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Background and objectives GoRKEoR
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The Ofcom Broadcasting Code outlines the rules by which programmes broadcast on television and radio in the UK must abide, requiring

broadcasters to ensure they are compliant with the code. The code covers standards in programmes, sponsorship, product placements in

television programmes, fairness and privacy.

Main research objectives for the Adults (16+) Tracker are:

To understand perceptions of the quality of TV programmes and the reasons why consumers believe this may have changed

To uncover any concerns consumers have about potentially harmful or inappropriate content within TV and radio programmes;
including offensive language, violent content and sexual content, as well as views on the watershed

To understand awareness of regulation within radio and TV and whether consumers feel the current levels of regulation are appropriate
To explore awareness of advertising and product placement on TV and whether consumers have any concerns

New objectives for 2022 are to uncover experiences of harm and offence when viewing Broadcast Video on Demand (BVoD) or
Subscription Video on Demand (SVoD) content, and to explore perceptions of regulation on these platforms

The main research objectives for the Teens (aged 12-15) Tracker are:

To understand teens’ media activities and the devices they use to consume content
To uncover any concerns teens have about potentially harmful or inappropriate content within TV and online

To understand awareness of regulation within radio and TV and whether teens feel the current levels of regulation are appropriate



Methodology

Approach: Mixed mode interviewing combining online panel interviews and post-
to-web or post-to post interviews among adults aged 16+ living in the UK*

Sample and methodology

* 2,407 interviews — 1,186 panel and 1,221 from a postal approach
* Target quotas set on nation, age and gender (interlocking), SEG
*Two waves of interviewing in May-June & October-November 2022

* Significance testing applied at 99% confidence interval, identifying differences
against total (black arrows) and comparable subgroups (white arrows).

*Changes in methodology due to Covid and impact on trend data

Prior to 2020 this research was conducted 50% face-to-face and 50% online. In
2020, due to the impact of Covid a mixed method approach was used - combining
online, face-to-face (up until March 2020) and telephone.

We might expect some differences due to these changes in method. While data in
this chart pack is shown for previous years when relevant, direct comparisons
should be considered indicative only.
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Teens (aged 12-15) o
Y

Approach: Online panel interviews among 12-15 year olds
living in the UK*

Sample and methodology

* 1,000 interviews conducted using online panels with children and young
people aged 12-15

* Target quotas set on nation, age and gender (interlocking)
*  Two waves of online interviewing were conducted in June and October 2022

*  Parental permission obtained as well as consent from the child in order for
children to be interviewed

*  Significance testing applied at 95% confidence interval, identifying
differences against comparable subgroups (white arrows).

*Changes in survey design and impact on trend data

A survey with 12-15s was conducted in 2020. Changing viewing habits,
particularly among children and young people, meant that significant changes
to the questionnaire were made for the 2022 research.

As a result no direct comparisons are made to this previous data.
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EXPERIENCE OF OFFENSIVE CONTENT — BROADCAST TV

* Onein five adult viewers aged 16+ (19%) have seen something they found offensive on broadcast TV
* Most often this was on soaps and dramas or reality TV (29%-28%), with adult viewers citing bad language, violence and sexual
content (24%-22%)

e Around one quarter of teen viewers aged 12-15 (23%) have seen something they found offensive on broadcast TV
* Most often this was on comedy programmes and films (33%-30%), with teen viewers citing bad language, racism and sexual
content (16%-13%)

ATTITUDES TOWARDS OFFENSIVE CONTENT ON BROADCAST TV

* Decline since 2020 in the proportion of adult viewers aged 16+ who feel there is ‘too much’ swearing (down from 34% to 28% in
2022) or sex on TV (down from 26% to 20% in 2022)

* Most viewers now feel there is an acceptable amount of each (60%-54%)

* Viewers feel programmes showing sexual violence should have more restrictions than particularly violent programmes (50% vs.
39%)
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EXPERIENCE OF HARMFUL CONTENT — BROADCAST TV

A quarter of adult viewers aged 16+ (26%) have seen something they thought was harmful or damaging on broadcast TV

Most often this was on films, reality TV or soaps/ dramas (38%-29%), with adult viewers citing abuse/ violence/ sexual
violence (56%)

