 2011 and 2016, although there were 

decreases in Australia, the UK, Italy and Spain. 

Despite the growing number of pay-TV households in Spain, subscription revenue (in nominal terms) has 

been falling since 2011. Growth in subscriber numbers could be due to the increasing take-up of triple-

play and quad-pay offers which bundle television services with fixed telephony, broadband and mobile 

services; however, these service are often ‘pay-TV-lite’ and do not drive large pay-TV revenues.  
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Figure 60 Pay-TV revenue per pay-TV household, by country (£): 2016 

 
Source: IHS Markit  

Notes: All figures are expressed in nominal terms. All figures have been rounded to the nearest whole number. 

Public funding via a licence fee is an important element of TV finance in seven of our comparator 
countries 

At £145.50 per year, the cost of the UK licence fee was the third highest in 2016 among the comparator 

countries which had a licence fee. The UK television licence fee rose to £147 on 1 April 2017, and will 

continue to rise in line with inflation over the next five years.  

In Germany, payment of licence fees is compulsory for all households regardless of whether they own a 

TV or radio, including businesses. Public funding revenue in Germany is the largest among the EU 

comparator countries and funds public broadcasters such as ZDF and regional broadcasters on the ARD 

network. Sweden had the highest licence fee among the comparator countries; it uses it to fund TV and 

radio channels as well as TV and radio content online. The fee is collected from all households with a TV 

set (or personal computers connected to the internet). Italy had the second lowest licence fee among the 

European comparators at £81.98. The licence fee was lowered by £11 in 2015, and incorporated into 

electricity billing.  

The TV licence fee in Japan has fallen in nominal terms since 2011, to £95.20 per year (it can be cheaper 

for households if it is paid on a contractual basis, with discounts for six-monthly and annual payments). In 

South Korea, the licence fee is the lowest among the comparator countries, and has remained the same 

since 1981. It is collected by the Korea Electric Power Corporation, and paid for within electricity billing. 
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Figure 61 Annual cost of a TV licence fee (£): 2016 

 
Source: IHS Markit  

Note: Chart excludes countries where there is no licence fee: the USA, Australia, Spain, Netherlands, Brazil, Russia, 

India, China, and Nigeria. Singapore abolished TV licence fees in 2011. All figures are expressed in nominal terms. 

UK broadcaster spend per head equalled the US, and was higher than the US on original content  

The UK and the US had the highest broadcaster spend per capita on content, at £123, but broadcaster 

spend on original content was slightly higher in the UK, at £53 compared to £50 in the US. Both were far 

ahead of the other comparator countries for which data are available; the next highest spend was in 

France, at £85 per capita.  

Original content spend made up close to half of broadcaster spend on content across the comparator 

countries. In Japan it was just under 79% of all broadcaster spend. In the US, broadcaster spend on 

content and original content was greater than all other markets (£40bn for total and £16bn on original). 

UK broadcaster spend on content (£8bn) and first-run original content (£3.5bn) was the highest among all 

European comparator countries. The public service broadcaster (PSB) channels in the UK spent a total of 

£2.1bn on first-run UK-originated content in 2016, with just under 50% of this coming from the BBC119. 

In India, broadcaster spend on content increased in nominal terms from £1bn in 2012 to just over £2bn in 

2016, and original content spend increased from £240m in 2012 to £730m in 2016. However, per-capita 

spend was the lowest across all comparators.  

                                                           
119 PSB annual report 2017 (figure does not include spend on sports). Figure 16 PSB first-run UK-originated 
programme spend, by genre. (https://www.ofcom.org.uk/__data/assets/pdf_file/0019/103924/psb-annual-report-
2017.pdf) 
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Figure 62 Total broadcaster spend on content, among comparators (£bn): 2012-2016 

 

Source: IHS Markit 

Notes: All figures are expressed in nominal terms. BRIC is Brazil and India. Europe includes UK, France, Germany, 

Italy, Spain, Sweden and Netherlands. Asia Pacific includes Japan, South Korea and Australia. Data not available for: 

China, Nigeria, Poland and Russia. Taken from IHS Channels and Programming Intelligence. Originated programming 

spend numbers do not include any spending on sports programming. 

Figure 63 Total broadcaster per-capita spend on content (£): 2016 

 
Source: IHS Markit  

Notes: All figures are expressed in nominal terms. Taken from IHS Channels and Programming Intelligence. 

Originated programming spend numbers, do not include any spending on sports programming. All figures have been 

rounded to the nearest whole number. 
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growth in online revenue, and accounted for 56% of online TV and video revenues in the US in 2016, 54% 

in Sweden and 40% in the UK.  

In Italy and India, where take-up of subscriptions to streaming and on-demand services was low (see 

Figure 49) and the use of free online video platforms was high (see Italy Figure 47), ad-supported video 

revenue contributed the majority of online TV and video revenue in 2016. In these markets a significant 

proportion of online TV and video revenue was advertising revenue from YouTube. In Italy, 47% (£174m) 

and in India, 69% (£121m) of online revenue was generated from ad-supported YouTube content.  

Figure 64 Total online TV and video revenue for selected countries (£m): 2016 

 
Source: IHS Markit  

Note: The US was the largest market by a considerable margin and is accommodated here using a different 

scale from the other comparator countries. ‘Online TV and video revenue’ refers to advertising revenue and 

subscription revenue as well as retail and rental on-demand revenue derived from online services delivering TV and 

video content. Typically, it includes services such as catch-up TV services, Netflix, Xbox Video, Hulu and Hulu Plus, 

iTunes and YouTube, among others. YouTube revenues are included within ad-supported video revenue. All figures 

have been rounded to the nearest whole number.  
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Figure 65 Online TV and video per-capita revenue for selected countries (£): 2016 

 
Source: IHS Markit 

Note: ‘Online TV and video revenue’ refers to advertising revenue and subscription revenue as well as retail and 

rental on-demand revenue derived from online services delivering TV and video content. Typically, it includes services 

such as catch-up TV services, Netflix, Xbox Video, Hulu and Hulu Plus, iTunes and YouTube, among others. YouTube 

revenues are included within ad-supported video revenue. All figures have been rounded to the nearest whole 

number. 

5.3 The TV and audio-visual consumer 

5.3.1 Digital TV take-up 

The UK was one of five comparator countries in which all TV services were digital at the end of 2016  

The UK, Italy, Spain, Australia and Japan were the only comparator countries where all TV services were 

digital at the end of 2016. The majority of countries have completed digital switchover120 but some still 

have analogue cable services. Among these are the US, France, Germany, Netherlands, Sweden, Poland 

and South Korea (Figure 67).  

Countries which have yet to complete digital switchover are Brazil (scheduled for 2018), India (2018), 

Russia (2019), China (2020) and Nigeria (2020). 

Between 2011 and 2016 the greatest increases in digital television on main television sets were in Nigeria 

(+62pp), India (+46pp) and Russia (+38pp). Sweden had the lowest DTV take-up among the comparator 

countries in 2016, as analogue cable remains a popular option within the market (Figure 67) 

                                                           
120 Digital switchover is the name given to the process by which analogue terrestrial television is replaced with 
digital terrestrial television 
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Figure 66 Take-up of digital television on main sets: end 2016 

 
 Source: IHS Markit 

Note: All figures have been rounded to the nearest whole percentage. 

Take-up of IPTV on main TV sets was highest in France and South Korea at the end of 2016 and was 
growing fastest in China 

Internet protocol television (IPTV)121  continued to compete with other digital platform technologies, 

encouraged by growth of triple-play bundled services in countries with high-bandwidth broadband 

infrastructure. Well-established IPTV markets include France (40%), South Korea (32%) and the 

Netherlands (30%). There has been a surge in take-up of IPTV since 2015 in China (up 10pp), Russia (up 

3pp) and Australia (up 3pp). 

There are few IPTV-only households in the UK, due to well-established satellite and cable pay-TV 

platforms alongside free-to-air digital terrestrial TV. The large majority of the 7% of UK households that 

received IPTV television channels at the end of 2016 subscribed to triple-play services from either BT or 

TalkTalk. Both of these providers offer hybrid digital terrestrial and IPTV services, with free-to-air 

channels and a small number of subscription channels provided over the digital terrestrial platform and 

additional subscription channels and on demand services over IPTV.  

China had the third highest proportion of IPTV households among the comparator countries (21%; 87 

million IPTV households), growing from just 11% of households in 2015. This rapid growth is likely to have 

been driven by initiatives to achieve convergence across telecoms, radio, television and internet services 

over a single broadband connection122123.  

The availability of broadband and devices capable of using IPTV networks can affect the popularity of 

IPTV. An underdeveloped internet infrastructure can be a major constraint for IPTV market growth in 

                                                           
121 Internet protocol television (IPTV) is the term used to describe the television platform that delivers 
channels to viewers using internet protocol (IP) technology over a broadband connection. 
122 Xinhua 2017, China to invest 1.2 trillion yuan in information infrastructure. (Accessed: 
http://news.xinhuanet.com/english/2017-01/12/c_135977498.htm) 
123 Elain Jing Zhao, The bumpy road towards network convergence in China. Global Media and China 2017, Vol. 2(1) 
28-42 (Accessed: http://journals.sagepub.com/doi/pdf/10.1177/2059436416688698) 
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developing countries. Speeds can be less of a limiting factor than the quality of an IPTV stream, as speeds 

of 2-5 Mbit/s are generally capable of streaming standard and high-definition content.  

Despite high take-up of over-the-top services in the US (84%) (Figure 49), suggesting a mature online 

viewing market, the proportion of homes with IPTV was among the lowest of the comparator countries 

(6%). It was also the only country in which there was a decline in the number of households with IPTV in 

2016 (down by 1.5 million), as low subscription renewal affected IPTV providers. The proportion of digital 

terrestrial TV (DTT) households in the US was up by three percentage points since 2015, and grew at a 

faster rate than digital cable services.  

At 37%, DTT take-up remains strong in the UK, although digital satellite leads the way at 40% of main TV 

sets. DTT take-up is also well established in Italy, Spain and Australia. With a 56% share of main sets, 

digital cable is the most popular platform in Japan, but holds a strong presence in Netherlands (48%), 

China (46%), India (42%) and the US (42%). 

Figure 67 TV platform take-up, main set: end 2016 

Source: IHS Markit/ BARB Establishment Survey 

Note: Digital satellite includes free-to-air as well as paid-for services. Data include main TV sets only and are based 

on a proportion of TV homes. UK data are sourced from the BARB Establishment Survey/TRP Research, for Q4 2016. 

Based on main TV set in home (nominated by respondents) and from homes with a BARB working TV set. For TV sets 

with multiple platforms in the UK, a hierarchy-based approach has been applied to determine the platform: DSAT 

beats DCAB, DCAB beats IPTV, and IPTV beats Freeview. Digital Terrestrial = Freeview, IPTV= BT or TalkTalk or 

YouView or Plusnet, Other = includes direct access to the internet such as via computer or games console or dongles 

such as Amazon Firestick and Google Chromecast. This accounts for 1% not shown in the chart above. For the 

purposes of this report, IPTV in the UK is digital terrestrial TV through any of BT TV/ TalkTalk/ YouView (but may 

have Freeview-integrated TV) and not DSAT /DCAB/ other platforms. All figures have been rounded to the nearest 

whole percentage. 
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Figure 68 IPTV platform take-up: end 2016 

  
Source: IHS Markit/ BARB Establishment Survey  

Note: For the purposes of this report, IPTV in the UK is digital terrestrial TV through any of BT TV/ TalkTalk/ YouView 

(but may have Freeview-integrated TV) and not DSAT /DCAB/ other platforms. All figures have been rounded to the 

nearest whole percentage. 

Pay-TV take-up in the UK was below the comparator countries’ average 

Take-up of pay-TV in the UK was 58% at the end of 2016, three percentage points higher than in 2011, but 

still below the average across the comparator countries (65%). 

The UK pay-TV market has seen the growth of hybrid platform offerings, such as YouView, offered by BT 

and TalkTalk, which provide lower-cost basic pay-TV services than those available via established satellite 

and cable platforms, and focus on providing access to on-demand services, along with a DVR. Sky’s Now 

TV is another lower-cost option, providing Sky’s own established channels to customers through a 

packaged service and other video-on-demand content. Amazon also launched Amazon Channels in May 

2017, a pay-TV-like platform which offers individual subscriptions to more than 40 channels and live 

programming. 

Among our non-European comparator countries, the US was the only one in which pay-TV take-up fell; 

down from 87% in 2011 to 81% in 2016. Over this period there was a loss of 3.4 million pay-TV 

households, probably affected by high pay-TV pricing in the US, and by consumers ‘cord cutting’ and 

taking on-demand and streaming services124 as a cheaper alternative (see Figure 50). 

Pay-TV take-up as a proportion of TV households continued to increase across the BRIC countries and 

Nigeria. Nigeria had the largest increase in pay-TV households between 2011 and 2016 (up 26pp) 

followed by Russia (up 18pp).  

                                                           
124 https://www.ofcom.org.uk/__data/assets/pdf_file/0019/107470/ICMR_2017.pdf  
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Figure 69 Take-up of pay TV: end-2016 

 
Source: IHS Markit 

Note: All figures have been rounded to the nearest whole percentage. 

High definition TV availability is growing in most comparator countries 

High definition TV (HDTV) take-up has reached saturation in France, up from 53% in 2011 to 100% in 

2016. HDTV growth in other European comparator countries has been much slower. In terms of 

technology, cable HD services led the way in the Netherlands, the US, Japan and China. HD over IPTV is 

now an established service in France, Sweden and South Korea. Satellite HD services are common in 

Germany, Poland and Russia, and are available on the digital terrestrial platform in most comparator 

countries, including the UK. 

More than two-thirds of UK television homes received an HD service in 2016 (69%, or 18.9 million 

households), putting the UK in sixth position among our 17 comparator countries. 

Figure 70 Take-up of HD services, all sets, by platform: end 2016 

 
Source: IHS Markit 

Note: figures are for HD-enabled homes (those which have a HD capable television set and receive an HD signal). All 

figures have been rounded to the nearest whole percentage. 
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Ultra-HD TV is slowly becoming established   

Although there is currently limited availability of ultra-HD (UHD) television channels around the world, 

UHD TV sets are gaining a foothold. Across the majority of comparator countries, take-up of UHD TV 

(otherwise known as 4K) sets is growing significantly year on year.  In the UK there were just under two 

million households with UHD TV sets in 2016, comprising 7% of UK TV households.  

US households had the highest take-up of UHD sets among the comparator countries. Substantial growth 

occurred in 2016, as the number of households with a UHD TV set increased from 3.9 million to 10.5 

million (representing 9% of TV households at the end of the year). Increased take-up across the 

comparator countries is probably due to the greater affordability and commercial production of UHD TVs.  

Figure 71 Household ownership of ultra-HD TV sets: end 2016 

  
Source: IHS Markit  

Note: All figures have been rounded to the nearest whole percentage. 

5.3.2 Broadcast television viewing 

Average minutes of live broadcast television viewing per person per day fell in the majority of 
comparator countries  

Average live TV125 viewing across the comparator countries was 3 hours 28 minutes in 2016, two minutes 

less than in 2015. Australia, the Netherlands, Sweden and China had the steepest decline in live viewing, 

compared to other markets. The highest growth rates were in India and Brazil, up 7% and 9% respectively.  

In the UK there was a year-on-year decline in viewing of live broadcast TV (down 3%), with consumers 

watching an average of 3 hours 3 minutes of TV each day in 2016. Although still well below live viewing 

figures, time-shifted126 viewing in the UK (i.e. the viewing of television programmes after they have been 

broadcast, either by watching a recording or using a broadcaster’s on-demand service) was significantly 

higher than in the other countries for which data were available, accounting for 14% of total daily 

viewing.  

                                                           
125 Watching programmes broadcast at the scheduled time, not only live events such as football matches.  
126 Includes any playback within a number of days after live broadcast, as well as pausing or rewinding live TV. Not all 
comparator countries measure or report time-shifted viewing, so please see the methodology section for further 
information. 

 

9

8 7
7

6
5 5 5

4 4 4 4
3

3

1
0.2

USA CHN FRA UK SWE AUS GER NED ITA ESP POL KOR JPN RUS BRA IND NIG

Percentage of TV homes with a UHD TV (%)

N
o 

d
at

a

YoY change 

(pp)
+6 +4 +5 +4 +4 +3 +3 +3 3 +3 +2 +2 +2 +1 +1 0



 

110 

 

Time-shifted viewing in the US accounted for 11% of total viewing, the second-highest among our 

comparator countries.  

What is not captured below is viewing to non-broadcast services such as SVoD127, online video (long form 

and short form video) and other types of non-broadcast viewing activities on devices like smartphones, all 

of which are contributing to the overall decline in traditional TV viewing in many countries.  

In the US (where penetration of paid-for on-demand and streaming services was 81% of TV homes) 

average viewing of scheduled content128 was down by 1% year on year (4 minutes), primarily due to a 

decline in live viewing. Italy and Spain also experienced declines in live viewing in 2016 (down by 3% and 

2% respectively). In these markets, online video platforms such as YouTube and social media are used by 

more than half of respondents (Figure 47). Despite the growing use of online platforms across the market, 

Japan showed no decline in live viewing, even though almost as many respondents in Japan claimed to 

watch online video as watched live content (41% of viewing on video sharing sites such as NicoNico 

compared to 52% of viewing live on free-to-access channels).  

Figure 72 Average minutes of live broadcast TV viewing per person per day: 2016 

 
Source: Médiamétrie, Eurodata TV Worldwide – One Television Year in the World 2017.  

Note: Viewing in France relates to France National. Japan Kanto region, considered to be the main TV market in 

Japan (national data are not available). Viewing in Australia relates to Australia Regional which is calculated on the 

regions Queensland, Northern NSW, Southern NSW, Victoria & Tasmania and Regional Western Area ( the definition 

of Australia regional changed in 2014 to include Regional Western Australia). All figures have been rounded to the 

nearest whole number. 

                                                           
127 A subscription service (usually paid monthly) that offers video-on-demand content (SVoD) usually delivered via 
the internet. Services may offer live streaming to a selection of channels/content as well as VoD content. 
128 Scheduled TV programming which is available to all viewers simultaneously (such as those listed in electronic 
programme guides (EPG)). It includes time-shifted viewing of these programmes up to a specified number of days. 
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Figure 73 Average minutes of live and time-shifted broadcast TV viewing per person per day: 2016 

Source: Médiamétrie, Eurodata TV Worldwide – One Television Year in the World 2017  

Note: Time-shifted viewing not recorded/measured in the following countries: JPN, POL, KOR, BRA, RUS and CHN. 

Viewing in France relates to France National. Japan Kanto region, considered to be the main TV market in Japan 

(national data are not available). Viewing in Australia relates to Australia Regional which is calculated on the regions 

Queensland, Northern NSW, Southern NSW, Victoria & Tasmania and Regional Western Area ( the definition of 

Australia regional changed in 2014 to include Regional Western Australia). All figures have been rounded to the 

nearest whole number. 

5.3.3 Viewing of domestic publicly-owned channels  

Audience share of viewing to domestic publicly-owned channels was stable year on year across 
comparator countries 

Domestic publicly-owned129 channels held a majority share of all viewing in China (62%) and Germany 

(57%). In Germany, ZDF (13%) and ARD Das Erste (12%) held the largest individual shares of viewing 

within the publicly-owned channels.  

In the UK, the publicly-owned channels130 from the BBC, Channel 4 and S4C had a combined viewing share 

of 43%, stable year on year. These three broadcasters alone accounted for the majority of viewing to all 

publicly-owned channels in the UK, and BBC One had the largest share of viewing of all the PSBs (22%). 

                                                           
129 Publicly-owned channels which produce content for the domestic audience 
130 BBC One, BBC Two, BBC Three (ceased March 2016), BBC Four, BBC News, BBC Parliament, CBBC, CBeebies and 

BBC red button services, along with Channel 4, E4, More4, Film4, 4seven, 4Music including HD and +1 variants. 
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Figure 74 Viewing of domestic publicly-owned channels: 2015-2016 

 
Source: Médiamétrie, Eurodata TV Worldwide – One Television Year in the World 2017.  