Around one in five teen viewers (18%) have seen something they thought was harmful or damaging on broadcast TV

Most often this was on films or news programmes (29%-25%), with teen viewers citing violence, war and sexual content (18%-
12%)

EXPERIENCE OF CONTENT OF CONCERN — ON-DEMAND TV

Around one in ten adult viewers aged 16+ (11%) have seen something that concerned or worried them on BVoD or SVoD
services

Most often this was on films or soaps/ dramas (41%-30%), with adult viewers citing abuse/ violence or sexual content (46%-
21%)

Around one in seven teen viewers aged 12-15 (15%) have seen something that concerned or worried them on BVoD or SVoD
services

Most often this was on documentaries or films (32%-26%), with teen viewers citing violence or sexual behaviour (23%-15%)
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PROTECTION OF CHILDREN

One in five parents of under-16s (19%) are concerned about pre-watershed content seen by their child on broadcast TV —
most often bad language, sex or violence

Similar proportions of parents of under-16s (16%) are also concerned about content seen by their child on on-demand TV —
most often violence or bad language

Over half of adults (54%) believe that parents and broadcasters share responsibility for ensuring children do not see
unsuitable programmes, while a third (34%) believe it is mainly the parents’/guardians’ duty/responsibility

A majority of adults (88%) are aware broadcasters are required to only show programmes not suitable for children after a
certain time in the evening, with seven in ten (71%) correctly identifying 9pm.

Awareness of the 9pm watershed is lower than average among younger adults aged 16-34 (50%) compared to the total and
lower among parents of under-16s compared to non parents (66% vs. 73%)

Around half of adults (53%) think the watershed should be about 9pm, while a quarter (25%) feel it should be later. Those
aged 65+ (37%) and those that are not parents (27%) are more likely to say it should be later than 9pm compared to the total
(25%) and parents (19%).
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Attitudes to programme standards
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Close to half of UK adult viewers feel that TV programmes have remained the same over the past COMMUNICATIONS
year, similar to 2020. Three in ten feel TV that programmes have got worse over the past year EVERYONE

Attitudes towards broadcast TV programmes over the last 12 months: historical view n
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Source: Cross Platform Media Tracker 2022 - Adults
QB1. Do you feel that over the past year television programmes have improved, got worse or stayed about the same? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219). Note: Base 2015-2020 All with working TV sets Base prior to 2014: All with TV, but excluding those never watching. No significant 9
difference (99% level) between 2020 and 2022. Dashed line to show where survey method changed.
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Younger adults (16-34) are more likely than adults overall to feel that TV programmes have COMMUNICATIONS
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improved in the last 12 months, while older adults (aged 65+) are less likely EVERYONE

Attitudes towards broadcast TV programmes over the last 12 months: 2022 by sub-group

B Improved

B Stayed the

same
H Got worse
26% 35%
Don't know

16-34 35-54 55-64 65+
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Total

Parents Non-parents

Source: Cross Platform Media Tracker 2022 - Adults
QB1. Do you feel that over the past year television programmes have improved, got worse or stayed about the same? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1232), C2DE (956), Men (1,084), Women (1,107), Parents of an under-16 10
(589), Non-parents (1,625). Significance testing applied at 99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.
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Increased choice and improved quality are the key reasons given by those who feel that TV CoMMUNICATIONS
programmes have improved in the last year — drama and documentaries noted by older adults EVERYONE

Main reasons given for broadcast TV programmes having improved: 2022, by age n
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Source: Cross Platform Media Tracker 2022 - Adults
QB2. In what ways do you think that TV programmes have improved over the past year? (OPEN) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION
Base: Those aged 16+ who say TV programmes have improved in the past year (400), 16-34 (156), 35-54 (120), 55-64 (68), 65+ (56). *Warning low base sizes (under 100) 11



Too many repeats, not enough variety and poor quality are the main reasons given by those who

feel that TV programmes have got worse in the last year — repeats and reality shows noted by older
adults

Main reasons given for broadcast TV programmes getting worse: 2022, by age
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shows
m All Adults 16+ 16-34s m 35-54 55-64 B 65+