Notes: UK - all channels including HD and +1 feeds and BBC red button channels. GER: includes Fernsehen regional 

channels. ITA - includes all Rai channels. Mixed ownership (domestic/private) channels included in chart for Russia 

(Pervy Kanal, Karusel), France (Gulli) and South Korea (Euronews). All figures have been rounded to the nearest 

whole percentage. 

5.3.4 Legacy terrestrial channels viewing 

More than half of television viewing in UK, France, Germany and Italy is to the long-established 
channels originally available over analogue terrestrial television 

‘Legacy terrestrial channels’ are those channels which were available on terrestrial analogue television 

and pre-date the emergence of multi-channels available on new television platforms – in the UK they are 

BBC One, BBC Two, ITV, Channel 4 and Channel 5) 131. Across the UK, France, Germany and Italy these 

channels continued to account for more than half of total TV viewing in 2016. In the UK, the share of 

viewing to legacy terrestrial channels was the lowest among the comparators, but the only one that was 

stable (at 51%). In France, Germany and Italy, legacy terrestrial channels’ share of the total TV audience 

declined. Viewing to these channels was highest in France (60.5%) and Germany (59.2%).   

Figure 75 Legacy terrestrial channels: 2015-2016 

 

                                                           
131 Legacy terrestrial channels are based on Médiamétrie’s definition of channels considered to be ‘historical 
leaders’ in their respective markets. 
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Source: Médiamétrie, Eurodata TV Worldwide – One Television Year in the World 2017. 

Notes: Legacy terrestrial channels are based on Médiamétrie’s definition of channels considered to be ‘historical 

leaders’. UK= BBC One, BBC Two, ITV, Channel 4, Channel 5 (inc HD variants, exc +1s) 

Germany = ARD, ARD 3, ZDF, RTL, Sat1, Pro7 

France = TF1, France 2, France 3, Canal+, France 5 24/24H, Arte 24/24H, M6 

Italy = Rai Uno, Rai Due, Rai Tre, Canale 5, Italia 1, Rete 4, La 7  
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6.1 Radio and audio: overview and key market developments 

Figure 76 Key metrics 

 
Sources: 1. PwC Global Entertainment and Media Outlook 2017-2021 (N.B. UK data from Ofcom’s 

Communications Market Report 2017)  

2. Average annual revenue per capita: PwC, IHS Markit (N.B. UK data from Ofcom’s 

Communications Market Report 2017) 

3. IHS Markit  

4. WorldDAB (N.B. reporting periods vary; latest reported figures to October 2017) 

5. Ofcom consumer research, September 2017 

6.1.1 The UK in context 

The UK radio industry was the fourth largest across our comparator countries in 2016, with revenues of 

£1.2bn, of which 60% were derived from public licence fees. Only in Germany and Sweden did public 

licence fees contribute a greater proportion of overall radio revenue in 2016 (78% and 77% 

respectively). 

Despite increases in the popularity of music streaming services such as Spotify and Apple Music, the 

reach of radio across the 17 comparator countries has remained relatively stable over recent years. At 

least 90% of households listened to radio at least once a week in the UK, Sweden, Poland and China.  

In addition to listening via analogue platforms (FM/AM), consumers across the world are listening to 

digital radio, including via DAB, via digital television platforms and on the internet through connected 

devices. Of the comparator countries, the UK led the way in the proportion of its population that can 

now receive DAB digital radio (at 97%, followed by 96% in Germany and 75% in Italy) and also in how 

many people listen to radio through any digital platform (40% in the UK, followed by 30% in the US and 

Germany). 

U
K

F
R

A

G
E

R

IT
A

U
S

A

J
P

N

A
U

S

E
S

P

N
E

D

S
W

E

P
O

L

K
O

R

B
R

A

R
U

S

IN
D

C
H

N

N
G

A

Total radio industry 

revenue (£bn)1 1.2 1.1 2.9 0.4 16.3 0.9 0.7 0.4 0.2 0.3 0.1 0.2 0.3 0.1 0.3 1.7 0.0

Radio revenue per capita 

(£)2 19.0 17.5 34.7 6.7 50.4 7.0 27.8 8.4 10.6 29.5 2.7 3.7 1.2 1.0 0.2 1.3 0.3

Radio revenue per 

listener (£)2 50.6 47.5 105.0 18.6 178.7 44.6 116.3 29.5 26.8 66.6 8.1 - 5.0 3.8 - 3.6 7.5

Total music industry 

revenue (£bn)1 2.8 1.5 3.0 0.7 12.7 4.4 0.8 0.4 0.7 0.5 0.2 0.6 0.3 0.4 0.2 0.4 0.0

Music revenue per capita 

(£)2 43.0 23.1 36.4 12.3 39.4 35.1 33.7 9.3 41.7 53.5 5.6 12.6 1.6 2.8 0.2 0.3 0.2

% income from public 

licence fees 1
60 48 78 22 N/A 5 N/A N/A N/A 77 5 21 N/A N/A N/A N/A N/A

Weekly reach of radio (% 

households)3 90 82 68 85 77 38 65 71 88 94 94 - 84 63 - 98 20

DAB digital radio 

coverage (% population)4 97 19 96 75 - - 65 20 95 35 56 90 - - - - -

DAB digital radio set 

take-up (% population)5 35 7 21 13 11 4 16 17 - 11 - - - - - - -
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6.1.2 Key market development: the UK leads the way in digital radio 

DAB coverage was highest in the UK among the comparator countries in 2017 

DAB coverage was available to 97% of the UK population in 2017132. The launch of the second national 

commercial network, Sound Digital, early in 2016, contributed to an increase in UK digital listening. The 

role of in-car listening is high on the agenda for the UK radio industry, with 87.5% of new cars now fitted 

with DAB as standard133. 

Germany continues to increase its coverage of DAB, which in 2017 reached 96% of its population. In 

contrast to the UK, however, just 13% of new cars in Germany come fitted with a digital receiver. The 

DAB roll-out in Italy also continues, with coverage now at 75% of the population. In France, the digital 

radio market is still in its infancy, with DAB covering 19% of the population.  

Although it is not one of our comparator countries, we note that at the start of 2017 Norway began its 

radio switchover, with all national stations scheduled to switch off their analogue transmissions by mid-

December 2017. Smaller local stations will continue to be available on FM until 2022, after which the 

state will no longer support this network.  

Figure 77 Population coverage of DAB/ DAB+ digital radio (%): 2012-2017 

 
Source: WorldDAB 

Note: Regular DAB+ services were launched in France in June 2014. All figures have been rounded to the nearest 

whole percentage. 

UK consumers are the most likely to own a digital radio set  

When asked about devices in their households, respondents in Italy and Spain were more likely than any 

of the other countries surveyed (both at 75%) to say that they owned any type of radio set (not 

including digital televisions or any other connected devices).  

While half of respondents in the UK claimed to own an analogue radio, 40% said they had a digital radio 

set, the highest proportion among the countries we surveyed. 

                                                           
132 WorldDAB, October 2017 
133 Society of Motor Vehicle Manufacturers and Traders (SMMT) 
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Figure 78 Ownership of radio devices: 2017 

 
Source: Ofcom consumer research, September 2017 

Base: All respondents UK=1000, FRA=1008, GER=1010, ITA=1032, USA=1016, JPN=1011, AUS=1007, ESP=1016, 

SWE=1000 

Q3a. Which of the following devices do you have in your home, whether or not you use it personally? 

6.2 The radio and audio industry 

6.2.1 Radio industry  

Total radio revenue reached £27.1bn in 2016 

Radio revenues across the comparator countries were £27.1bn in 2016. Advertising revenues 

contributed three-quarters of the overall total, at £20.2bn. 

At £3.9bn, public radio licence fees made up the next greatest proportion of total radio revenues in 

2016, followed by US satellite radio subscriptions at £3.0bn134. The satellite radio market in the US has 

continued its steady growth in satellite subscriptions. There are currently more than 31 million 

subscribers to SiriusXM, the sole provider on this platform, with SiriusXM receivers now installed in 

three-quarters of all new vehicles.  

                                                           
134 N.B. PwC data only includes public funding generated from licence fees and not any direct funding. For 
example, ABC Radio in Australia receives government funding and there is some provision within Spain and the US 
at the national and regional/state levels.  
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Figure 79 Total radio revenue (£bn): 2012-2016 

 
Source: Ofcom analysis based on data from PricewaterhouseCoopers Global Entertainment and Media Outlook 

2017-2021 @ pwc.com/outlook.  

Note: Interpretation and manipulation of data are solely Ofcom’s responsibility. Ofcom has used an exchange rate 

of $1.35 to the GBP. Note that the UK radio industry figure is sourced from broadcaster returns made to Ofcom. All 

figures expressed in nominal terms. 

* Total advertising includes: satellite advertising (US only), online radio advertising (US only) and broadcast 

advertising  

Germany was the only European comparator country to generate revenues greater than £2bn in 2016 

Among our comparator countries, the US had the largest radio sector by value, at £16.2bn in 2016. 

Germany had the largest radio sector (by revenue) across European comparator countries (ranked 

second among all comparator countries), generating revenue of £2.9bn in 2016, while China ranked 

third among all comparator countries, with revenue of £1.7bn.  

At £1.2bn, the UK ranks fifth in terms of annual revenue, revenue per capita (£19) and per listener 

(£50.60). Although only ranked eleventh overall in terms of revenue, Sweden ranks fourth of all of our 

comparator countries when per-capita revenue is considered (£29.50); behind Australia (£27.80) and 

the US (£50.40). 
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Figure 80 Radio industry revenues, by country (£bn): 2016 

 
Source: Ofcom analysis based on data from PricewaterhouseCoopers Global Entertainment and Media Outlook 

2017-2021 @ pwc.com/outlook.  

Note: Interpretation and manipulation of data are solely Ofcom’s responsibility. Ofcom has used an exchange rate 

of $1.35 to the GBP. Note that the UK radio industry figure is sourced from broadcaster returns made to Ofcom.  

Public radio licence fees made up more than half of industry revenues in the UK, Germany and 
Sweden in 2016 

More than half the total radio revenue in the UK (57%), and more than three-quarters in Germany and 

Sweden (78% and 77% respectively) originated from public radio licence fees. Of those markets that are 

partially publicly-funded, the licence fee contributed the smallest proportion of total revenues in Japan 

and Poland (both 5%).   

Figure 81 Proportion of radio revenue, by source (%): 2016 

 
Source: Ofcom analysis based on data from PricewaterhouseCoopers Global Entertainment and Media Outlook 

2017-2021 @ pwc.com/outlook.  

Note: Interpretation and manipulation of data are solely Ofcom’s responsibility. Ofcom has used an exchange rate 

of $1.35 to the GBP. Note that the UK radio industry figure is sourced from broadcaster returns made to Ofcom. All 

figures expressed in nominal terms. All figures have been rounded to the nearest whole percentage. 

The US had the largest number of radio stations broadcasting at the end of 2016 

The US has consistently had the greatest number of radio stations on air each year, with 24,447 

broadcasting at the end of 2016. Brazil had the second highest number of broadcast stations in 2016 

with 9,700, though this has fallen since 2015, possibly due to the migration from AM to FM that began 

in February 2016. By comparison, the UK had 923 stations broadcasting across AM, FM and DAB, up 
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from 859 in the previous year135. When looking at the number of stations per capita, the US tops the 

ranking, followed by Spain and Brazil. 

Among the eight European comparator countries, Spain had the most radio stations broadcasting by the 

end of 2016, at 2,315 stations, followed by Italy with 1,158.  

Figure 82 Number of radio stations, by country: 2011-2016 

 
Source: IHS Markit; UK figures from Ofcom’s Digital Radio Report for each year 

6.2.2 Music industry 

Total music revenues stood at £29.9bn in 2016 

Total music revenues across our comparator countries were £29.9bn in 2016. The contributions from 

live and recorded music sales were similar, making up 48% and 52% of all revenue respectively. 

Although recorded music revenue (which includes revenue from digital downloads and streams) has had 

a higher average annual growth rate, in nominal terms, since 2012, live music revenue outperformed 

recorded revenue growth in 2016. 

Most of our comparator countries have increased their revenue (in nominal terms) from recorded 

music, with the exception of France, Australia, India and Japan. However, as in most of the comparator 

countries, these markets have increased their revenue from live music. Russia’s live music revenue 

declined in nominal terms in 2016, largely due to the devaluation of the local currency against the US 

dollar and the euro, making it a less attractive location for Western promoters. 

                                                           
 
135 Ofcom Digital Radio Report 2017 https://www.ofcom.org.uk/research-and-data/tv-radio-and-on-
demand/radio-research/digital-radio-reports  

UK FRA GER ITA USA JPN AUS ESP NED SWE POL KOR BRA RUS IND CHN NGA

2011 753 794 518 - 21,889 372 273 0 349 134 323 151 9,184 638 486 581 120

2012 762 794 518 - 22,080 372 273 0 349 134 326 151 9,479 638 522 726 150

2013 772 814 518 1,527 22,173 372 273 2,258 349 134 332 151 9,589 638 618 907 188

2014 803 800 561 1,539 22,492 365 273 2,239 360 130 335 161 9,629 653 655 1,506 240

2015 859 839 488 1,273 23,256 337 273 2,316 378 134 316 161 9,776 672 657 1,494 283

2016 923 841 502 1,158 24,447 398 273 2,315 383 134 317 150 9,700 708 661 1,880 339

https://www.ofcom.org.uk/research-and-data/tv-radio-and-on-demand/radio-research/digital-radio-reports
https://www.ofcom.org.uk/research-and-data/tv-radio-and-on-demand/radio-research/digital-radio-reports
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Figure 83 Total music revenue (£bn): 2012-2016 

 
Source: Ofcom analysis based on data from PricewaterhouseCoopers Global Entertainment and Media Outlook 

2017-2021 @ pwc.com/outlook.  

Note: Interpretation and manipulation of data are solely Ofcom’s responsibility. Ofcom has used an exchange rate 

of $1.35 to the GBP. All figures expressed in nominal terms. 

Only four comparator countries generated more than £2bn in music revenue in 2016 

The  music industry in the UK was the fourth largest across the 17 comparator countries, generating 

£2.8bn in 2016. The US generated the greatest income (£12.7bn) followed by Japan (£4.4bn) and 

Germany (£3.0bn). China had the largest increase in revenue in nominal terms in 2016; this appears to 

be linked to the Chinese government increasing its enforcement efforts in relation to music piracy, and 

to international music companies such as Universal increasing their presence in the Chinese market. In 

contrast, Russia had the largest decline in 2016, which may be due to broader macroeconomic factors. 

At £43, the UK’s annual revenue per capita was the second largest behind Sweden (£53.50), with the US 

ranking fourth (£39.40). 

Figure 84 Music industry revenues, by country (£bn): 2016 

 
Source: Ofcom analysis based on data from PricewaterhouseCoopers Global Entertainment and Media Outlook 

2017-2021 @ pwc.com/outlook.  

Note: Interpretation and manipulation of data are solely Ofcom’s responsibility. Ofcom has used an exchange rate 

of $1.35 to the GBP. All figures expressed in nominal terms. 
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More than nine in ten music sales in China and Australia were digital  

The split between digital (downloads and streaming) versus physical music sales varies significantly 

across our comparator countries. In China and Australia, the greatest proportion of music purchases 

were in a digital format in 2016, including downloads and streaming. This growth was driven primarily 

by improved connectivity, as mobile network operators invested in the infrastructure and the provision 

of more localised and personalised curation services such as JOOX136. 

In contrast, less than a third of unit sales in France, Nigeria and Poland were digital. After the US and 

Japan, the UK had the third highest music unit sales in 2016, at 191 million.  

Figure 85 Proportion of music unit sales, digital vs. physical (%): 2016 

 
Source: Ofcom analysis based on data from PricewaterhouseCoopers Global Entertainment and Media Outlook 

2017-2021 @ pwc.com/outlook.  

Note: Interpretation and manipulation of data are solely Ofcom’s responsibility. All figures have been rounded to 

the nearest whole number or percentage. 

With the exception of Nigeria, Australia and Japan, the majority of digital music revenue was from 
streaming rather than downloading in 2016 

Streaming has been the key growth driver in the music industry across our comparator countries. In the 

majority of markets we considered, including the UK, revenue from streaming made up a greater 

proportion of digital music revenue than downloads of tracks or albums.  

There has been an overall shift in the split between downloads and streaming over the past few years, 

across the comparator countries. Downloads contributed a large majority of revenue, at 81%, versus 

19% attributed to streaming in 2012, but  by 2016, streaming contributed just under two-thirds of 

digital music revenue (64%), compared to 36% from downloads. The shift in Japan has been particularly 

pronounced; the download:streaming ratio (in nominal terms) has changed from 98:2 in 2012 to 56:44 

in 2016.  

According to figures released by Spotify, in July 2017 the company had more than 60 million subscribers 

worldwide, an increase of 200% since 2015. However, despite the increase in subscriptions, Spotify has 

                                                           
136 McKinsey, November 2016: The beat of progress - the rise of music streaming in Asia 
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not yet recorded a profit; it claims this is primarily due to the high costs it has to pay to music rights-

holders. 

Figure 86 Proportion of digital music revenues (%): downloads vs. streaming 

 
Source: Ofcom analysis based on data from PricewaterhouseCoopers Global Entertainment and Media Outlook 

2017-2021 @ pwc.com/outlook.  

Note: Interpretation and manipulation of data are solely Ofcom’s responsibility. Ofcom has used an exchange rate 

of $1.35 to the GBP. All figures have been rounded to the nearest whole percentage. 

6.3 The radio and audio consumer 
6.3.1 Listening to radio 

Radio is listened to by more than 90% of households each week in China, Sweden, Poland and the UK 

Across our comparator countries, more than half of households listen to the radio each week except in 

Japan and Nigeria (38% and 20% respectively). The medium was most popular in China, Sweden, Poland 

and the UK, where more than 90% of households listened each week. Radio listening has remained 

stable over the past five years among comparator countries. 
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Figure 87 Weekly reach of radio, by household: 2016 

 
Source: IHS Markit 

Note: Measurement systems in different countries are likely to use different methodologies, so comparisons 

between countries should be treated as indicative only. Data for South Korea and India were unavailable. All 

figures have been rounded to the nearest whole percentage. 

6.3.2 Listening to audio content 

Music is the key driver for listening to any audio content 

In our consumer research at least seven in ten respondents in each country (with the exception of 

Japan) listened to music at least once a week. In Japan, less than half of adults (47%) said that they did 

so. 

Respondents in all countries listened to speech less than to music audio: speech audio, including 

speech-based radio stations and speech-based podcasts, was most popular in the US (30%), Spain (28%) 

and Sweden (25%).  
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Figure 88 Type of audio content listened to at least once a week: 2017 

 
Source: Ofcom consumer research 2017 

Base: All respondents UK=1000, FRA=1008, GER=1010, ITA=1032, USA=1016, JPN=1011, AUS=1007, ESP=1016, 

SWE=1000 

QA1. How often, if at all, do you listen to any of the following...? 

Radio stations were the most popular source of music audio each week in most countries 

With the exception of Japan, listening to a music-based radio station was the most popular music 

activity, with at least half the respondents in each country claiming to do this at least once a week. In 

the US, almost half the respondents (48%) said they listened to a music streaming service each week, 

significantly more than in any other country surveyed.  

Figure 89 Types of music audio listened to at least once a week: 2017 

 
Source: Ofcom research 2017 

Base: All respondents UK=1000, FRA=1008, GER=1010, ITA=1032, USA=1016, JPN=1011, AUS=1007, ESP=1016, 

SWE=1000 
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In most comparator countries, at least half of all mobile phone owners use their device to listen to 
music 

Mobile phone users in France were the most likely to use their device to listen to music (70%), with 

music videos being the most popular format (41%). Mobile users in Sweden were the least likely to use 

their mobile phone to listen to any music (35%). 

Figure 90 Use of a mobile phone to listen to music audio content: 2017 

 
Source: Ofcom research 2017 

Base: All respondents who use these devices UK=828, FRA=859, GER=868, ITA=907, USA=763, JPN=764, AUS=836, 

ESP=908, SWE=834 

Q15d. Which, if any, of the following audio activities do you use each of your devices for? Smartphone/mobile 

phone 

More than half of all adults in Spain listen to speech radio each week 

In contrast to the other comparator countries, adults in the US and Spain were more likely to listen to 

any speech audio (30% and 28% respectively – see Figure 88). In Spain, the most popular radio station in 

2016 was Cadena SER, a news and information station, with about 4.5 million listeners, around 1.5 

million more than its closest competitor137. This is reflected in the findings from our research, which 

showed that 57% of respondents in Spain listened to speech-based radio each week, the highest 

proportion among any of the countries we surveyed.  

Use of speech-based podcasts and audiobooks is highest among listeners in the US (26% and 24% 

respectively). The internet radio service Pandora is prominent in this field; it is the exclusive streaming 

partner for the popular murder investigation podcast Serial. According to Serial Productions, the first 

season, which launched in 2014, has been downloaded more than 175 million times138. In 2016, Pandora 

                                                           
137 https://medialandscapes.org/country/pdf/spain 
138 http://variety.com/2017/digital/news/s-town-podcast-10-million-downloads-serial-productions-1202020302/  
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also began streaming episodes of the popular weekly radio show This American Life, with the 

programme’s owners claiming that 2.5 million people download each episode139.  

Figure 91 Types of speech audio content listened to at least once a week: 2017 

 
Source: Ofcom research 2017 

Base: All respondents UK=1000, FRA=1008, GER=1010, ITA=1032, USA=1016, JPN=1011, AUS=1007, ESP=1016, 

SWE=1000 

QA1. How often, if at all, do you listen to any of the following...? 

 

  

                                                           
139 https://www.thisamericanlife.org/about 
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7.1 Internet and online content: overview and key market 
developments  

Figure 92 Key metrics 

 

Sources: 

1 comScore MMXMP, August 2017. ‘Mobile data’ is persons 18+ for all countries and desktop data is persons 2+ 

(US), 4+ (Spain) and 6+ (rest). Japan and Australia have not been included due to differences in panel 

availability. 

2 comScore MMX, home & work panel, August 2017, persons 2+ (US), 4+ (Spain), 6+ (other).  ComScore has data 

available for the countries indicated by n/a but we did not order it. 

3 comScore MoMX, August 2017, persons 18+.  ComScore has data available for the countries indicated by n/a 

but we did not order it. 

4 Ofcom research, 2017 All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, 

AUS=1008, ESP=1010, SWE=1000. Q4bii: Which of the following services do you personally use either at home 

or elsewhere? 

5 2016. PwC Global Entertainment and Media Outlook 2017-2021 @ pwc.com/outlook. Values converted from 

dollars to UK £ sterling ($1 = £0.74).  

6 Ofcom research, 2017 All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, 

AUS=1008, ESP=1010, SWE=1000. Q9. How often do you use the internet on any of your devices for each of the 

following activities? 

Desktop/laptop online universe (m) and smartphone online universe (m) includes home use and use at work, 

whereas desktop use (%), laptop use (%) and tablet use (%) is based on UK households. 

 

7.1.1 The UK in context 

Ubiquitous high-speed fixed and mobile networks are enabling consumers around the world to live 

more of their lives online – communicating, being entertained, buying goods and finding information. 

Our need to be constantly connected has driven the proliferation of internet-connected devices, and at 

the forefront is the smartphone. At least three-quarters of internet users in all the countries we 

surveyed said they personally used a smartphone; 83% in the UK, which was higher than in the US 

(76%), but lower than in Spain and Italy (each 90%).  Smartphones are also the internet devices on 
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which consumers spend the most time. According to comScore, adults in the UK spent an average of 62 

hours on their smartphone in August 2017, but those in the US spent the most time, averaging 75 hours. 

This compares to an average of 27 hours in the UK, and 25 hours in the US, spent using the internet on a 

laptop or desktop computer. 

Smartphones and tablets (personally used by 52% of UK internet users, higher than in most other 

comparator countries), enable people to connect while on the move. And online video services are also 

increasingly available on their television sets. Around a third of internet users in the UK (31%) reported 

having a smart TV (i.e. a TV that can be connected directly to the internet); take-up was highest in Spain 

(39%) and Germany (37%). Streaming sticks (such as Roku or Amazon Fire) are also widely used to 

access online services on the TV set; take-up of these was highest in the UK (18%) along with Sweden 

(20%) and the US (18%). 

A characteristic of the internet-connected world is the prominence of the US-based online giants. 

According to comScore, Google properties (including Search, YouTube and Gmail) had the highest reach 

on mobile (smartphone and tablet) and on PC (laptop and desktop) in all of the countries for which we 

have data, including the UK. On mobile, Facebook was the second most popular comScore property 

across the comparator countries. It was also the highest-reaching social network on desktop and 

mobile, across the comparators. And according to App Annie Intelligence, Facebook was prominent in 

the iOS app and Google Play markets, with the most monthly active users of all our comparator 

countries apart from Japan, where Asia-native LINE led the market.    

The UK stands out as a nation of internet shoppers, with the highest e-commerce turnover per head 

among comparator countries, at £2,175, more than double the next highest markets, Sweden (£1002) 

and the Netherlands (£977). Mobile payments are adding a new dimension to online shopping: over half 

of UK smartphone users checked their bank balances and purchased products online using their mobile 

device in 2017. Sweden ranked first for checking bank balances online, at three-quarters of smartphone 

users, while the US and Spain ranked highest for purchasing products online, at 57% and 56% 

respectively.    

The rising prominence of smartphones for online activities is fuelling the growth of internet advertising 

revenues. Internet ad expenditure accounted for more than half of all advertising expenditure in the UK, 

along with Sweden and China, for the first time in 2016. The share of mobile ad expenditure among all 

internet ad spend grew in all comparator countries year on year, accounting for more than half in some 

markets. It comprised 38% of internet ad spend in the UK in 2016, up from 30% in 2015. The US had the 

highest proportion of mobile ad spend out of total internet ad spend, at 51% in 2016, up from 35% in 

2015.  

Online advertising is underpinned by the use of personal data. Our research found that a majority of 

internet users in the UK (69%), and in most other countries surveyed, are concerned that online 

personal information is not being stored securely by websites. A similar proportion (68% in the UK, and 

a majority in most other countries surveyed) also reported that they were concerned about websites / 

apps sharing their data with third parties.  

In the first two sections of this chapter we look at two areas where increased internet connectivity is 

affecting individuals and society; cyber-security and data privacy, and online news consumption. In the 



 

134 

 

rest of the chapter we provide overviews comparing the UK to international comparators in: the take-up 

and use of internet-connected devices; the most popular internet services on PCs and mobile devices; 

the use of social networking; mobile banking and payments; internet shopping; and internet advertising. 

7.1.2 Key market development: proliferation of connectivity and data collection creates 
new cyber-security concerns  

Overview 

As more and more devices connect to the internet, everything from IoT household appliances to 

government networks become potential targets for hacking. Some devices do not need even to be 

connected to the internet to suffer a security breach; a wireless connection can render devices 

vulnerable. In order to protect themselves, most companies set up their own secure networks through 

VPNs and firewalls, but the average citizen and consumer usually rely on passwords and retail anti-virus 

software. 

Businesses and companies with an established online presence have protected themselves from online 

threats by ensuring that their technology keeps up with the latest security offerings. But as the 

landscape for cyber-security evolves, so do the threats. 

Data breaches and attacks 

Data breaches and attacks appear to fall into two categories:  

1) Targeting personal data  

Global impact: For example, in October 2017, credit monitoring company Equifax announced it had 

suffered a data breach that resulted in the unlawful access of personal information of US and UK 

citizens by hackers140. 

Individual impact: For example, in September 2017, researchers found that Fitbit fitness trackers 

were susceptible to hacking. Personal information could be accessed from the device as it was sent 

to the company's cloud servers for analysis141.   

Hackers can gain access to personal data by targeting the IT systems of businesses, or by targeting 

individual consumers. Businesses and companies are likely to have sophisticated measures in place, but 

individual consumers are likely to have only basic protection, if any, making them vulnerable. Monetary 

loss can be the most obvious consequence, but stolen personal data is often more valuable to hackers 

when sold on the ‘dark web’. In August 2013 Yahoo experienced a data breach compromising the 

records of up to 1 billion users; three years later the information was discovered on the dark web for 

sale at up to $300,000, which is when it came to the attention of Yahoo142. The WannaCry virus in May 

2017 infected businesses and organisations in 150 countries including the UK's NHS systems, Spanish 

incumbent telecoms provider Telefónica, and American courier and shipping company FedEx.  

                                                           
140 http://www.bbc.co.uk/news/technology-41737241  
141 http://www.telegraph.co.uk/technology/2017/09/14/fitbit-devices-can-hacked-research-shows/  
142 https://www.nytimes.com/2016/12/15/technology/hacked-yahoo-data-for-sale-dark-web.html  

 

http://www.bbc.co.uk/news/technology-41737241
http://www.telegraph.co.uk/technology/2017/09/14/fitbit-devices-can-hacked-research-shows/
https://www.nytimes.com/2016/12/15/technology/hacked-yahoo-data-for-sale-dark-web.html
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2) Hacking to disrupt the running of a service 

Global impact: For example, in October 2016, a distributed denial-of-service attack (DDoS)143 on 

Dyn, an internet infrastructure company144, caused a number of popular websites, including 

Amazon, Twitter, Spotify, Netflix and Reddit, to crash for a few hours, causing disruption for 

customers.  

Individual impact: For example, in July 2015, Fiat recalled 1.4 million Jeep Cherokee vehicles after 

researchers remotely accessed and disabled the brakes and steering system by seizing control of a 

car’s Uconnect information and entertainment dashboard while it was in transit145. 

Attacks like that experienced by Dyn are intended to cause inconvenience and disrupt the operation of 

online sites. The source of most attacks can usually be traced back to a computer, but the Dyn attack 

was different because it targeted networks largely associated with connected devices such as digital 

cameras and DVR players. The emergence of connected cars creates potential new threats: in August 

2017, the UK Government issued cyber-security guidelines for connected and automated vehicles, to 

ensure that security is prioritised, in order to prevent a cyber-attack such as accessing personal data or 

taking control of the vehicle remotely146. Cyber-attacks can also have more serious effects than 

inconvenience and disruption: the UK’s National Health service was hit by the WannaCry virus in May 

2017, resulting in operations being cancelled or delayed.  

                                                           
143 https://www.theguardian.com/technology/2016/oct/26/ddos-attack-dyn-mirai-botnet  
144 Dyn is best known for providing domain name system services that essentially help websites get from an 
address like ‘ofcom.com’ to the web servers that host the pages 
145 https://www.washingtonpost.com/news/the-switch/wp/2015/07/24/fiat-recalls-1-4-million-cars-vulnerable-of-
being-hacked/?tid=a_inl&utm_term=.2af90e94c764  
146 https://www.gov.uk/government/publications/principles-of-cyber-security-for-connected-and-automated-
vehicles/the-key-principles-of-vehicle-cyber-security-for-connected-and-automated-vehicles  

https://www.theguardian.com/technology/2016/oct/26/ddos-attack-dyn-mirai-botnet
https://www.washingtonpost.com/news/the-switch/wp/2015/07/24/fiat-recalls-1-4-million-cars-vulnerable-of-being-hacked/?tid=a_inl&utm_term=.2af90e94c764
https://www.washingtonpost.com/news/the-switch/wp/2015/07/24/fiat-recalls-1-4-million-cars-vulnerable-of-being-hacked/?tid=a_inl&utm_term=.2af90e94c764
https://www.gov.uk/government/publications/principles-of-cyber-security-for-connected-and-automated-vehicles/the-key-principles-of-vehicle-cyber-security-for-connected-and-automated-vehicles
https://www.gov.uk/government/publications/principles-of-cyber-security-for-connected-and-automated-vehicles/the-key-principles-of-vehicle-cyber-security-for-connected-and-automated-vehicles
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Figure 93 Notable data breaches 2016-2017 

 

Online data security concerns  

Internet users in our comparator countries were asked about their attitudes toward cyber-security. 

Overall, the findings show high levels of concern; across all countries, 63% were concerned about 
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websites failing to store data securely, 62% were worried about their data being passed to third parties, 

and 67% were concerned that someone might misuse their personal data.   

Respondents with connected devices and/or smart appliances in their homes were even more likely to 

worry about these issues, perhaps indicating that they were aware that these devices may be at risk. 

Fifty-seven per cent of consumers across all countries worry about the robustness of security 

measures on their devices 

Despite taking steps to protect their online privacy and security, 57% of consumers across all countries 

are not sure they have done enough; the figure rises to 65% of respondents who have connected 

devices or smart appliances. Three-quarters of respondents in Spain (76%) felt that the measures they 

had put in place were insufficient to stop someone accessing their accounts, followed by respondents in 

the US (67%) and Italy (64%). Respondents in France were the least concerned, at 32%. In the UK, the 

level of concern was 57%.  

Analysing the findings by country, respondents in Spain were the most concerned about all the listed 

threats; the highest levels of concerns were about someone gaining access to their account login details 

(83% compared to the UK’s 68%); someone misusing their data (82% compared to the UK’s 69%); the 

security of online payments (79% compared to the UK’s 63%); and online personal information not 

being stored securely by websites (79% compared to the UK’s 69%). According to Quocirca’s report The 

Trouble At Your Door147 Spain is one of the EU countries most affected by cyber-attacks. A number of 

Spanish organisations featured in the top 25 of the top 40 worst cyber-attacks across Europe, with the 

retail sector being most affected, followed by financial services. This may explain the high levels of 

concern among respondents in Spain. 

Figure 94 Levels of concern associated with data security threats: 2017 

 
Source: Ofcom research 2017  

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q10e. How concerned or unconcerned are you about each of the following when carrying out online activities? 

                                                           
 
147 htp://quocirca.com/content/trouble-your-door-targeted-cyber-attacks-uk-and-europe 
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Figure 95 Levels of concern associated with data security threats, by country: 2017 

 
Source: Ofcom research 2017  

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q10e. How concerned or unconcerned are you about each of the following when carrying out online activities 

Prevention 

Most people acknowledge that they need some form of protection to protect their personal and 

financial data when using the internet. Our survey asked internet users what privacy and security 

measures they had taken when going online, and found that most respondents had taken some action, 

in the form of installing and running antivirus software, although this varied from 55% of respondents in 

the US to 71% in Germany. Overall, respondents in Germany were also most likely to have in place each 

of the listed security protection measures than any of the comparator countries such as: regularly 

running software updates; regularly clearing their browsing history; having different passwords for 

different accounts; using a firewall and regularly changing their passwords. 
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Figure 96 Security protection measures used: 2017 

 

Source: Ofcom research 2017  

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q10f. Which of the following security measures or checks, if any, do you use when going online? 

Account hacking 

Respondents in the US were the most likely to say that they knew someone whose account (email, 

social or bank) had been hacked into (34%) and were also the most likely to have experienced it 

themselves (22%). A quarter of respondents in the UK personally knew someone who had been a victim 

of hacking, compared to just over one in ten (11%) who had themselves been a victim.  

Figure 97 Security breaches experienced: 2017 

 
Source: Ofcom research 2017  

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q10g. Have you ever experienced any of the following situations? 

Our research showed that, apart from in Japan, a substantial proportion of respondents across all of the 

comparator countries reported having received a suspicious email or message asking them to divulge 
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confidential personal or financial information. Forty-four per cent of consumers surveyed in the UK said 

this had happened to them, as did more than half of respondents in France, Germany and Italy.  

Seventeen per cent of consumers across the comparator countries reported having been prompted to 

be careful online, either by reviewing their security settings or verifying a login from a different location, 

by one of their service providers (bank, social network or e-commerce company). Consumers in Sweden 

(22%), France (23%) and the US (20%) were most likely to report this, but only 14% of consumers in the 

UK, Japan and Australia said they had been alerted in this way.   

Internet users in the US are the most likely to have lost money through online theft and to have been 

a victim of identity theft 

Sixteen per cent of internet users in the US said they had lost money due to online fraud, compared to 

10% in the UK. Seven per cent of consumers in the UK said they had been a victim of online identity 

theft as a result of people accessing their personal information online, while the equivalent figure in the 

US was 14% - at least double the figure for all the other comparator countries.  

Respondents in Japan were less likely to have experienced any of the security breaches featured in the 

questionnaire: 59% of respondents said they had never experienced any of the concerns listed.  

Figure 98 Security breaches experienced: 2017 

 
Source: Ofcom research 2017  

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q10g. Have you ever experienced any of the following situations? 

Collecting and storing of personal data 

When consumers are connected to the internet via a website or an app, the devices they use to access 

content online are ‘smartly’ collecting and storing information about them: their whereabouts, their 

preferences, their habits. Consumers may be unaware of how this information is used by third-party 

companies for targeted advertising. Many companies use algorithms which use data gathered online, 

such as consumption and location history, and  use the data to optimise website/app features, in order 

to improve users’ experience and to recommend products and services for sale. Online properties and 

third-party providers collect and aggregate data about consumers’ online activity such as first party 

sign-in data (e.g. data gathered after logging into Facebook and ITV Hub), traditional demographic data 

(e.g. age, gender), behavioural data (e.g. affiliation with car websites) and cookie-acquired data (e.g. 

browsing history).  
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Ofcom research shows that respondents feel quite protective of how their personal information is used. 

Almost seven in ten (69%) consumers in the UK expressed concern that their online personal 

information was not being stored securely by websites. Respondents in Spain were most concerned, at 

79%, whereas those in Sweden were the least concerned, at 50%. Websites and apps that shared user 

data with third-party companies were flagged as an area of concern, with 78% of respondents in Spain 

and 68% in the UK feeling troubled by this. 

However, of all the concerns expressed around online advertising, respondents were more anxious 

about how this might slow down their devices than they were about inappropriate content or false 

information.  

Regulation 

According to PwC148, 90% of large and 74% of small UK organisations reported suffering a data breach in 

2015, so the incentive to address cybersecurity and privacy is a priority for most organisations. This 

increasing concern, and the growth in online data breaches, has pushed cyber-security up the agenda 

for all digital economies.  

In Europe, the introduction of the General Data Protection Regulation149 (GDPR), will take effect on 25 

May 2018, with the purpose of strengthening and rationalising data protection for all individuals within 

the EU. It will replace the existing Data Protection Directive at EU level. The GDPR aims to address 

technological advancements and capture the differing ways in which data is used and shared, from 

social media platforms to targeted advertising, covering all aspects of the data lifecycle.  

Outside Europe, recent laws and regulations to protect online security include: 

• The USA’s Strengthening the Cybersecurity of Federal Networks and Critical Infrastructure, (May 

2017) is an overarching cybersecurity law150 widening the scope laid down by the Obama 

administration in 2013151. 

• China’s Cyber Security Law (June, 2017) introduced a wide range of data controls.  

• Japan’s Act on the Protection of Personal Information, amended in 2015 to reflect modern 

society and international data protection laws, covers spam and third-party data processing 

but not cookies, and does not restrict the transfer of data outside Japan. 

• The Philippines’ Data Privacy Act (2012) adopted elements of the EU GDPR including the 

data breach notification obligation, special requirements in relation to consents to profiling, 

and a right to data portability. 

                                                           
 
149 http://ec.europa.eu/justice/data-protection/reform/index_en.htm  
150 https://www.whitehouse.gov/the-press-office/2017/05/11/presidential-executive-order-strengthening-
cybersecurity-federal  
151 https://obamawhitehouse.archives.gov/the-press-office/2013/02/12/executive-order-improving-critical-
infrastructure-cybersecurity  

 

https://www.whitehouse.gov/the-press-office/2017/05/11/presidential-executive-order-strengthening-cybersecurity-federal
http://ec.europa.eu/justice/data-protection/reform/index_en.htm
https://www.whitehouse.gov/the-press-office/2017/05/11/presidential-executive-order-strengthening-cybersecurity-federal
https://www.whitehouse.gov/the-press-office/2017/05/11/presidential-executive-order-strengthening-cybersecurity-federal
https://obamawhitehouse.archives.gov/the-press-office/2013/02/12/executive-order-improving-critical-infrastructure-cybersecurity
https://obamawhitehouse.archives.gov/the-press-office/2013/02/12/executive-order-improving-critical-infrastructure-cybersecurity
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7.1.3 Key market development: the internet is becoming the most-used source of news  

In the UK and in most other countries surveyed, more people access news on the internet (including 
social media) than on television 

As in previous years, this section of the report uses survey data from the Reuters Institute’s Digital News 

Report.152 All interviewing was conducted online, so it must be borne in mind that all respondents were 

internet users, and therefore not representative of the total population of each country. 