Source: Cross Platform Media Tracker 2022 - Adults

QB3. In what ways do you think that TV programmes have got worse over the past year? (OPEN) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION
Base: Those aged 16+ who say TV programmes have got worse in the in the past year (653), 16-34 (152), 35-54 (191), 55-64 (143), 65+ (167).
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Section 2
Offensive content — Broadcast TV and Radio




o 5 0 5 5 g c c MAKING
One in five broadcast TV viewers have seen something on television in the last 12 months which COMMUNICATIONS
they found offensive — similar to previous years EVERYONE

Viewers who have seen something offensive on broadcast TV in the last 12 months: historical view n
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Source: Cross Platform Media Tracker 2022 - Adults

QF1. Still thinking about TV programmes that you have watched ‘live’ at the time they are shown on scheduled TV or that you have recorded to watch later... In the last 12 months, have you personally found anything on
television to be offensive? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219). Note: Base 2015-2020 All with working TV sets. Base prior to 2014: All with TV, but excluding those never watching. No significant 14
difference (99% level) between 2020 and 2022. Dashed line to show where survey method changed.
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Men and older adults (aged 65+) are more likely to have seen something they found offensive on CoMMUNICATIONS
broadcast TV, compared to women and adults overall EVERYONE
Seen something offensive on broadcast TV in the last 12 months: 2022 by sub-group n
30%
22%
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parents

Source: Cross Platform Media Tracker 2022 - Adults

QF1. still thinking about TV programmes that you have watched ‘live’ at the time they are shown on scheduled TV or that you have recorded to watch later... In the last 12 months, have you personally found anything on
television to be offensive? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), Men (1,084), Women (1,107), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,232), C2DE (956), Parents of an under-16 15
(589), Non-parents (1,625). Significance testing applied at 99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.
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Adults are more likely to report being offended by content on soaps or dramas and reality TV COMMUNICATIONS
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programmes EVERYONE
Types of broadcast TV programme which showed the offensive content: 2022 n
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Source: Cross Platform Media Tracker 2022 - Adults
QF2. What type of programme showed something that offended you? (MULTI-CODE) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those aged 16+ who have personally seen anything on television they found to be offensive while watching live broadcast TV in the last 12 months (423) 16
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Swearing, violence and sex were the most common things adults mentioned that they had seen on JEEETTEHITSEE
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TV that offended them EVERYONE
Broadcast TV content that offended: 2022 n
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Source: Cross Platform Media Tracker 2022 - Adults
QF3. What kind of things in the programme offended you? (MULTI-CODE) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those aged 16+ who have personally seen anything on television they found to be offensive while watching live broadcast TV in the last 12 months (423) 17
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Stopping watching or watching something else is the most common reaction among adults who had COMMUNICATIONS

seen something offensive on TV EVERYONE

Reaction following seeing something offensive on TV: 2022 n
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24%
17%
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Stopped watching Watched something else Discussed it with other people Continued watching/ did nothing Complained to the broadcaster showing
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Source: Cross Platform Media Tracker 2022 - Adults
QF4. What did you do when you were offended by what you saw kind of things in the programme offended you? (MULTI-CODE) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those aged 16+ who have personally seen anything on television they found to be offensive while watching live broadcast TV in the last 12 months (423) 18
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Around one in four broadcast TV viewers aged 12-15 have seen something on television in the last COMMUNICATIONS

12 months which they found offensive EVERYONE

Whether seen something offensive on broadcast TV in the last 12 months: 2022 by sub-group

30%
26% 27%
249 249
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Total Boy Girl Aged 12 Aged 13 Aged 14 Aged 15 ABC1 C2DE

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC11. So thinking about TV programmes that you have watched at the time they are shown on TV and/ or that have been recorded to watch later. In the last 12 months have you, personally seen something on TV which
offended you? (SINGLE CODE)

Base: Those aged 12-15 who have watched any live broadcast TV in the last 12 months willing to answer the questions about potential concerns (561), Boys (271), Girls (290), aged 12 (131), aged 13 (134), aged 14 (135), aged19
15 (161), ABC1 (328), C2DE (231). No significant difference (95% level) between Boys and Girls and between ABC1 and C2DE groups
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Teens who have seen anything on broadcast TV they found to be offensive are more likely to have COMMUNICATIONS
done so on comedy shows and films EVERYONE