With the exception of Sweden, the survey data in all our comparator countries showed that TV is the 

most-used source for news, followed by online (excluding social media). When use of social media is 

added to the online sources, online becomes the main source of news in five of our countries (UK, US, 

Australia, Spain and Sweden). In the UK, 74% of respondents used online sources including social media 

for news, and 41% said this was their main news source. Use of online as the main news source was 

highest in Sweden, where 49% of respondents nominated online as their main source of news 

compared to 29% for TV. 

Figure 99 Sources used for news: 2017 

 
Source: Reuters Institute / YouGov research Jan/Feb 2017 

Base: Q3 All respondents: UK=2112, FRA=2000, GER=2062, ITA=2011, USA=2269, JPN=2000, AUS=2004, ESP=2006, 

SWE=2021 

Q4 All who have accessed news in the last week: UK=2026, FRA=1898, GER=1950, ITA=1997, USA=2193, JPN=1902, 

AUS=1914, ESP=1964, SWE=1969 

Q3 Which, if any, of the following have you used in the last week as a source of news? Q4. You say you’ve used 

these sources of news in the last week, which would you say is your main source of news? 

                                                           
152 Research was conducted online by YouGov on behalf of the Reuters Institute at the end of January and 
beginning of February 2017. Results were published online and can be found here: digitalnewsreport.org 
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People in the UK and Sweden are more likely to access news websites direct rather than via social 
media 

Respondents in the UK and in Sweden, and to a lesser extent in Germany and Japan, were more likely to 

access online news by going directly to a news website or app (e.g. BBC News, Guardian, Mail online, 

Huffington Post), whereas those in the other comparator countries were equally likely to access online 

news via social media as by going direct to a news website. 

Figure 100 Sources used for news: 2017 

 
Source: Reuters Institute / YouGov research Jan/Feb 2017 

Base: Total sample (around 2000 in each country)  

Q10: Thinking about how you got news online (via computer, mobile or any device) in the last week, which were 

the ways in which you came across news stories? 

Social media is widely used for news in the UK and other countries – but only 9% in the UK considered 
it their main source of news, compared to 18% in the US 

Spain, Sweden and the US lead in the use of social media for news; more than half of those who had 

accessed any news in the past week, in each of these countries, had done so via social media. But social 

media is less likely to be their main source of news; less than a fifth in each of these countries say it is 

their main source.  

In the UK, 41% of respondents had used social media for news in the last week, with 9% citing it as their 

main source. Respondents in Australia the US (both 16%) and Spain (15%) were the most likely to cite 

social media as their main source of news. 
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Figure 101 Use of social media as a main source for news: 2017 

 
Source: Reuters Institute / YouGov research Jan/Feb 2017 

Base: Q3 total sample (around 2000 in each country), Q4. All in each country who used a source of news in the last 

week (around 2000 in each country). Q3: Which, if any, of the following have you used in the last week as a source 

of news? Please select all that apply; Q4: You say you’ve used these sources of news in the last week. Which would 

you say is your main source of news?  

Internet users in the US, Italy and Spain are twice as likely as those in the UK to comment on news in 
social media  

While respondents in Spain were the most likely to use social media for news (see Figure 101), they 

were also the most likely, along with those in Italy and the US, to comment on news on social media. 

This trend has decreased year on year since 2015, when it peaked at 32%. In Italy and Spain in 2017 

there was a four percentage point decrease in the proportion of respondents using social media to 

comment on news (to 23% in Italy and 24% in Spain). 

In the UK, only 12% of respondents reported that they had commented on news using social media in 

2017. Those in Japan and Germany are the least likely to do this. 
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Figure 102 Commenting on news on social media: 2015-2017 

 

Source: Reuters Institute / YouGov research Jan/Feb 2017 

Q13: During an average week, in which, if any, of the following ways do you share or participate in news coverage? 

Base: Total sample (around 2000 in each country) 

Mobile phones are widely used for accessing news in all countries surveyed 

Use of mobile phones for news was highest in Sweden (69% in the last week), Spain (61%) and the US 

(57%).  Half of those in the UK had used their mobile for news in the past week. When ownership of 

smartphones is taken in to account [see Figure 105), smartphone users in Japan were the most likely to 

use their smartphone for news (just 58% of Japanese respondents used a smartphone but  88% of these 

accessed news on their mobile). The lowest level of use of a smartphone for news among smartphone 

owners was in Germany, where 78% used a smartphone and 53% of these used a mobile to access 

news.  

Figure 103 Use of mobile phones for news: 2017 

 
Source: Reuters Institute / YouGov research Jan/Feb 2017 

Base: Total sample (around 2000 in each country) 

Q8b: Which, if any, of the following devices have you used to access news in the last week? 

Trust in social media as a news source is lowest in the UK 

There has been much in the media recently about ‘fake news’ and the extent to which various sources 

of news can be trusted. Respondents were asked to what extent they felt that traditional news sources 

and social media sources did a good job of separating fact from fiction. 
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In all six comparator countries where this question was asked, only a minority of consumers agreed that 

news media did a good job of helping me to separate fact from fiction. Forty-one per cent of UK 

respondents agreed with this, higher than in the US and France, but lower than in Spain and Germany. 

However, in all countries traditional news media was felt to do a better job than social media in this 

respect. Trust in social media as a news source was lowest in the UK, where 18% felt that social media 

sources succeed in separating fact from fiction.  

Figure 104 Whether news and social media sources do a good job of separating fact from fiction: 

2017 

 
Source: Reuters Institute / YouGov research Jan/Feb 2017 

Base: Total sample (around 2,000 per country) 

Q6_2017_1/2 The news media / social media does a good job in helping me distinguish fact from fiction. 
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7.2 Connected devices 

7.2.1 Smartphones were the most popular internet device in the majority of our 
comparator countries 

In 2017, smartphones were the most popular internet device, in all the comparator countries except 

Japan. Three-quarters of consumers in the UK used smartphones, broadly in line with France (77%), 

Germany (78%), Australia (77%) and Sweden (78%). Reported smartphone use was lowest in Japan153 

(58%) and the US (69%), and highest in Spain (87%) and Italy (85%). 

Laptops were the second most popular device among consumers in all comparator countries except 

Japan, where they were the most popular device. In the UK, use of laptops was 66%, broadly in line with 

Japan (66%), Australia (67%), and Italy (68%), higher than in the US (61%), and lower than in the four 

remaining comparator countries.  

Tablet use was highest in Spain (55%), the UK (52%) and Italy (51%). Tablet use in Japan was significantly 

lower than in the other comparator countries, at 25%.  

Desktops were considerably less popular than laptops across the comparator countries. Desktop use 

was 39% in the UK in 2017, in line with Japan (38%) and Spain (41%), and lower than in the seven 

remaining comparator countries. 

Figure 105 Personal use of devices: 2017 

 
Source: Ofcom research 2017  

Base: All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q4a. Which of the following devices do you personally use either at home or elsewhere? 

                                                           
153 Use of connected devices in general was lowest in Japan and is believed to be due to language and translation 

issues. The term 'smartphone', used when conducting the research, is not widely used in Japan; these phones are 
referred to as 'feature phones'. 
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7.2.2 Smart devices are extending internet connectivity into more aspects of people’s lives 

Smartphones allow individuals to connect with the world around them in myriad ways; they are often 

the one device relied on most for accessing the internet.154 They are also increasingly used as an 

interface to manage other connected devices, using an internet, wifi or Bluetooth connection. There are 

numerous apps that allow users to connect to appliances in their homes via a smartphone, including: 

Ring - a video doorbell that lets users answer the door from anywhere;  

Nest Thermostat - allows users to programme their heating and hot water remotely; 

Nest Protect - a smoke and carbon monoxide detector that alerts the user when something is 

wrong when they are away from home; 

Samsung Connect - allows users to remotely control Samsung devices; e.g. TV, washing machine, 

fridge/freezer; and 

Abode Connected Home Security – which has sensors to detect open door/ open window, motion 

detector with camera, key fobs and keypads. 

We asked internet users in seven countries about their use of smart devices. Take-up was generally low: 

apart from wearable fitness/ health monitors, use of smart devices was generally less than 10% across 

the surveyed countries. For respondents in the UK, of the seven smart devices asked about, the 

consumers’ most-used smart device was a wearable fitness/ health monitor such as a Fitbit or Garmin 

(but take-up was still relatively low, at 12%). Consumers in Australia had the highest use, at 14%, 

whereas consumers in France had the lowest use, at 6%. Among the comparator countries, of the seven 

smart devices asked about, smart fitness monitors were the most-used smart devices overall whereas 

smart speakers (such as Amazon Alexa/ Echo or Google Home) were generally the least used. Use of 

smart speakers was highest in the US at 10%, which may be because these devices were released in the 

US first.  

Overall, respondents in Spain and Italy had the highest level of use of the seven smart devices that we 

asked about; 36% of respondents in each country claimed to use at least one of the seven smart devices 

that we asked about (compared to 28% of respondents in the UK).  

                                                           
154 Figure 5.1, https://www.ofcom.org.uk/__data/assets/pdf_file/0017/105074/cmr-2017-uk.pdf, p.165 

https://www.ofcom.org.uk/__data/assets/pdf_file/0017/105074/cmr-2017-uk.pdf
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Figure 106 Smart devices personally used: 2017 

 

Source: Ofcom research 2017  

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q4a. Which of the following devices do you personally use, either at home or elsewhere? 

Although use of these devices is currently low, our research found that among those who did not own 

any of the seven listed smart devices, a large proportion were highly interested in acquiring them. 

Overall, consumers in the US and Italy showed the most interest in owning each of the devices. In the 

UK, among those who did not own a smart device, about one in five said they would be interested in 

doing so. Consumers in Japan without these devices were the least interested in acquiring them, 

reflecting the fact that they had the lowest usage levels (see Figure 107) 
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Figure 107 Interest in ownership of smart devices: 2017 

 

Source: Ofcom research 2017 

Base: All those without the specified device (varies by type) - UK=865-954, FRA=933-1001, GER=877-960, ITA=821-

907, USA=832-915, JPN=814-983, AUS=829-956, ESP=791-906, SWE=896-943 

Q4. How interested are you in owning the following types of products yourself? 

7.3 Online content 

7.3.1 Browsing  

UK ranked third for the amount of time spent browsing on laptops or desktop computers 

In the UK, smartphone owners spent 62 hours on average using the internet on their device in August 

2017, ranking third among the comparator countries. Smartphone users in the US spent the most time 

online, at 75 hours. Among the comparator countries for which figures were available, average time 

spent on the internet was considerably higher on a smartphone than on a laptop or desktop computer. 

This is despite the fact that laptop and desktop internet browsing may include internet use at work. In 

the US, the average time spent browsing on a smartphone is three times higher than for a laptop or 

desktop.  

Among the comparator countries, internet users in Japan spent the longest on a laptop or desktop 

computer in August 2017, averaging 29 hours. The UK and the US were second and third, at 27 and 25 

hours respectively.   
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Figure 108 Average time spent browsing on a smartphone: August 2017 

Hours per month 

 
Source: comScore MoMX, August 2017, adults 18+, browsing and application combined. 

Note: The UK, the US, Italy, France, Germany and Spain have not been compared with the remaining comparator 

countries on mobile, due to differences in panel availability. All figures have been rounded to the nearest whole 

number. 

Figure 109 Average time spent browsing on a laptop or desktop computer: August 2017 

Hours per month 

 

Source: comScore MMX, home & work panel, August 2017, persons 2+ (US), 4+ (Spain), 6+ (other) 

Note: All figures have been rounded to the nearest whole number. 

Google-owned sites had the highest reach on desktop and laptop computers in all but one of our 

comparator countries in August 2017  

Google’s properties (which include Google Search, as well as services such as Gmail and YouTube) had 

the highest reach in all comparator countries, with the exception of Japan (where Yahoo Japan had the 

highest reach).155 Microsoft properties (which include MSN, Bing Search, websites for Microsoft Office, 

                                                           
 
155 comScore ‘Properties’ represent all ‘Full Domains’ (e.g. felmont.com), ‘Pages’ (e.g. sports.felmont.com/tennis), 
‘Applications’ and ‘Online Services’, under common ownership or majority ownership for a single legal entity. A 
‘Property’ may also contain digital media content that is not majority-owned but has been legally signed over for 
reporting purposes by the majority owner. 
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Outlook and Windows, and desktop apps such as Skype Instant Messenger and the media player app 

Zune) were among the top three in all comparator countries. 

The high ranking of Microsoft sites may have been boosted by the fact that the data includes work use, 

for which Outlook and Microsoft Office websites are often used. However, the average time spent per 

person on Microsoft sites was often less than on those with lower reach, such as Yahoo sites, in all 

comparators apart from Japan, and Facebook in all comparators apart from Italy and Japan. This could 

be because MSN and Bing are often used for default home pages and search functions. Facebook 

ranked third in the majority of countries, with the exceptions of Italy, where it ranked second, the US, 

where it ranked fourth and Japan where it ranked ninth.  

As in August 2016, domestic media and publishing services such as the BBC in the UK, CBS Interactive 

(US), Hubert Burda Media (Germany) and Vocento (Spain) featured among the top ten properties in 

their home countries in August 2017. A government property appeared only in the UK (GOV.UK), 

although the average time spent per person on the site was comparatively low. Its high reach could 

reflect its use as a central point for government services online, but the low amount of time spent 

suggests that users are looking for specific queries when visiting. 

Wikimedia Foundation sites, which include wikipedia.org, ranked within the top ten in four countries, 

but average time spent was only around 10 minutes, again suggesting that people are looking quickly 

for specific pieces of information on these sites. In contrast, in each  comparator country apart from 

Japan, Facebook ranks among the top two properties for average time spent per person, at more than 

200 minutes in August 2017, reflecting users’ high engagement levels with social media content. 

Figure 110 Top ten properties accessed on a laptop/ desktop computer, ranked by reach: August 

2017 

 

 

 
 

Source: comScore MMX Properties, home and work panel, August 2017, persons 2+ (US), 4+ (Spain), 6+ (other) 
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In all comparator countries, Google Search had the highest reach among Google-owned sites for 

desktop / laptop users. 

Looking at Google entities individually156, 67% of all people in the UK browsing on desktops or laptops 

used Google Search in August 2017. In all comparator countries apart from Japan, Google Search 

reached more than half of the online population (on desktop / laptop). While Google Search had the 

widest reach, visitors to YouTube ranked highest for average time spent; people in the UK spent more 

than six times as long on YouTube as they did on search in August 2017 (343 minutes on average vs. 53 

minutes). 

There were regional differences in how the Google sites ranked. For instance, in most comparator 

countries, Blogger, a blog-publishing service, had more desktop / laptop users than Google Shopping, 

but this was not the case in Germany or the UK. In the UK this may relate to the high level of e-

commerce spend per head (Figure 121), although average time spent per person on Blogger was still 

higher in both countries than on Google Shopping (6.5 minutes on average per person in the UK and 4.1 

minutes in Germany, versus 3.4 and 2.7 minutes respectively on Google Shopping).  

Figure 111 Top Google sites by unique desktop / laptop visitors, with average time spent per person 

per month: August 2017 

 

 
Source: comScore MMX, home & work panel, August 2017, persons 2+ (US), 4+ (Spain), 6+ (other). [M] indicates a 

Media Title. [C] indicates a Channel 

                                                           
156 ComScore defines web entities that sit within its ‘Properties’ as a Media title [M], Channel [C], SubChannel [S] 
or SubGroup [G]. A Media Title is an editorially and brand-consistent collection of content in the digital landscape 
that provides the marketplace with a view of online user behaviour. This may represent a domain, a group of 
domains, online service or application. Within a Media Title there may be grouped URLs of editorially consistent 
content that make up a Channel. For some of the largest Media Titles, Channels themselves may be broad, and 
Subchannels, Groups and Subgroups within the larger Channels may prove useful for categorisation within the 
comScore Dictionary. 
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US recording companies feature strongly on the highest-reach YouTube networks  

Multichannel networks157 are made up of a range of media brands or independent content creators and 

rank highly on YouTube channel lists. For example, Broadband TV, a Canadian multichannel network 

owned by RTL group, has the highest reach of viewers in five of the eight comparator countries. 

Broadband TV provides services including promotion, ad sales and design for a broad spectrum of 

clients including NBA and Sony Pictures, as well as for independent creators. 

Music channels appear prominently in the top ten highest-reach YouTube networks across all 

comparator countries. With the exception of France and Japan, the ‘big three’ American recording 

companies (Warner Music, Sony BMG and Universal Music Group) are all in the top five highest-reach 

YouTube networks in each comparator country. They have additional presence through Vevo, a video 

hosting service that publishes content from all three companies. Sony is also represented through its 

property The Orchard, a multichannel network with a portfolio of 1,000 music and entertainment 

channels. Vevo is among the top ten widest-reaching companies in every country. Looking at the music 

networks in the top ten, Vevo has the highest viewer engagement levels (average minutes spent per 

person per month) among the comparators. For instance, in the UK, the average time spent per person 

per month on Vevo was 83.3 minutes in August 2017. Since videos on Vevo tend to be just a few 

minutes long, this suggests that viewers are watching multiple videos in a given time period. American 

channels are prevalent across the comparator countries, while no British companies appear in the top 

ten YouTube networks, even in the UK.  

Japan’s top ten highest-reach YouTube networks lean more towards local providers, such as music 

networks avex, Victor and Sony Music Japan. Vlogging network channels UUUM Network and uuum are 

the second and fourth highest-reach YouTube networks in Japan. uuum has the highest average minutes 

spent per person, of all the top networks across the comparator countries, at 125.8 minutes per person 

per month. While music channels tend to make the top five highest-reach YouTube networks, viewers 

often spend more time watching networks that are not focused on music content. This may reflect the 

fact that music videos tend to be shorter than other forms of video content. For instance, in the UK, 

Style Haul, a multichannel network which focuses on fashion and lifestyle, is at the bottom of the list, in 

tenth position in terms of reach, but has the highest average monthly minutes spent per person. 

Similarly, Machinima, which has a core focus on video games, is the tenth highest reaching network in 

both the US and Spain, but ranks third highest for average minutes spent per person in these countries. 

This suggests that viewers are highly engaged with the content on these channels, which is likely to 

appeal to advertisers. 

 

                                                           
157 Multi-channel networks are third-party service providers that affiliate with multiple YouTube channels to offer services that 

may include audience development, content programming, creator collaborations, digital rights management, monetisation 
and/or sales. 
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Figure 112 Top ten YouTube networks on desktop or laptop, by reach: August 2017 

 

 

 
Source: comScore VMX, August 2017, persons 2+ (US), 4+ (Spain), 6+ (other). [M] indicates a Media Title. [C] 

indicates a channel. 

Google-owned sites and Facebook were the most popular destinations on mobile in all comparator 
countries in August 2017 

As on desktops, Google sites had the most unique visitors on mobiles across all comparator 

countries.158 Facebook ranked second on mobile, while on desktop, Microsoft sites ranked second in all 

comparator countries apart from Japan and Italy. This further supports the suggestion that many 

Microsoft site users are browsing within default desktop settings. Facebook’s higher prominence on 

mobile reflects its shift to a mobile-first strategy in 2012; the company now generates 88% of its 

advertising revenue via mobile.159 In August 2017 the company rolled out ‘Facebook Watch’, which 

hosts original video content (in the mobile app only) to users in the US.160 Mobile users in Germany, 

Italy and Spain still spent more time on average on Facebook than those in the US.  

Certain media groups and multimedia publishing groups were also more prominent on mobile devices 

than on desktop, notably in the UK. Here, as in Italy and Spain, media sites that did not appear in the 

top ten on desktop / laptop – such as Trinity Mirror Group, News UK, Sky, Mail Online (all UK); Gruppo 

Editoriale Espresso, Gruppo Mediaset (Italy); and Grupo Godo and Altresmedia (Spain) – made the list 

on mobile. Some groups featured on both lists, such as RCS MediaGroup – Italian Digital Media (Italy), 

RCS MediaGroup – Unidad Medios Digitales (Spain) and Gruppo Mondadori (Italy). 

                                                           
158 The UK, the US, Italy, France, Germany and Spain have not been compared with the remaining comparator 
countries on mobile, due to differences in panel availability. 
159 Facebook Q3 earnings report, 2017, https://s21.q4cdn.com/399680738/files/doc_financials/2017/Q3/Q3'17-
Earnings-Release.pdf  
160 https://media.fb.com/2017/08/09/introducing-watch-and-shows-on-facebook/  

https://s21.q4cdn.com/399680738/files/doc_financials/2017/Q3/Q3'17-Earnings-Release.pdf
https://s21.q4cdn.com/399680738/files/doc_financials/2017/Q3/Q3'17-Earnings-Release.pdf
https://media.fb.com/2017/08/09/introducing-watch-and-shows-on-facebook/
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Figure 113 Top ten properties by reach accessed on smartphone and tablet, ranked by reach: August 

2017 

 

 

 
Source: comScore MoMX, August 2017, persons 18+. France is not strictly comparable as tablet is not measured.  

Note: The UK, the US, Italy, France, Germany and Spain have not been compared with the remaining comparator 

countries on mobile, due to differences in panel availability. 

In August 2017, WhatsApp was the most popular app on iOS in the UK, Germany and Italy, with apps 

owned by Facebook topping the charts globally 

According to App Annie data, Facebook topped the iOS app market in August 2017, in terms of both 

monthly active users and downloads from the App Store, reflecting the success of its mobile-first 

strategy. At least three Facebook-owned apps (including WhatsApp, Facebook Messenger, Facebook 

and Instagram) appeared in the top ten apps for monthly active users in all available countries. Across 

all the comparators with the exception of Japan, Facebook or WhatsApp had the most monthly active 

users (MAU).  

When looking at Japan’s top apps by MAU, the US tech giants such as Facebook, Google and Amazon 

appear fairly prominently alongside local companies. While data on internet users in China is 

unavailable, China and Japan’s download charts leaned more towards local developers, with Google 

Maps appearing only once in their iOS download charts (tenth place in Japan) and Facebook-owned 

apps not at all. China’s top ten was reasonably evenly distributed between messaging, games, video 

sites and e-commerce. E-commerce apps, including AliPay, Taobao and Pinduoduo, appear most 

prominently in the top ten iOS apps in China. Similar apps appeared elsewhere only twice in other 

markets (Joom, seventh in France, and Amazon, ninth in Italy). 

Games dominated Japan’s top ten downloads, accounting for eight apps. In all countries, games were 

more prevalent in the top ten downloads than top ten apps by MAU, appearing four times in the UK, for 

instance. While games may experience sudden surges in popularity, underlying MAU data suggests that 

the appeal of entertainment and utility apps, such as music players, e-commerce and – notably – 
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messengers, is more enduring. Messenger apps have risen up the ranks for downloads since August 

2016, when augmented reality game, Pokémon GO held first or second place in all comparator 

countries. In seven of the eight markets where download data was available, messenger apps – 

including Snapchat, QQ and newcomer Sarahah – appeared in at least the top two.  

Figure 114 Top 10 iOS apps, by downloads and monthly active users: August 2017 

 

 
Source: App Annie Intelligence  

Facebook-owned messengers also topped the charts on Google Play in six comparator countries  

Facebook-owned messengers also appeared prominently in the Google Play charts, with WhatsApp or 

Facebook Messenger taking first place in six of seven available countries for MAU and downloads. 

Because popular Google apps, such as Google Maps and YouTube, often come pre-installed on Android 

phones, they did not appear at all. Messenger apps and games were popular, as in the iOS market, but 

e-commerce apps – including Leboncoin, eBay Kleinanzeigen, Amazon, Wish and Wallapop – appeared 

much more prominently on Android. 
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Apps for reading and writing – such as Microsoft Word and Adobe Acrobat DC – were also relatively 

popular in terms of monthly active users, while they did not appear at all in the iOS charts. News and 

weather apps were also more frequently downloaded on Android, which could be due to iOS utility apps 

coming pre-installed on iPhone.  

Figure 115 Top ten Android apps, by downloads and monthly active users: August 2017 

 

 
Source: App Annie Intelligence 

7.3.2 Social networking 

Respondents in Spain and Italy led in weekly access to social networks, with around three-quarters of 

internet users in the UK using social networks at least once a week 

The majority of internet users said they accessed social networks at least once a week in all of our 

comparator countries. Weekly access was highest in Spain (86%) and Italy (83%), compared to 73% in 

the UK. Japan had the fewest active social networkers of all the comparator countries, with half of 

respondents (51%) using social media sites at least once a week. In the majority of the comparator 
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countries the proportion of weekly social networkers remained broadly stable between 2016 and 2017. 

The largest increase was in the US, up from 76% to 80%. 

Figure 116 Weekly access to social networks: 2016-2017 

 

Source: Ofcom research 2017  

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q9. How often do you use the internet on any of your devices for each of the following activities? 

In all comparator countries, Facebook reached the majority of the online population on both mobile, 
desktop and laptop 

Facebook.com was the widest-reaching social network among the online population on mobile 

(including tablet and smartphone), desktop and laptop across the comparators in August 2017,  

reaching 90% of the online and mobile population in the US.161 The reach of Facebook was considerably 

higher on mobile than on desktop and laptop across the comparators, apart from in Italy and Spain, 

where it was broadly similar. The reach of Instagram and Snapchat was considerably higher on mobile 

across the comparators, reflecting Facebook’s ‘mobile-first’ company strategy. Instagram was popular 

across the comparators, ranking second in terms of reach on both mobile and desktop/laptop in 

Germany and Italy. When considering mobile alone, it ranked second in all comparator countries. 

Twitter maintained a relatively high reach, and was the second most far-reaching social network in the 

UK and Japan among the online population on desktop and laptop. In the UK and the US, it reached 

almost half of all online and mobile users. Snapchat’s reach on mobile varied across the comparator 

countries: in the US it reached half of the online and mobile population, and it reached about a third of 

online and mobile users in the UK and France. In the remaining countries it reached less than 10% of 

users. Pinterest was the least popular social network across the comparators, apart from in France, 

                                                           
161 Facebook.com [C] has the highest reach compared to Instagram.com [M], Twitter.com [M], Google+ [C], 
Pininterest.com [M], Linkedin.com [M] and Snapchat.com [P]. [M] indicates a Media Title, [C] indicates a channel. 
Source: comScore MMXMP, August 2017 

 

Figure 6.12 Weekly access to social networks 2016-2017
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where it ranked joint second lowest, but performed better among online and desktop and laptop users, 

ranking second in France and joint second in the US. 

Figure 117 Desktop and mobile social network reach: August 2017 

 

 

 

Source: comScore MMXMP, August 2017. Mobile data is persons 18+ for all countries and desktop data is persons 

2+ (US), 4+ (Spain) and 6+ (rest).Japan and Australia have not been included due to differences in panel availability. 

The entities included are Facebook.com [C], Instagram.com [M], Twitter.com [M], Google+ [C], Pininterest.com [M], 

Linkedin.com [M] and Snapchat.com [P]. [M] indicates a Media Title, [C] indicates a channel. 
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7.3.3 Financial activities and e-commerce 

More than half of UK mobile phone owners check their bank balance on their mobile;  Sweden ranks 

highest, at three-quarters of mobile phone owners 

In the majority of countries surveyed, more than half of mobile phone users claimed to check their bank 

balances using their device. This reflects the increasing importance of mobile devices to consumers, as 

well as the greater availability of apps offering the ability to send money to friends or businesses via 

handset. Nevertheless, ‘real-world’ transactions, such as paying for public transport or making 

purchases in a store, were still only done by a minority of mobile phone users. With the exception of 

Sweden and the US, less than a quarter of mobile phone owners use their devices for these purposes. 

Sweden’s central bank, Sveriges Riksbank, has released data indicating that cash withdrawals have 

decreased by around a third in the country (which is often touted as the most advanced ‘cashless 

society’162) over the last five years.163 Many forms of public transport in Sweden are cash-free, which 

could help explain the relatively high proportion (44%) of mobile phone users claiming to pay for public 

transport on their mobile – 22pp higher than the next comparator, the US.164 Similarly, the proportion 

of Swedish users who use their mobile to pay in-store was significantly higher than the proportion in 

other European comparator countries. In 2015, Sveriges Riksbank indicated that 52% of Swedish citizens 

had used popular mobile payment app ‘Swish’ within the past month.165 

The proportion of respondents who claimed to use their mobile for financial activities in Germany and 

Japan was relatively low. This was despite the fact that payment features were available in Japan before 

other countries; for instance, DoCoMo’s DCMX-mini mobile credit card service launched in 2004.166This 

service was initially available  only on feature phones and was very popular among its users. When 

smartphones launched, it became available on Android phones, but not on iPhones. Since iPhones are 

more widely used than Android handsets in Japan,167 this may have driven the low use of mobile 

payments. But despite this, the use of pre-paid electronic smartcards168 for payments are popular. The 

electronic transport card, Suica, is particularly widespread, with 64.0 million issued by the end of March 

2017.169 Japan’s demographic characteristics may also play a role in its low take-up of mobile financial 

activities; the older population may be slower to start using their smartphones for these purposes.  

Germany is often recognised as a largely cash-based society, lagging in e-payments compared to its 

European counterparts. In May 2017, a study by Frankfurt-based bank ING DiBa found that among the 

comparator countries, consumers in Germany had the joint highest discrepancy (percentage point 

difference), together with Belgium, between those who felt they had a high or very high level of security 

paying with cash (77%) compared to those paying without cash (48%). Germany also had the greatest 

                                                           
162 For example, see:  http://www.bbc.co.uk/news/business-41095004 
163 http://www.riksbank.se/en/statistics/payment-statistics/  
164 This will also be affected by the share of people who use public transport in each country  
165 Sveriges Riksbank, Payment Statistics, October 2016. http://www.riksbank.se/en/Statistics/Payment-statistics/  
166 https://www.nttdocomo.co.jp/english/info/media_center/pr/2004/001182.html 
167  In October 2017, iOS had a 67.01% market share, while Android had a 32.29% market share, see: 
http://gs.statcounter.com/os-market-share/mobile/japan  
168 A smartcard is a rechargeable prepaid card used in Japan including to pay for public transport, to pay at convenience and 
other stores, at vending machines and parking lots. 
169 See JR East, 2017 Annual report, https://www.jreast.co.jp/e/investor/ar/2017/pdf/ar_2017-06.pdf    

 

 

http://www.bbc.co.uk/news/business-41095004
http://www.riksbank.se/en/statistics/payment-statistics/
http://www.riksbank.se/en/Statistics/Payment-statistics/
http://gs.statcounter.com/os-market-share/mobile/japan
https://www.jreast.co.jp/e/investor/ar/2017/pdf/ar_2017-06.pdf
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discrepancy between the proportion of those who felt they had a high or very high level of privacy 

paying with cash (86%) compared to paying without cash (28%).170  

Figure 118 Use of mobile phone for selected financial activities: 2017 

 
 

Source: Deloitte Global Mobile Consumer Survey 2017.  

Base: All adults 18-75 who have a phone or smartphone, UK=3794, GER=1894, ITA=1913, AUS=1899, SWE=1897, 

JPN=1642, ESP=1906, USA=1826.   

Questions - Activities use for mobile phone for: Q50_1 – check bank balances, Q50_3 – transfer money to another 

individual in your country, Q50_8 - make an online purchase of a product, Q50_12 – pay  for a product/service in-

store, Q50_13 – pay for public transport. % of adults who ‘ever use’. 

Mobile is the preferred device for checking bank balances in Sweden, while desktop and laptop 
combined are preferred in the UK   

In the UK, almost a third of mobile phone owners prefer to check their bank balance on their mobile, 

perhaps due to the convenience of doing this while on the move. The proportion of mobile phone users 

who prefer to use their mobile device for making purchases online is much smaller (13%), a trend which 

is reflected across our comparator countries. 

In all countries surveyed, except Sweden, desktop and laptop combined are still equally or more 

preferred for both checking bank balances and making online purchases. The preference for checking 

bank balances on desktop / laptop could be because some banking features are not available on mobile 

banking apps: for instance, HSBC customers must add new payees to the website version of their online 

banking. For online purchases, desktop / laptop may be preferred as it is more difficult to fill out 

payment information on a small mobile screen. However, with the recent introduction of biometric 

payments, which use identifications such as fingerprint scanning to reduce the difficulty of inputting 

payment information, it is possible that mobile purchases will become more widespread.171  

                                                           
170 Ing International Survey Mobile Banking 2017 Cashless Society, May 2017. https://www.ing.com/Newsroom/All-news/ING-
survey-a-cashless-society-is-coming.htm  
171 Research from Visa in July 2016 showed that over two-thirds (68%) of consumers across Europe want to use biometrics as a 
method of payment authentication. See https://www.visaeurope.com/newsroom/news/european-consumers-ready-for-
biometrics  

https://www.ing.com/Newsroom/All-news/ING-survey-a-cashless-society-is-coming.htm
https://www.ing.com/Newsroom/All-news/ING-survey-a-cashless-society-is-coming.htm
https://www.visaeurope.com/newsroom/news/european-consumers-ready-for-biometrics
https://www.visaeurope.com/newsroom/news/european-consumers-ready-for-biometrics
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In Sweden the majority of mobile phone users prefer to check their bank balance on their phones, 

though online purchases are still more likely to be conducted on desktop or laptop. This is unsurprising, 

given the greater use of mobile in Sweden for the selected financial activities above.  

Figure 119 Preferred devices for checking bank balances and making online purchases: 2017 
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Source: Deloitte Global Mobile Consumer Survey 2017. 

Base: All adults 18-75 who have a phone or smartphone, UK=3794, GER=1894, ITA=1913, AUS=1899, SWE=1897, 

JPN=1642, ESP=1906, USA=1826.  

Questions – Which, if any, is your preferred device for each of the following activities? – Q60_2: make online 

purchases, Q60_3: Check bank balances 

Three-quarters of mobile phone users in Sweden use their mobile to browse shopping websites and 
apps, the highest among comparator countries 

Among the countries available for comparison, Sweden had the highest proportion of mobile phone 

users (74%) who claimed to ever use their device to browse shopping websites or apps. The UK ranked 

fifth at 67%, behind Sweden, Spain (71%), the US (71%)  and Italy (70%).   
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In line with use of mobile to make purchases online or check bank balances, mobile phone users in 

Germany and Japan were the least likely among our comparator countries to use their mobile to browse 

shopping websites and apps. 

Figure 120 Use of mobile phone to browse shopping websites and apps: 2017 

 
Source: Deloitte Global Mobile Consumer Survey 2017 

Base: All adults 18-75 who have a phone or smartphone, UK=3794, GER=1894, ITA=1913, AUS=1899, SWE=1897, 

JPN=1642, ESP=1906, USA=1826.  

Q50_5 Activities use mobile phone for – Browse shopping websites/apps 

The UK had the highest per-capita turnover for e-commerce  

As in 2015, among our comparator countries, annual B2C e-commerce turnover on a per-capita basis 

was highest in the UK, at £2,175 per person in 2016. This is markedly larger than the next highest 

markets: Sweden (£1002 per head per year), and the Netherlands (£977 per head per year).  

The UK’s high per-capita annual turnover on e-commerce may be due to a combination of factors, 

including a traditionally strong history of catalogue shopping, overall satisfaction with postal services 

and high availability of debit and credit cards. The e-commerce market is supported by consumers who 

increasingly expect to do their shopping online anywhere and at any time.  

Figure 6.18 Use of mobile phone to browse shopping websites and apps, 2017
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Figure 121 Annual B2C e-commerce turnover, per head (£): 2015-2016 

 
Source: European B2C e-commerce report 2017 and Global B2C e-commerce report 2017, Ecommerce Foundation 

& Ecommerce Europe ( https://www.ecommerce-europe.eu/research/ecommerce-europe-reports/). Population 

figures from IHS Markit. 

Notes: Ofcom has used exchange rates of €1.22 to the GBP and $1.35 to the GBP. Interpretation and manipulation 

of data are solely Ofcom’s responsibility. Figures include goods and services with the exception of Australia which 

include goods only. All figures are expressed in nominal terms. All figures have been rounded to the nearest whole 

number. 

7.4 Internet advertising 

7.4.1 Internet advertising expenditure 

Internet advertising accounted for over 50% of all advertising expenditure in the UK, Sweden and 

China for the first time in 2016 

2016 was the first year in which internet advertising accounted for more than half of advertising spend 

in any country.172 It made up 54% of total internet advertising expenditure in Sweden, 53% in China and 

52% in the UK. China’s internet advertising share grew particularly rapidly year on year, while the UK’s 

advertising spend is growing more slowly, perhaps indicating that it is a more mature market. The 

average share across all 16 comparator countries was 37%, while India had the lowest share at 12%; 

considerably lower than Brazil which had the second-lowest share at 24%. Considering the maturity of 

the US advertising market, the share of internet advertising among all advertising expenditure was not 

particularly high in 2016, at 40%. TV makes up the second highest share of US ad spend, at 37% of all 

internet ad spend. This is higher than China (30%) and the UK (26%).173 

Year-on-year growth in nominal terms has been relatively slow in the UK’s internet ad market when 

compared with previous years. France had one of the lowest growth rates, although this was in line with 

its lower growth rate in overall advertising expenditure. For instance, while the UK had advertising 

                                                           
 
172 Internet advertising is spending by advertisers on paid search, banner/display, classified, video and other online formats 

such as email and sponsorship (including mobile advertising). 
173 WARC data (www.warc.com/data), 2017. Please refer to notes on adspend data for further detail and source information. 

http://www.warc.com/NotesOnAdspendData.  
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expenditure growth of 5% in nominal terms in 2016, the French advertising market grew by only 1% in 

nominal terms year on year.174 

Figure 122 Internet share of total advertising spend (%): 2009-2016 

 
 

 
Source: WARC data (www.warc.com/data), 2017. Please refer to notes on ad spend data for further detail and 

source information. http://www.warc.com/NotesOnAdspendData.  

Notes: Market totals exclude direct mail. All figures are expressed nominal terms.  

                                                           
174 WARC data (www.warc.com/data), 2017. Please refer to notes on adspend data for further detail and source information. 
http://www.warc.com/NotesOnAdspendData. 
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Mobile accounted for over half of all digital ad spend in the US, followed by China, South Korea and 

the UK, all at around 40% 

Mobile internet advertising made up more than half of all internet ad spend in the US in 2016, at 51%.175 

The next highest shares of mobile ad spend were found in China at 41%, South Korea at 39% and the UK 

at 38%.  

New Zealand had the lowest proportion of mobile internet advertising as a proportion of all internet ad 

spend, across the comparators, at only 5%, followed by Spain at 7% and Germany at 8%. However, 

across all the comparators, the share of mobile internet ad spend has increased year on year in nominal 

terms. The US had the biggest year-on-year growth in nominal terms, at 16 pp, while the UK also had 

very high growth in nominal terms, at 8pp. As more people transact through the smartphone, the easier 

it is to map the efficacy of mobile ads and the more likely advertisers are to invest in this medium. 

This rapid growth in mobile ad share has been driven by changing consumer behaviour, as users spend 

increasing amounts of their time browsing on mobiles, rather than laptops or desktops, as shown in 

Figure 108 and Figure 109. However, the mobile ad market is predominantly comprised of Google and 

Facebook, so the market may be more indicative of their performance, rather than reflecting other 

online and mobile properties.  

Figure 123 Annual internet advertising expenditure per head, by laptop/desktop and mobile (£): 

2015-16 

 

                                                           
175 Mobile internet advertising is delivered via formats designed for the mobile devices. Desktop and laptop advertising spend 

comprises to adverts viewed through a wired connection, referred to as ‘wired internet advertising’ by PwC. 
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Source: Ofcom analysis based on data from PwC Global entertainment and media outlook 2017-2021 @ 

pwc.com/outlook. Interpretation and manipulation of data are solely Ofcom’s responsibility. Population figures 

from Ofcom/IHS Markit.  

Notes: Ofcom has used an exchange rate of $1.35 to the GBP. Mobile and desktop splits may not add to total due 

to rounding. All figures are expressed in nominal terms. 

Paid search continued to have the largest share of expenditure in desktop and laptop ad markets, 

and grew on mobile 

Search advertising accounted for the largest individual share of desktop and laptop advertising 

expenditure in the majority (14 of 19) of our comparator countries. As shown in previous charts, search 

advertising is becoming increasingly prominent on mobile. In the UK, it accounted for just under half of 

all desktop and laptop internet advertising revenue, at 49%, with its share even higher on mobile at 

51%. Tellingly, the countries where search advertising’s share on desktop and laptop fell notably in 

nominal terms (by three percentage points or more) between 2015 and 2016 (the US, France and Spain) 

had an increase in search’s share of advertising expenditure on mobile. In all three countries, and in the 

UK, Google is the market leader, with shares in search advertising well above 80%.176 The shift of ad 

revenues to mobile search may well reflect Google’s repositioning around mobile.177 

Russia, where local search engine Yandex battles with Google for market prominence, stands out 

here.178 Search advertising made up the highest share of desktop and laptop ad expenditure among any 

comparator country at 79%, whereas on mobile it accounted for only 23% of the Russian market. 

Research in April 2016 showed that the reach on desktop and mobile of the two search engines, in cities 

                                                           
176 StatCounter Global Stats, Search Engine Market Share Worldwide. http://gs.statcounter.com/search-engine-market-share 
177 For example, see: https://searchengineland.com/googles-shift-mobile-first-mobile-moments-matter-263971   
178 According to Yandex’s Fourth Quarter and Full-Year 2016 Financial Results 

(http://ir.yandex.com/releasedetail.cfm?ReleaseID=1012130), it held a 55.4% share of the Russian search market in Q4 2016. 
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with a population of 700,000 or more, was roughly similar, but Yandex had a higher reach on desktop, 

and Google on mobile.179 

Video surged in 2016, increasing its share on mobile in nominal terms by 8pp in Italy, 5pp in the UK, 4pp 

in Germany and 3pp in Spain, the US and Sweden. This growth was driven by out-of-stream video 

advertising180, which is increasingly prominent on news, entertainment and social media sites. While 

mobile video advertising revenue grew strongly in France (41% year on year in nominal terms), its share 

of mobile ad revenues fell overall as the share of search advertising grew quickly.  

Figure 124 Desktop/laptop and mobile internet advertising expenditure, by category: 2016 

 

                                                           
179 TNS Web-Index research data from Mediascope powered by TNS, ‘Апрель этого года стал новым важным этапом в 
развитии интернет- исследований TNS Россия’, 31 May 2016. 
http://mediascope.net/press/news/684285/?sphrase_id=164736 
180  A kind of video advertising in which video ads are placed outside of video environments, including in text articles and social 
media sites 
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Source: Ofcom analysis based on data from PwC Global entertainment and media outlook 2017-2021. 

Interpretation and manipulation of data are solely Ofcom’s responsibility. 

Notes: Arrows indicate an increase/decrease of 3pp or more since 2015. Figures may not add to 100% due to 

rounding. All figures are expressed in nominal terms. Ofcom has used an exchange rate of $1.35 to the GBP 

7.4.2 Consumer attitudes to internet advertising 

Adblocking was low on mobile devices across all markets apart from India and China  

The level of ad blocking on mobile is higher in fast-growing mobile-led markets, such as China and India. 

In its 2016 report, PageFair suggested that high levels of ad blocking in these countries could relate to 

how ad-blocking browsers reduce bandwidth consumption on mobile, and so are most rapidly adopted 

in markets where mobile data infrastructure is less developed and therefore more expensive, relative 

to income.181 As outlined above, consumers are spending more time on their phones, and yet an 

accompanying shift to mobile ad blocking has not been realised in more mature markets, despite the 

shift of ad revenues towards mobile. This may reflect the relative simplicity of downloading a desktop 

ad blocker compared to on a mobile, which is more technically challenging and usually requires the use 

of a VPN. It may become particularly difficult on iOS since Apple is reportedly no longer accepting 

updates of ad-blocker apps, apart from the iOS Safari content blocker app (which is only for use in the 

Safari web browser).182 The discrepancy in ad-blocker penetration between desktop and mobile can 

also be linked to desktop ad-blockers constituting security packages which are often downloaded to 

protect PCs, but are rarely provided on mobile.  

In Germany, the country with the highest level of ad-blocking among our comparators, a November 

2016 report by Bundesverband Digitale Wirtschaft suggested that the proportion of online display 

advertising blocked on desktops had fallen by around 2pp year on year in the third quarter of 2016.183 

                                                           
181 PageFair 2016 Adblock Report, https://pagefair.com/wp-content/uploads/2016/11/PageFair-2016_Adblocking-Goes-

Mobile_Original.pdf 
182 See, http://www.techradar.com/news/apple-is-purging-ios-ad-blocking-apps-and-vpns-from-the-app-store  
183 BVDW, ‘OVK-Messung: Adblocker-rate sinkt weiter’, 16 November 2016. https://www.bvdw.org/presse/detail/artikel/ovk-

messung-adblocker-rate-sinkt-weiter/  
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This may be a consequence of publishers’ efforts to minimise the disruption caused by ads and 

encourage users to uninstall their blockers (by denying access to content, for instance). 

Figure 125 Ad-blocking on desktop and mobile in selected countries, December 2016 

 

Source: PageFair 2017 Adblock Report184: https://pagefair.com/downloads/2017/01/PageFair-2017-Adblock-

Report.pdf  

Consumers in the UK are more concerned about online ads slowing down their computer or mobile 
than showing inappropriate content or directing them to illicit websites or downloads.  

When carrying out activities online in 2017, 52% of respondents in the UK claimed they were concerned 

about ads displaying inappropriate content or false information and when asked specifically about 

online ads directing them to illicit websites or downloads, 54% were concerned. Of the issues we asked 

about, the biggest concern among respondents in the UK was about online ads slowing down their 

computer or mobile (59%). 

Respondents in Spain were the most concerned about the online advertising issues that we asked 

about. Overall, consumers in Germany were the least concerned about the online issues we asked 

about, in spite of (or perhaps because of) the high levels of desktop ad-blocking in the country (see 

Figure 125). 

                                                           
184 See: https://pagefair.com/downloads/2017/01/PageFair-2017-Adblock-Report.pdf  

https://pagefair.com/downloads/2017/01/PageFair-2017-Adblock-Report.pdf
https://pagefair.com/downloads/2017/01/PageFair-2017-Adblock-Report.pdf
https://pagefair.com/downloads/2017/01/PageFair-2017-Adblock-Report.pdf
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Figure 126 Concerns around online advertising, 2017 

 
Source: Ofcom research 2017  

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q10e. How concerned or unconcerned are you about each of the following when carrying out online activities? 
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8.1 Post and delivery: overview and key market developments 

A note on the data presented in this chapter 

Due to the differences in publicly-accessible data between markets, the relevant financial year’s figures are 

generally used in this chapter when referring to 2016. In the few cases where data are not available, market 

estimates based on long-term trends and local insight have been provided. The UK figures for letters and parcels 

are based on those published in our Annual Monitoring Report, which relate to the period April 2016 to March 

2017.  

Figure 127 Key metrics 
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Letter mail volume 

(billion items) 
12 12 16 4 148 18 4 3 3 2 2 4 7 2 5 22 

Letter mail volume 

per capita 
178 188 192 63 458 140 150 74 166 232 41 73 35 17 4 16 

Letter mail 

revenue (£bn) 
4 7 8 2 35 9 1 1 1 - 1 1 2 0.5 0.5 - 

Letter mail 

revenue per capita 

(£) 

64 103 92 40 107 72 47 23 57 - 15 21 9 3 0.3 - 

Parcel volume per 

capita 
33 6 32 6 41 73 33 9 20 11 7 39 3 - 0.3 23 

Standard (C5) 

domestic stamp 

price (pence) 

64 131 119 533 116 95 138 78 180 121 47 - 51 - 28 67 

Average number 

of items of post 

sent per month 

4.2 4.2 4.1 2.8 6.5 2.9 3.1 3.3 - 3.2 - - - - - - 

Average number 

of items received 

in the last week 

6.0 7.3 5.4 3.6 8.4 4.5 3.8 3.9 - 4.7 - - - - - - 

Use of e-

commerce (%) 
76 67 67 76 72 52 69 70 - 78 - - - - - - 

Sources: WIK / Ofcom analysis / Ofcom consumer research October 2017 conducted online. 

Note: For the purposes of this table the majority of figures have been rounded to the nearest whole number. 

Letters revenues and volumes and parcels volumes relate to published figures/estimate based on country 

definitions which vary. Stamp prices as at 31 December 2016. Standard C5 letter measures 162mm x 229mm. Use 

of e-commerce relates to those who have ever bought a physical good online. Volumes and revenues data relate to 

the 2016 calendar/financial year. France figures for parcels relate to authorised operators only.  

 

  

https://www.ofcom.org.uk/__data/assets/pdf_file/0029/94961/2015-16-Annual-Report.pdf
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8.1.1 The UK in context  

Despite differences in the specification of postal products around the world, overall trends in postal 

markets were relatively consistent across our key comparator markets, including the UK. However, 

there are variations in the speed and depth of some of the changes that the increasing take-up of 

electronic communications and e-commerce is bringing to the postal markets covered in this report. 

As  shows, letters volumes declined year on year between 2015 and 2016 in all but one comparator 

country (India). The decline of 5.0% in letters volumes in the UK was greater than in Spain, Germany and 

Sweden, but letter volumes fell at a steeper rate in Italy, Australia and the Netherlands. There are 

several reasons behind the differences in these declines, including differences in how governments 

approach paperless transactions (for example, the federal system in Germany may make it difficult to 

roll out e-Government initiatives at a national level, compared to more centralised countries). Another 

variable is the speed of decline in direct mail advertising, as advertisers switch to digital platforms. 

Interestingly, despite the take-up of online and mobile banking and payments service (Figure 118) 

people in most of the countries we surveyed said they were more likely to receive invoices, bills or 

statements than other types of mail (Figure 152); this may indicate either consumer preference, or a 

legal requirement that certain financial documents are sent in paper form. 

Comparing changes in volumes with changes in nominal revenues (Figure 129) suggests that postal 

operators have had some success in mitigating the impact of the decline in letters volumes, as revenues 

have fallen by a proportionally smaller amount. In the majority of markets, the incumbent universal 

service provider (USP) has increased the local currency price of stamps in nominal terms. For example, 

in Italy in 2015, the first-class equivalent letter product became a premium next-day service and a new 

second-class letter product was introduced at a price similar to the old first-class product.  

Growth in parcels markets is offsetting declines in letters markets. In the UK, the reported parcels 

volumes growth of 7.4% was lower than in all comparator countries except Japan. However, revenues 

from parcels are growing at a slower rate than volumes in the UK and in other countries for which we 

have data. Universal service postal operators (USPs) such as Royal Mail in the UK, typically have a lower 

share of the parcels market than the letters market. This may reflect the fact that the delivery of letters 

may have historically been operated as a monopoly (as in the UK and other European comparator 

countries) or may still be a monopoly (as it is in the US). In the UK, 0.1% of letters were delivered by an 

operator other than the USP in 2016, compared to 25% in the Netherlands, the highest proportion 

across our comparator countries (Figure 148). However, in the UK, Germany and the Netherlands, other 

postal operators are able to use the incumbent’s network to deliver letters (this is sometimes called 

access competition), and in 2016 and 2017 60% of UK letters were delivered in this way.  

USPs, competitor parcels operators and new entrants such as retailers themselves are investing in their 

networks in order to grow their parcels business and meet the consumer demand. People in our 

comparator countries use a range of delivery services for their online purchases, including delivery to 

parcel lockers, click and collect, and next-day delivery (where UK use was highest at 62%) [Figure 131]. 
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8.1.2 Key market development: growth in parcels market  

Across our comparator countries, parcels volumes grew, while letters volumes declined 

A key trend in global postal markets is the decline in letters and growth in parcels. Both these trends are 

driven by growth in use of the internet: electronic communications such as email and electronic bills are 

replacing letters, while the growth in internet shopping is leading to increases in the numbers of parcels 

being sent.  

Reported letters volumes declined across our comparator countries in 2016, with the largest decreases 

in Italy (a decline of 12.4% year on year) and Brazil (a decline of 11.2%). Letters volumes in the UK 

declined by 5.0%, less than in France, Italy and the Netherlands, but greater than in Spain, Germany and 

Sweden, where reported volumes were more resilient. 

In Germany, the federal system may make it more difficult to adopt large-scale initiatives to shift 

government-citizen communication away from paper towards centralised online portals (as has 

happened in some countries, including the UK). And use of digital banking services in Germany is 

relatively low compared to our comparator countries; see Figure 118. This may suggest that many 

consumers in Germany continue to prefer receiving paper statements and invoices, thereby helping to 

sustain letter volumes. 

In contrast, reported parcels volumes grew in all comparator countries in 2016, with the strongest 

growth in Spain, India and Poland. UK parcel volumes grew by 7.4% in 2016, with only Japan reporting 

lower growth in this period (3.3%). The comparatively slow growth may reflect a relatively well-

established e-commerce market in the UK, (see Figure 121) and the impact of macro-economic factors.  

Figure 128 Change in letters and parcels volumes (%): 2015-2016 

 
Source: Ofcom/WIK analysis and estimates.  

Note: Parcels revenues grew by 51.3% in nominal terms between 2015 and 2016. YoY figures for letters volumes in 

China are not available.  

Letters revenues fell less than volumes in 2016; parcels volumes grew at a slower rate than revenues 

Overall, with the exception of the US, reported letters revenues declined by less than volumes in all 

comparator countries, as the average price per letter increased. In the UK, letters revenues fell by 3.3% 

in nominal terms in 2016, the fourth largest decline among comparator countries for which data were 

available. This reflects the strategies adopted by the incumbent universal service providers (USPs) 
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across our comparator countries to increase prices, to, at least partially, mitigate falling volumes. In the 

US, however, following a decision185 by the Postal Regulatory Commission in 2016 to remove a pricing 

surcharge imposed in 2014, the price of sending a domestic letter fell between 2.0% and 4.1% in 

nominal terms in 2016 (depending on the size of the letter).  

Although reported parcel revenues grew across comparator countries for which data were available, 

they have tended to do so by less than volumes, with the exception of the US and Brazil. In the UK, for 

example, parcels volumes grew by 7.4%, whereas revenues grew by 5.5% in nominal terms. In each of 

our comparator markets, the universal service provider (USP) has a smaller share of the parcels market 

than it does of the letters market (see Figure 148). Therefore, while the parcels market is a potential 

source of growth for the USP (and may partially offset declining letter revenues), competition may 

constrain revenue growth in the presence of established specialist parcels operators and retailers such 

as Amazon and Chinese online retailer JD.com deploying their own delivery networks.  

Figure 129 Change in letters and parcels revenues (%):  2015-2016 

 

Source: Ofcom/WIK analysis and estimates.  

Note: Figures relate to nominal change in local currency units and are not adjusted for inflation. Letters revenue 

data are not available for Sweden or China. China parcels revenues grew by 43.5% in nominal terms between 2015 

and 2016. 

E-commerce is a driver of parcels growth: in all the countries we surveyed, most people had 

purchased an item online via a website or app 

The proportion of respondents who said that they had ever used websites or apps to make physical 

purchases at some time in the past was highest in the UK, Italy, the US and Sweden, ranging between 

72% and 78%, and lowest in Japan in 2017, at 52%. More than half of respondents in Sweden (54%) said 

they had purchased a physical item online in the past three months - higher than all other comparator 

countries except the UK (52%). This use of e-commerce is reflected in the UK and Sweden’s relatively 

high e-commerce spend per capita ( Figure 121) - for further details on e-commerce markets, please see 

Chapter 7. 

                                                           
185 See https://www.prc.gov/docs/95/95102/2016-02-25%20Exigent%20Removal%20Notice.pdf  

-3.3 -2.8

3.4

-4.1

-1.9
-0.9

-1.7 -2.4

-5.5

0

-7.5

-0.7

6.0

2.3

5.5

3.3

6.3
8.0

12.7

2.0

4.0

10.0

7.9

6.0

10.4

6.5

13.0

4.4

UK FRA GER ITA USA JPN AUS ESP NED SWE POL KOR BRA IND

Letters Parcels

https://www.prc.gov/docs/95/95102/2016-02-25%20Exigent%20Removal%20Notice.pdf


 

180 

 

Figure 130 Use and awareness of e-commerce: 2017 

 

Source: Ofcom research 2017 

Base: All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000  

Q18i. Thinking about some postal, delivery and e-commerce services, which of the following have you done? Made 

a purchase of a physical good online via a website or app 

8.1.3 Key market development: innovation in delivery and post 

Postal operators, retailers and new entrants are using technology to offer faster, cheaper and more 

flexible delivery options 

The decline in letters volumes and increase in parcels volumes is spurring innovation by postal operators 

to reduce costs and build their share of the parcels market. Operators have invested in automated 

parcel sorting machines that reduce costs and sorting time, thereby enabling them to increase the 

speed and flexibility of deliveries. Equipping their delivery staff with connected devices such as 

smartphones and personal digital assistants (PDAs) enables operators to offer real-time tracking and 

confirmation of delivery. 

As another innovation to reduce the cost of delivery and/or increase speed of delivery, postal operators 

in some countries are investing in autonomous delivery robots or unmanned aerial vehicles (UAVs - 

sometimes called ‘drones’), for final-mile delivery186. Countries where postal operators have carried out 

trials with drones include the UK, where in December 2016 Amazon announced it had made its first 

delivery to a customer by drone as part of its Cambridgeshire trial. In the same month, France’s La Poste 

started trial postal delivery by drone. Also in 2016, DHL’s Parcelcopter took part in a trial in Germany. 

Other countries where drone delivery trials or services have launched include Iceland, Switzerland and 

Singapore, where USP SingPost has partnered with Airbus to trial parcel deliveries by drone in urban 

environments. 

                                                           
186 i.e. for the last part of the delivery to the end recipient 
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Trials using drones for delivery are also taking place in the US, where historically there have been 

regulatory restrictions on the use of drones for commercial applications. In addition to drones, trials of 

autonomous delivery robots have been undertaken or are in the process of being deployed in countries 

including the UK, Germany and the US. 

The widespread take-up of connected devices such as smartphones has triggered the emergence of new 

forms of non-postal delivery networks, such as those that deliver groceries and takeaway meals. While 

home deliveries of these sorts are not new, connected devices allow these networks to be coordinated 

by global platforms, so although often highly localised, these point-to-point networks differ from postal 

networks in significant ways. Postal operators are in turn starting to take advantage of this new market; 

in 2017, Dutch USP PostNL expanded its food delivery network,187 while in Germany DPD delivers 

groceries.  

More people in the UK than in the other comparator countries said they had used next-day delivery  

Use of, and awareness of, next-day delivery for online purchases was highest in the UK, at 62% and 88% 

respectively in 2017. Around half of respondents in Spain, Germany and Italy said they had used a next-

day delivery service. 

Figure 131 Use and awareness of next-day delivery for online purchases: 2017 

 
Source: Ofcom research 2017 

Base: All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q18i. Thinking about some postal, delivery and e-commerce services, which of the following have you done? 

Bought something online and used next day delivery 

A third of respondents in the UK claimed to have used same-day delivery for an online purchase, 

among the highest in the countries we surveyed 

A third of respondents in the UK have used same-day delivery for an online purchase, in line with the US 

(34%), Spain (32%) and Italy (30%), and higher than in France, Germany, Japan, Australia and Sweden. 

                                                           
187 See https://www.postnl.nl/en/about-postnl/press-news/news/2017/postnl-further-expands-food-delivery.html  
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Awareness of same-day delivery options was lower than of next-day delivery in each of the countries 

surveyed, possibly because this option may be available from a smaller number of retailers delivering to 

a smaller geographic area. Awareness of same-day delivery was higher in the UK than in all other 

countries surveyed, with the exception of Italy. 

Figure 132 Use and awareness of same-day delivery for online purchases: 2017 

 
Source: Ofcom research 2017 

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q18i. Thinking about some postal, delivery and e-commerce services, which of the following have you done? 

Bought something online and used same day delivery 

Use of ‘within two-hour’ delivery was low in all countries in 2017 

The use of ‘ up to two-hour delivery’ was highest in the US, with 26% of respondents saying they had 

ever used it. This compares to 19% in the UK, in line with France, Italy and Spain. Reported use was 

lowest in Sweden, where only 9% said they had ever used this type of service. In all countries, 

awareness of this type of service was lower than for same-day and next-day delivery. This may reflect 

the fact that these services have launched more recently than next-day and same-day delivery and may 

be available in a smaller geographic area.  
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Figure 133 Use and awareness of services offering delivery within two hours: 2017 

  

Source: Ofcom research 2017 

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000 

Q18i. Thinking about some postal, delivery and e-commerce services, which of the following have you done? 

Bought something online and had it delivered within 2 hours or less 

At least half of respondents in each comparator country have used a website or app to track a 

delivery 

The increasing use of internet shopping and the growing take-up of connected devices such as 

smartphones allow consumers to use postal services in new ways. For example, consumers are able to 

use a website or app to buy postage, to track deliveries, and to have parcels and online purchases 

delivered to a range of locations, including parcel lockers or retail shops.  

Among delivery and service innovations, the most commonly-used feature across our comparator 

countries (with the exception of France) was using a website or app to track the delivery of a parcel or 

online shopping delivery. Three-quarters (76%) of people in the UK said they had done this, a greater 

proportion than in all other countries apart from the US. In some countries operators are adding 

features to their tracking apps. For example, in the US, USPS’ Informed Delivery app combines tracking 

with the ability to view scanned images of the letter envelopes that are due to be delivered to the 

customer that day.188 

Use of parcel lockers varied considerably between countries. Three-quarters of respondents in France 

said they had had a parcel or package, or online purchase, delivered to one of these at least once. At 

23%, use of parcels lockers in the UK was higher than in Japan (13%) and Australia (17%) but lower than 

in France, Italy and the US. Six in ten respondents in the UK said they had used a click-and-collect 

service, higher than in any other comparator country. Only 10% of respondents in Japan said they had 

done this, less than in any other country.  

                                                           
188 See https://informeddelivery.usps.com/box/pages/intro/start.action  
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Figure 134 Claimed use of innovative services in postal pick-up and delivery: 2017 

 
Source: Ofcom research 2017 

Base: All respondents UK=1000, FRA=1008, GER=1010, ITA=1032, USA=1016, JPN=1011, AUS=1007, ESP=1016, 

SWE=1000 

Q18i. Thinking about some postal, delivery and e-commerce services, which of the following have you done? 

Some postal operators offer consumers a range of services beyond collection and delivery  

In many countries, incumbent universal service providers (USPs) offer a range of non-delivery services 

supported by their branch networks. Some of these services, such as identity verification services, may 

be linked to a USP’s database of addresses and potentially to public services, while other services 

offered by some USPs include financial or telecoms services. A USP may offer these services as a 

strategic response to diversify their revenues away from their core business, using non-post earnings to 

help finance the delivery of the universal service.  

The extent to which the incumbent offers these non-postal services varies between countries, reflecting 

differences in legislation and company strategy. In some countries, such as the UK189 and Sweden, the 

incumbent postal provider does not own a branch network itself and contracts with third party to 

provide branch services on its behalf. 

Postal operators in several comparator countries offer a range of electronic or digital identity services 

which are designed to provide greater security when accessing online public services or when making e-

commerce transactions. Use of these services was highest in Germany (28%) where Deutsche Post’s 

PostIdent service allows companies to verify the identities of their customers, and in the US (25%). In 

the UK, 20% said they had used a Royal Mail e-identity/digital identity190 scheme. Royal Mail is one of 

                                                           
189 In the UK, Royal Mail and the Post Office are separate entities. In Sweden, the branch network is operated by 
independent postal agents.  
190 These schemes provide online identity verification service which allows customers use selected government 
services online or verify their identity when making online transactions. 
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the partners191 in the GOV.UK Verify scheme, which is designed to make accessing public services online 

more secure. We look at cyber security more broadly in Chapter 7.  

In several countries, consumers are able to access a range of financial services, such as bill payment or 

banking services provided by the USP. For example, in Italy, 53% of respondents said they had used 

some form of payment or financial service offered by the USP. Post Italiane offers a range of financial 

services products, including mobile and electronic payments (PostePay). In the US, following the closure 

of the eBillPay service in 2004, the US Postal Service (USPS) offers a limited range of financial services 

such as money orders and cheque cashing, although it has been noted by the USPS Office of the 

Inspector General that it could potentially offer a wider range of financial services to under-served 

consumers.192 In Germany, customers of PostBank are able to access certain banking services at 

Deutsche Post’s post offices. Originally Deutsche Post’s financial services division, Postbank is now 

owned by Deutsche Bank. In the UK, the Post Office, but not Royal Mail, offers financial and payment 

services via its branch network and online, including certain banking services provided by Bank of 

Ireland UK. 

In some countries, including France, Italy and Spain, the incumbent postal operator offers 

communications services such as fixed and mobile broadband to consumers, while in the UK, the Post 

Office (but not Royal Mail) offers broadband and fixed voice services.  

Figure 135 Stated use of selected non-postal services provided by USPs: 2017 

 

Source: Ofcom research 2017 

Base: All respondents UK=1000, FRA=1008, GER=1010, ITA=1032, USA=1016, JPN=1011, AUS=1007, ESP=1016, 

SWE=1000 

Q18i. Thinking about some postal, delivery and e-commerce services, which of the following have you done? 

Note: Financial services may include banking and insurance provided by the postal operator. In the UK, for the 

“used a payments service / paid a bill / used financial service”, the Post Office rather than Royal Mail was asked 

about.  

                                                           
191 The Post Office is another partner in GOV.UK Verify.  
192 See pp.1-3 https://www.uspsoig.gov/sites/default/files/document-library-files/2015/rarc-wp-15-011_0.pdf for 
an overview of this.    
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8.2 The postal industry 

A note on the data presented in this section 

In most cases, letters volume and revenue metrics in this section refer to addressed letters; however, differences 

in definitions between countries mean that in some cases the categories of mail that are included are not an exact 

match.193 Further, the specification of products also varies between countries. For example, in the UK, a large 

letter can weigh up to 750g and have a maximum thickness of 2.5cm. In contrast, in France, a large letter can 

weigh up to 3kg and be up to 3cm thick.194 Differences within countries relating to definitions and the scope of 

data collection (for example, the inclusion or exclusion of courier / express services) may also affect the direct 

comparability of data between countries.   

8.2.1 Letter mail volumes and revenues 

Per-capita mail volumes in the US were higher than those in the next two markets combined 

The UK had the fifth highest reported letters volume per person among comparator countries in 2016, 

at 178 letters per person, a decrease of 11 letters per annum since 2015. In absolute and per-person 

terms the US had the highest letter mail volume, with just over 148 billion letters in total and 458 letters 

per person, in part due to high volumes of direct mail.  

In some countries, such as China, the relatively low reported letters volume per head may reflect the 

use of express courier services to deliver letters, which may therefore not be recorded as letters in the 

data.  

Figure 136 Letter mail volume per head: 2015-2016 

 

                                                           
193 The way that post is defined, and volumes and revenues are recorded, differs from country to country. In all of 
our comparators, addressed letter mail delivered within the country is included. In Australia, Brazil and Japan, the 
volume and revenue figures also include unaddressed advertising mail, as this could not be excluded from the 
reported figures. 
194 See https://www.royalmail.com/sites/default/files/Royal-Mail-Our-Prices-March-2017_0.pdf  and 
https://www.laposte.fr/particulier/outils/calculateur-de-tarif/lettres_et_po/1-1-1-3000-1  
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Source: WIK / Ofcom analysis. Data for 2015 not available for China. 

Note: All figures have been rounded to the nearest whole number.  

The UK was also fifth highest in reported letter revenues per head of population, at £64. The US had the 

highest per-capita revenue, at £107 in 2016, as well as the largest absolute letters revenue at £34.7bn, 

compared to £4.2bn in the UK.  

Figure 137 Letter mail revenue per head (£): 2016 

  
Source: WIK / Ofcom analysis including estimates. 

Note: Revenue data are not available for all comparable countries. Some figures have been rounded to the nearest 

whole number. 

Direct mail accounted for half US letters volumes in 2016 

Within those markets where data were available, the proportion of letter mail volumes which were 

direct mail advertising varied in 2016; from 50% in the US to 12% in Poland and 9% in Brazil. Among key 

comparator countries, reported direct mail advertising revenues generally fell in nominal terms.195 In 

the US, Magna Global reported total direct mail revenues of $20bn (£14.8bn), broadly in line with the 

previous year, due to the upward impact of the US elections. However, when stripping out the effect of 

the election, revenues fell by 3.7% in nominal terms between 2015 and 2016, in part due to USPS price 

decreases as well as to shifts in direct mail marketing budgets towards digital advertising.196 In France 

and Italy reported direct mail revenues also fell in nominal terms, by 4.0%197 and 4.2%198 respectively 

between 2015 and 2016. In the UK the reported decline was more pronounced, with Warc reporting a 

10% fall in nominal terms to £1.7bn in 2016.  

                                                           
195 We note that there may be differences in how direct mail advertising revenues are reported. For example, in 
France the data does not include production costs, while in the UK production costs are included in the reported 
expenditure figures.  
196 See https://magnaglobal.com/wp-content/uploads/2017/03/MAGNA-March-US-Forecast-Press-Release.pdf  
197 http://www.nielsen.com/it/it/insights/news/2017/the-advertising-market-in-italy-in-2016.html  
198 See http://www.irep.asso.fr/marche-publicitaire-chiffres-annuels.php [accessed 5/11/2017] 
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Figure 138 Proportion of direct mail in total letters volume (%): 2016 

 
Source: WIK / Ofcom analysis and estimates.  

Note: UK figure relates to calendar year 2016, rather than 2016-17 as used for other UK data points.  All figures 

have been rounded to the nearest whole percentage. 

8.2.2 Parcels volumes and revenues 

Parcels volumes were highest in China in 2016 

Reported parcel volumes per head were highest in Japan, at 73 items in 2016, considerably ahead of the 

next country, the US with 40 items per head. This may reflect differences in product specifications, as 

certain packets may be treated as parcels in Japan and as letters in other comparator countries. The UK 

had the fifth largest per-capita parcels volume, at 33 items, in line with Australia and Germany. China 

was the largest parcels market, at 31.3 billion items, but this equated to just 23 parcels per person. 

Figure 139 Parcel and packet mail volume per head: 2016 

 
Source: WIK / Ofcom analysis and estimates.  

Note: France figures relate to authorised postal operators only. Some figures have been rounded to the nearest 

whole number. 

Per-capita parcels revenues were highest in the US in 2016 among our comparator countries 

In 2016, the UK had the fourth highest parcels revenue on a per-capita basis, at £134, lower than 

Germany (£186) but higher than Japan (£129). The country with the largest parcels revenues, per capita 

and overall in 2016, was the US at £71.0bn, ahead of China at £44.3bn.  
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Figure 140 Parcel and packet mail revenue per head (£): 2016 

 
Source: WIK / Ofcom analysis and estimates.  

Note: France figures relate to authorised postal operators only. Some figures have been rounded to the nearest 

whole number. 
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8.2.3 Pricing and service quality  

In most European comparator countries, next-day delivery was the fastest letter mail product 

This section looks at domestic stamp prices across the countries analysed in this report. In each case, we 

have considered the fastest letter mail product, which most commonly has a next-day (D+1) delivery 

target. In most countries, a minimum target has been set for the proportion of items that meet the 

service quality target.  

Next-day delivery is the target for the fastest letter mail product in the European countries, except for 

Spain, which has a D+3 target. The US also has a D+3 target, which reflects the size of the country. In 

other countries, the delivery target varies depending on the origin and destination of the letter. Despite 

most European countries having the same D+1 target, there are differences both in the performance 

targets and in the extent to which these targets were met in 2016. Japan had the highest target (97.0%), 

although the delivery specifications vary.  The Netherlands and the UK have the highest targets 

specifically for D+1 delivery (95.0% and 93.0% respectively), while the target for next-day delivery is 

lowest in Italy and Germany (80%).  

Figure 141 Delivery specifications and performance for fastest letter mail product in 2016 

 
Source: WIK 

Note: Delivery targets in Japan, Australia, Brazil, Russia, India and China are dependent on the point of origin and 

destination. Following the adoption of alternate deliveries in parts of Italy, delivery targets vary according to the 

day of delivery.  

It is relatively expensive to send a small letter by first-class post in the UK, but comparatively 

inexpensive to send a medium-sized one 

In 2016, Italy remained the most expensive country to send a small or medium-sized letter, at £2.30 and 

£5.33 respectively, following significant price increases in nominal terms in 2015 and the introduction of 

a D+4 product at around the original price point of the first-class equivalent product. The UK does not 

have separate small letters and medium letters products; a ‘standard letter’ product covers both sizes. 

The UK’s single price point for both small and medium letters, at 64p, makes it one of the most 

expensive countries in which to send a small-sized letter, and one of the least expensive in which to 

send a medium-sized letter. Poland is the only other comparator country to use a single price for small 

and medium-sized letters; in 2016 the price to send a letter by first-class equivalent varied by delivery 

zone.  
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Figure 142 Letter product characteristics for pricing comparisons 

 

Source: Ofcom analysis  

Note: Small letter is based on a DL envelope, medium letter: a C5 envelope and large letter: a C4 envelope.   

Figure 143 Published single-piece stamp prices for small (DL) and medium (C5) domestic letters (£): 

end-2016 

 
Source: WIK / Ofcom analysis 

Note: South Korea is not included as the additional charge for the ‘Priority Mail’ product is not published. Pricing in 

Russia varies according to delivery zone. Prices at 31 December 2016. 

The UK was the second cheapest country in Europe in which to send a large letter by first-class 

equivalent mail 

Among comparator countries it was most expensive to send a large letter in Italy (£6.56), and least 

expensive in India (44p) in 2016. In five of the comparator countries (all of which are in Europe) it cost 

more than £2 to send a large letter. At £1.26, it was cheaper to send a large letter in the UK than in all 

countries apart from Poland, China, Brazil and India.  
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Figure 144 Published single-piece stamp prices for large (C4) domestic letters (£): end 2016 

Source: Ofcom / WIK analysis.  

Note: South Korea is not included as the additional charge for the ‘Priority Mail’ product is not published. In Russia, 

the price of a large letter varies by delivery zone. For Australia, the definition of a large letter differs from other 

countries (thickness 20mm) as, based on our definition (up to 25mm thickness), the price for a large letter would 

represent the ‘small parcel’ price offered by Australia Post. Prices at 31 December 2016.  

The UK is one of several countries in which consumers can send letters using a slower, but less 

expensive service 

In the UK, and certain other comparator countries, consumers can send letters using a less expensive 

second-class letters service with a slower target delivery time (for example, delivery in three days 

compared to next-day delivery in the UK). 

Other countries which offer a slower delivery service for letters include France, Italy, Sweden, Poland 

and South Korea. Australia and Russia also offer a second-class equivalent service for letters for 

consumers, although the delivery speed varies according to location. In other countries, a second-class 

equivalent product for letters is not available for use by consumers.199 Among those countries with 

performance targets for second-class letters, South Korea and the UK require that at least 99.5% and 

98.5% of second-class letters meet the performance target. This was exceeded in both countries in 

2016. In contrast, in Poland, 75.3% of second class equivalent letters arrived within the target delivery 

time, falling below the 85% performance threshold. 

                                                           
199 In certain cases products with slower delivery may be available for business customers. For example, in the 
Netherlands,  PostNL offers 48-hour and 72-hour bulk mail products https://www.postnl.nl/Images/Postal-Rates-
sheet-jan-2017-PostNL_tcm10-83824.pdf  
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Figure 145 Delivery specifications and performance for second class letter mail product in 2016 

 

Source: WIK 

Note: Delivery targets in Russia and Australia are dependent on the point of origin and destination. 

It was most expensive to send a second-class letter in Italy in 2016 

Stamp prices for second-class equivalent post vary considerably between countries. For all sizes of 

letters (see below), it was most expensive to send a second-class letter in Italy in 2016 (where it costs 

78p to send a small letter and £2.87 for a large letter). It was cheapest to send a second-class letter in 

South Korea (19p for a small letter up to 40p for a large letter). 

At 55p, the cost of sending a small letter in the UK was in line with Sweden, France and Australia. As 

Royal Mail’s pricing does not distinguish between a standard letter and a small letter, the price for 

sending a standard second-class letter in the UK is around half the price of that in Sweden, France and 

Australia. At £1.20, it was cheaper to send a large letter by second class equivalent in the UK than in 

Italy, Sweden, France and Australia.  

Figure 146 Published single piece stamp prices for second class small (DL), medium (C5) and large 

(C4) domestic letters (£): end 2016 

 

Source: WIK / Ofcom analysis.  

Note: Prices as at 31 December 2016 
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It was most expensive to send a 20kg parcel in the UK in 2016  

In most comparator countries, the incumbent does not offer an untracked parcels product, and 

relatively few offer a second-class parcels service.200 Because of this, our analysis focuses on the pricing 

of first-class equivalent tracked parcels from the incumbent USP. This means that in certain countries, 

such as the UK, cheaper parcels products may be available from the USP or from other providers. 

As at 31 December 2016, it was cheaper to send a 2kg small parcel in the UK than in Sweden, Italy and 

France, but more expensive than in Germany and the Netherlands. However, at £34.50 it was most 

expensive to send a 20kg tracked domestic parcel in the UK.201 While some countries have uniform 

pricing for domestic parcels, in others, including Spain, Australia and the US, distance-based pricing is 

adopted. This means that pricing varies not just by size and/or weight, but also by destination. Postal 

operators may also offer discounts to the single-price stamp price in certain circumstances. For 

example, in the UK, Royal Mail offers discounts on parcels if the postage is bought online.  

Figure 147 Published single-piece stamp prices for first-class equivalent tracked parcels (£): end 2016 

 
Source: WIK / Ofcom analysis.  

Note: Prices at 31 December 2016. Small Parcel is a standard packet or parcel weighing 2kg. A Medium Parcel is a 

standard packet or parcel weighing up to 20kg. UK parcels products in the chart above relate to Royal Mail First 

Class Signed For small 2kg and medium 20kg parcels. These particular Royal Mail products provide confirmation of 

delivery to the sender but are not tracked throughout the network. Royal Mail offers other products with tracking 

throughout the network as non-USO products, but it is prohibited from providing tracking on single-piece USO 

parcels.  

8.2.4 Competition in postal markets 

Competition in the end-to-end market varies considerably across countries 

This section looks at the share of volume in the end-to-end letters sector that is accounted for by postal 

operators other than the provider of the universal postal service (where such competition exists). 

End-to-end competition in the letters market is very limited in the UK, with only 0.1% of letters 

delivered by an operator other than Royal Mail. Competition is mainly focused on access mail, where 

                                                           
200 Some operators such as Deutsche Post (Germany), India Post (India) and USPS (US), offer untracked services for 
lightweight shipments, although these are treated as letters in the delivery network.  
201 However, Royal Mail Group’s Parcelforce business also offers tracked parcels products which may under certain 
circumstances be less expensive than a similar Royal Mail product  
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alternative operators collect letters from their customers and pass them to the incumbent for final 

delivery. In the UK, some small end-to-end operators deliver in certain localities, but there is nothing 

available outside the USP at a national level since the exit of Whistl from the market in 2015. However, 

access competition in the UK is well established, and accounted for 61% of addressed letters in the UK 

in 2016 and 2017. 

In contrast, in some markets end-to-end competition in the letters market is more developed. The 

incumbent’s share of letters delivery is lowest in the Netherlands, where 25% of letters volumes were 

delivered by an entity other than the USP in 2016. In August 2017, PostNL was also required to provide 

access to its delivery network to regional operators, which are allowed to use it to access up to 70% of 

their volumes. The share of letters delivered by third-party operators in Poland fell from 30% in 2015 to 

19% in 2016, following a decision by one of the USP’s end-to-end competitors to cease end-to-end 

deliveries of letters. 

In some comparator countries including Australia, Brazil, South Korea and the US, the incumbent 

universal service operator (owned by the state) has a statutory monopoly on the delivery of letters. In 

contrast, competitors to the USP tend to have a larger market share in the parcels market. Even in 

markets such as the US and Brazil, where the USP has a monopoly on the delivery of letters, competitors 

to the USP deliver 65% and 46% of parcels respectively.  

Figure 148 End-to-end volumes shares accounted for by operators other than the universal postal 

services provider (%): 2016 

 
Source: WIK/ Ofcom analysis and estimates.  

Note: In some countries, parcels market share data are not available. All figures have been rounded to the nearest 

whole percentage. 

8.3 The postal consumer 

8.3.1 Volumes and type of items sent 

People in France and Germany were the most likely to have sent an item of post in the past month  

In the countries we surveyed, people in France and Germany were the most likely to have sent any item 

of post in the previous month, with 80% and 78% of people respectively saying they had done this. 

Seventy per cent of people in the UK said they had done this, a higher proportion than in five of the 
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other countries surveyed, including Spain and Italy, the two countries where less than half of people 

said they had sent any item of post.  

 
Figure 149 Approximate number of items of post sent per month: 2017 

 
Source: Ofcom consumer research, October 2017  

Base: All respondents, UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000  

Q.13 Approximately how many items of post - including letters, cards and parcels - have you personally sent in the 

last month? 

Among those respondents who had sent post in the previous month, more than half of people in France 

(51%) and Germany (52%) had sent a formal letter to an organisation or individual, more than in any 

other country, including the UK (34%).  
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Figure 150 Type of items sent in the past month: 2017 

 
Source: Ofcom research 2017 

Base: All respondents who sent any items of post in the last month, UK=718, FRA=834, GER=785, ITA=456, 

USA=705, JPN=600, AUS=633, ESP=475, SWE=579  

QC5. Which of these types of items would you say you have personally sent in the last month by post? 

8.3.2 Volumes and type of post received 

People in the UK were among those most likely to have received an item of post in the past week  

People in the UK were among the most likely of those in our comparator countries to have received an 

item of post in the past week, with 89% of respondents saying they received at least one item. On 

average, people in the UK said they received 6.0 items a week, although respondents in France and the 

US received more items per week, averaging 7.3 items and 8.4 items respectively.  
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Figure 151 Approximate number of items of post received in the past week: 2017 

 
Source: Ofcom research 2017 

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000  

Q.15 Approximately how many items of post - including letters, cards and parcels - have you personally received in 

the last week? 

In all countries surveyed, people are more likely to receive bills than any other type of mail 

Despite the take-up of online banking and payment services, people in most countries are more likely to 

receive invoices, bills or statements than other types of mail. 

Among those who had received an item of post in the past week, half (51%) of respondents in the UK 

said they had received a bill, invoice or statement, in line with France, Germany and Italy. The country 

where people were most likely to have received this type of mail in the past week was Sweden, where 

68% said they had done so. Despite this, use of mobile banking and payments services in Sweden is 

among the highest among our comparator countries. See Figure 120 for further details on take-up of 

mobile banking and payments.  

In contrast, apart from France (27%), in no country did more than a quarter of people report having 

received a personal letter in the past week.  

More than half (57%) of respondents in the UK who had received post in the last week had received a 

parcel, a greater proportion than in Japan (51%), France (51%) and Australia (48%). Forty per cent of 

respondents in the UK had received a smaller parcel202 in the previous week, more than in Italy (31%), 

Spain (33%) and Australia (30%), but less than in France (45%). Consumers who had received any items 

of post in the last week in France were the least likely, compared to those in all other comparator 

countries, to have received a larger parcel203 in the previous week (19%).   
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Figure 152 Types of mail received in the past week: 2017 

 

 
Source: Ofcom research 2017 

Base: All respondents who have received any items of post in the last week, UK=898, FRA=936, GER=914, ITA=710, 

USA=787, JPN=822, AUS=813, ESP=756, SWE=806  

Q.D4 Which of these types of items would you say you have personally received through the post in the last week? 

8.3.3 Reliance on post as a way of communicating  

People in Japan were least likely to say they were reliant on post as a means of communication 

In all but four of the countries we surveyed, a majority said they were ‘very’ or ‘fairly’ reliant on post as 

a means of communicating. Fifty-six per cent of respondents  in the UK said they were fairly or very 

reliant on post, higher than in all other countries except for Italy (60%) and the US (64%). The 

proportion of respondents who said they were reliant on post fell by 5 percentage points between 2016 

and 2017 in Japan, to 15% (the lowest across our comparator countries), and increased by 4pp in Spain.  
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Figure 153 Reliance on post as a way of communicating: 2017 

  
Source: Ofcom research 

Base:  All respondents UK=1006, FRA=1038, GER=1012, ITA=1020, USA=1000, JPN=1019, AUS=1008, ESP=1010, 

SWE=1000  

Q18 How reliant would you say you are on post as a way of communicating? 

  

Proportion of all respondents (%)

2 1 1 1 3 2 2 1 3
6 6 5 3

6
17

7 13 10

14 17 15
12

11

33

13

19
16

22
26 28

24 16

33

22

36

23

39

40
38

48

34

13

42

24

33

16
9 13 12

30

2
14

7
16

UK FRA GER ITA USA JPN AUS ESP SWE

Very reliant

Fairly reliant

Neither

Not very reliant

Not at all reliant

Don’t know

59 50 53 59 62 20 54 27 51
Very or fairly

Reliant (%) 



 

201 

 

 
 

 

 

9 Glossary and Table of Figures 

 
 

 

 

The International 

Communications Market 2017 
 

  



 

202 

 

Glossary 

 

2G Second generation of mobile telephony systems. Uses digital transmission to support voice, low-

speed data communications, and short messaging services. 

3G Third generation of mobile systems. Provides high-speed data transmission and supports 

multimedia applications such as full-motion video, video-conferencing and internet access, alongside 

conventional voice services. 

4G The fourth generation of mobile phone mobile communication technology standards, which 

provides faster mobile data speeds than the 3G standards that it succeeds. 

4K The next generation of high definition broadcast which offers up to four times the definition of 

HD, also known as Ultra HD (UHD). 

Access Allowing other companies operating in the postal market, or other users of postal services, to 

use Royal Mail’s facilities for the partial provision of a postal service.  

Access network An electronic communications network which connects end-users to a service 

provider; running from the end-user’s premises to a local access node and supporting the provision 

of access-based services. It is sometimes referred to as the ‘local loop’ or ‘last mile’. 

Asymmetric digital subscriber line (ADSL) A digital technology that allows the use of a standard 

telephone line to provide high-speed data communications. Allows higher speeds in one direction 

(towards the customer) than the other. 

Amplitude modulation (AM) Type of modulation produced by varying the strength of a radio signal. 

This type of modulation is used by broadcasters in three frequency bands: medium frequency (MF, 

also known as medium wave (MW)); low frequency (LF, also known as long wave (LW)), and high 

frequency ((HF, also known as short wave (SW)). The term AM is also used to refer to the medium 

frequency band (see MF, below).  

Average revenue per user (ARPU) A measurement used to indicate the average monthly revenue 

earned from a subscriber.  

Analogue terrestrial television (ATT) The television broadcast standard that all television industries 

launched with. Most countries in this study have either phased this out now or are planning to phase 

out in the next ten years. 

Broadcaster’s audience research board (BARB) The pan-industry body that measures television 

viewing in the UK. 

Broadband A service or connection generally defined as being ‘always on’ and providing a 

bandwidth greater than narrowband. 
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Broadcast TV Scheduled TV programming which is available to all viewers at the same time (such as 

those that are listed in electronic programme guides (EPG)). It includes time-shifted viewing of these 

programmes up to a specified number of days. 

Catch-up TV refers to on demand services that allow consumers to watch content on a non-live basis 

after the initial broadcast. 

Communications Act Communications Act 2003, which came into force in July 2003. 

Connected TV Any television set connected to the internet either directly (such as a smart TV) or via 

another device such as a set-top box, video game console or other internet-enabled devices.  

Digital audio broadcasting (DAB) A set of internationally-accepted standards for the technology by 

which terrestrial digital radio multiplex services are broadcast in the UK. 

DAB+ DAB+ technology encodes sound in a more efficient way than traditional DAB. 

Digital audience The active audience across laptop/desktop computers and mobile phones. 

Digital switchover (DSO) The process of switching over the analogue television or radio broadcasting 

system to digital. 

Direct mail Addressed advertising mail  

DMB Digital mobile broadcasting. A variant of the DAB digital radio standard for mobile TV services, 

and an alternative to DVB-H (see DVB, below). 

Digital terrestrial television (DTT) The television technology that carries the Freeview service. 

Digital video recorder (DVR) (also known as ‘personal video recorder’ and ‘digital television 

recorder). A digital TV set-top box including a hard disk drive which allows the user to record, pause 

and rewind live TV. 

End-to-end Operators other than Royal Mail that provide a full postal service from collection to 

delivery 

Electronic programme guide (EPG) A programme schedule, typically broadcast alongside digital 

television or radio services, to provide information on the content and scheduling of current and 

future programmes. 

EU5 The UK, France, Germany, Italy and Spain. Five EU countries between which comparisons are 

regularly made by various organisations, including Ofcom.  

Fibre-to-the-x (FTTx) This comprises the many variants of fibre optic access infrastructure, including 

those which use VDSL. These include fibre to the home (FTTH), fibre to the premises (FTTP), fibre to 

the building (FTTB), fibre to the node (FTTN), and fibre to the cabinet (FTTC). 

Fibre-to-the-building (FTTB) A form of fibre-optic communication delivery in which an optical fibre is 

run directly into the customer’s premises. 
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Fibre-to-the-cabinet (FTTC) Access network consisting of optical fibre extending from the access 

node to the street cabinet. The street cabinet is usually located only a few hundred metres from the 

subscriber premises. The remaining segment of the access network from the cabinet to the 

customer is usually a copper pair but could use another technology, such as wireless.  

Fibre-to-the-home (FTTH)  A form of fibre optic communication delivery in which the optical signal 

reaches the end user's living or office space. 

Fibre-to-the-premises (FTTP)  A form of fibre-optic communication delivery in which an optical fibre 

is run directly onto the customer’s premises. 

Frequency modulation (FM) Type of modulation produced by varying the frequency of a radio 

carrier in response to the signal to be transmitted. This is the type of modulation used by 

broadcasters in part of the VHF (Very High Frequency) band, known as VHF Band 2. 

Free-to-air Broadcast content that people can watch or listen to without having to pay a 

subscription. 

Full-fibre This comprises a number of variants of fibre optic access infrastructure: fibre to the home 

(FTTH), fibre to the premises (FTTP), fibre to the building (FTTB) and fibre to the node (FTTN). 

High-definition television (HDTV) High-definition television. A technology that provides viewers with 

better quality, high-resolution pictures. 

Headline connection speed The advertised speed of a given broadband service. A number of factors, 

such as the quality and length of the physical line from the exchange to the customer, mean that a 

given customer may not experience this headline speed in practice. 

International roaming A service offered by mobile operators that allows customers to use their 

phone abroad. The home operator has agreements with foreign operators that allow customers to 

make and receive calls, send and pick up text messages, and use some of the other mobile services 

(such as access to voicemail or topping-up credit on pre-pay phones). The exact services available 

and the charges for their use vary between operators. 

Internet A global network of networks, using a common set of standards (e.g. internet protocol), 

accessed by users with a computer via a service provider. 

Internet protocol (IP) The packet data protocol used for routing and carrying messages across the 

internet and similar networks.  

Internet protocol television (IPTV) The term used for the television platform that delivers channels 

to viewers using internet protocol (IP) technology over a broadband connection.  For the purposes of 

this report, hybrid systems such as BT TV in the UK (i.e. those that provide television services 

through both an aerial and an IP connection) are considered IPTV platforms. 

Internet service provider (ISP) A company that provides access to the internet.  

ITV All references to ITV should be read as including STV, UTV and Channel Television. 
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Large Letter This refers to Royal Mail’s definition Large Letter. A Large Letter is any item larger than 

a Letter and up to 353mm in length, 250mm in width and 25mm in thickness, with a maximum 

weight of 750g. 

Live viewing Watching programmes during broadcast at the scheduled time, not only to live events 

such as football matches. 

Long-term evolution (LTE) Part of the development of 4G mobile systems that started with 2G and 

3G networks (also see dual-carrier LTE 4G). 

Machine-to-machine (M2M) Wired and wireless technologies that allow systems to communicate 

with each other. 

Multi-messaging service (MMS) The next generation of mobile messaging services, adding photos, 

pictures and audio to text messages. 

Mobile network operator (MNO) A provider which owns a cellular mobile network. 

Mobile broadband Various types of wireless high-speed internet access through a portable modem, 

telephone or other device. 

Multichannel In the UK, this refers to the provision or receipt of television services other than the 

main five channels (BBC One and Two, ITV, Channel 4/S4C and Channel 5). ‘Multichannel homes’ 

comprises all those with digital terrestrial TV, satellite TV, cable TV and IPTV. 

MVNO An organisation which provides mobile telephony services to its customers, but does not 

have allocation of spectrum or its own wireless network. 

Narrowband A service or connection providing data speeds up to 128kbit/s, such as via an analogue 

telephone line, or via ISDN.  

Net neutrality The principle that all traffic on the internet should be treated equally, regardless of 

content, site or platform. 

Next-generation access networks (NGA) New or upgraded access networks that will allow 

substantial improvements in broadband speeds. This can be based on a number of technologies 

including cable, fixed wireless and mobile. Most often used to refer to networks using fibre optic 

technology.  

‘Over-the-top’ video (OTT) Refers to audio-visual content delivered on the ‘open’ internet rather 

than over a managed IPTV architecture.  

Pay TV A subscription-based television service, usually charged at a monthly fee, offering 
multichannel television channels beyond those available free-to-air. It can be delivered through 
cable, satellite, digital terrestrial and/or the internet (IPTV). 
 

Postal packets A letter, parcel, packet or other article transmissable by post 
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Public service broadcasting (PSB) (or public service broadcaster). The Communications Act in the UK 

defines the PSBs as including all BBC channels, ITV (including GMTV, STV and UTV), Channel 4, 

Channel 5 main channels and S4C.  

Public switched telephone network (PSTN) The network that manages circuit-switched fixed-line 

telephone systems. 

Publications Regularly produced publications such as periodicals and magazines. 

Registered items A service of conveying postal packets from one place to another by post which 

provides for the registration of the packets in connection with their conveyance by post and for the 

payment of an amount determined by the person providing the service in the event of the theft or 

loss or damage to the packets 

Service bundling (or multi-play) A marketing term describing the packaging together of different 

communications services by organisations that traditionally only offered one or two of those 

services.  

Service provider A provider of electronic communications services to third parties, whether over its 

own network or otherwise. 

Share (TV) The percentage of the total TV viewing audience watching over a given period of time. 

This can apply to channels, programmes, time periods etc. 

Subscriber identity module (SIM) A SIM or SIM card is a small flat electronic chip that identifies a 

mobile customer and the mobile operator. A mobile phone must have a SIM card inserted before it 

can be used.  

SIM-only A mobile contract that is sold without a handset. 

Smartphone A mobile phone that offers more advanced computing ability and connectivity than a 

contemporary basic 'feature phone’. 

Smart TV A standalone television set with inbuilt internet functionality. 

Smart watch A wearable computer that provides features in addition to those to be expected of a 

watch. Typically they are connected wirelessly to a mobile phone and display incoming messages, 

call status and provide some degree of control over the phone, including call answering and control 

of audio playback. Other features can include motion sensors, cameras and GPS. 

Short messaging service (SMS) Usually used to refer to mobile text messaging (see text message 

below). 

Social networking site (SNS) A website that allows users to join communities and interact with 

friends or to others that share common interests.  

Socio-economic group (SEG) A social classification, classifying the population into social grades, 

usually on the basis of the Market Research Society occupational groupings (MRS, 1991). The groups 

are defined as follows. 
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A.  Professionals such as doctors, solicitors or dentists, chartered people like architects; 

fully qualified people with a large degree of responsibility such as senior civil servants, 

senior business executives and high ranking grades within the armed forces. Retired 

people, previously grade A, and their widows. 

B.  People with very senior jobs such as university lecturers, heads of local government 

departments, middle management in business organisations, bank managers, police 

inspectors, and upper grades in the armed forces. 

C1.  All others doing non-manual jobs, including nurses, technicians, pharmacists, 

salesmen, publicans, clerical workers, police sergeants and middle ranks of the armed 

forces. 

C2. Skilled manual workers, foremen, manual workers with special qualifications such as 

lorry drivers, security officers and lower grades of the armed forces. 

D. Semi-skilled and unskilled manual workers, including labourers and those serving 

apprenticeships. Machine minders, farm labourers, lab assistants and postmen. 

E. Those on the lowest levels of subsistence including all those dependent upon the 

state long-term. Casual workers and those without a regular income. 

Streaming content Audio or video files sent in compressed form over the internet and consumed by 

the user as they arrive. Streaming is different to downloading, where content is saved on the user’s 

hard disk before the user accesses it. 

Subscription video on demand (SVoD) a subscription service (usually paid monthly) that offers 

video-on-demand content (SVoD) usually delivered via the internet. Services may offer live 

streaming to a selection of channels/content as well as VoD content. 

Superfast broadband Sometimes known as next-generation broadband, super-fast broadband 

delivers actual modem sync speeds of 30Mbit/s or higher 

Superfast product Fixed-line broadband with headline speeds of more than or equal to 30Mbit/s 

Tablet A mobile computer which is included within a single panel with a touchscreen. 

Telecommunications, or 'telecoms' Conveyance over distance of speech, music and other sounds, 

visual images or signals by electric, magnetic or electro-magnetic means.  

Text message A short text-only communication sent between mobile devices. 

Time-shifted viewing Refers to broadcast programmes viewed within a specified number of days 

after live broadcast, including viewing on the same day as live. Time-shifted includes viewing 

through recording devices (such as a DVR) as well as to catch-up TV services (where applicable to the 

country). Viewing on devices such as PCs and laptops, tablets and smart phones where attached to 

the TV set are included where possible. In the UK, all of these forms of viewing up to seven days 

after broadcast are included in the industry standard data. 
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UK online measurement (UKOM) A media industry measurement of UK consumers’ online activity, 

specified by UKOM Ltd and delivered by comScore. 

Ultra HD (UHD) The next generation of high definition broadcast which offers up to four times the 

definition of HD, also known as 4K. 

Unaddressed mail Also known as door-to-door and door drops, unaddressed mail is advertising mail 

with no specified recipient, usually distributed to all households within a targeted geographical area 

Unbundled A local exchange that has been subject to local loop unbundling (LLU). 

Universal service obligation (USO) A minimum set of services of specified quality which should be 

available to all users at an affordable price 

Unique audience The number of different people visiting a website or using an application. 

Usage caps Monthly limits on the amount of data which broadband users can download, imposed by 

some ISPs.  

VDSL (very high speed DSL) A high-speed variant of DSL technology, which provides a higher 

connection speed than ADSL over shorter copper lines and uses fibre-to-the-cabinet (FTTC) networks 

which reduce the length of the access copper line by connecting to fibre at the cabinet. 

 

Video on demand (VoD)  A service or technology that enables TV viewers to watch programmes or 

films whenever they choose to, not restricted by a linear schedule (also see  SVoD.  

Voice over internet protocol (VoIP) A technology that allows users to send calls using internet 

protocol, using either the public internet or private IP networks.  

WiMAX A wireless MAN (metropolitan area network) technology, based on the 802.16 standard. 

Available for both fixed and mobile data applications.  

Wireless LAN or wifi (wireless fidelity) Short-range wireless technologies using any type of 802.11 

standard such as 802.11b or 802.11a. These technologies allow an over-the-air connection between 

a wireless client and a base station, or between two wireless clients.  

Wholesale line rental (WLR) A regulatory instrument requiring the operator of local access lines to 

make this service available to competing providers at a wholesale price.  
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