Types of broadcast TV programme which showed the offensive content: 2022
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Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC12. What type of programme or show were you watching that offended you? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE QUESTION

Base: Those aged 12-15 who have watched any live broadcast TV in the last 12 months willing to answer the questions about potential concerns that have seen something that offended them on broadcast TV (130) 20
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Bad language, racism or sexual behaviour were the most common things teens mentioned that they gén:ﬁfi\i/li\rlggéculom
had seen on TV that offended them EVERYONE

What saw on TV that offended: 2022 (Main mentions)

16%
° 13% 13%
8% 8% 7% 5% 5%
Offensive language/ Racism Sexual behaviour/ War Fighting/ violence Animal cruelty/ abuse Upsetting news content LGBT discrimination
swearing nudity

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC13. What did you see on TV that offended you? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE QUESTION

Base: Those aged 12-15 who have watched any live broadcast TV in the last 12 months willing to answer the questions about potential concerns that have seen something that offended them on broadcast TV (130) 21
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Stopping watching is the most common reaction among 12-15s who had seen something offensive COMMUNICATIONS
on TV EVERYONE

Reaction following seeing something offensive on TV: 2022

e

29%
19% 18%
- - . “
Stopped watching Told your parents Continued watching/ did nothing Watched something else Told your friends Told another family member

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC14. What did you do when you were offended by what you saw? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE QUESTION

Base: Those aged 12-15 who have watched any live broadcast TV in the last 12 months willing to answer the questions about potential concerns that have seen something that offended them on broadcast TV (130) 27
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While there continues to be a lack of consensus as to whether potentially offensive content should [EEERIEITESE
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be shown, there appears to be a gradual shift in acceptance among adults EVERYONE

Attitudes towards offensive material: historical view

| | think such things
should only be shown
when viewers are likely
to expect them

m Even though | was
offended, | accept that
others should be
allowed to see these
things

B These things should not
have been shown

Don't know

2014 2015 2016 2017 2018 2020 2022

Source: Cross Platform Media Tracker 2022 - Adults
QF5. Which one of these statements best describes how you feel about the things which have offended you on TV in the last 12 months? (SINGLE CODE)

Base: Those aged 16+ who have personally seen anything on television they found to be offensive while watching live broadcast TV in the last 12 months 2014-2020, 2022 (423). No significant difference (99% level) between e
2020 and 2022. Dashed line to show where survey method changed.
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Most adult viewers feel there is an acceptable amount of sex, violence and swearing on broadcast CoMMUNICATIONS

TV. However, one third of viewers feel there is too much violence EVERYONE

Opinion on the amount of sex/ violence/ swearing on TV: 2022 n

9% 6%

H Too little

[
An acceptable amount Viewers aged 65+ are more
likely to think there is ‘too

much’ sex (37%), violence
(58%) and swearing (53%)
compared to the total

B Too much

Don't know

Sex Violence Swearing

Source: Cross Platform Media Tracker 2022 - Adults

QF6A. Do you think, in general, that there is too much, too little, or an acceptable amount of sex on television? (SINGLE CODE), QF6B. Do you think, in general, that there is too much, too little, or an acceptable amount of
violence on television? (SINGLE CODE), QF6C. Do you think, in general, that there is too much, too little, or an acceptable amount of swearing on television? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), aged 65+ (495) 24
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Since 2020, there has been a decline in the proportion of adults stating there is too much sex, and COMMUNICATIONS
swearing on TV EVERYONE

Overall % stating there is too much sex, violence, swearing on TV: historical view n
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Source: Cross Platform Media Tracker 2022 - Adults
QF6A/QF6B/QF6C. Do you think, in general, that there is too much, too little, or an acceptable amount of sex/violence/swearing on television? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219). Note: Base 2015-2020 All with working TV sets. Base prior to 2014: All with TV, but excluding those never watching. Significance

testing (99% level) shows any difference between 2020 and 2022. Dashed line to show where survey method changed. 25



Just over half of viewers feel that particularly violent programmes should be available on any

channel after 9pm, compared to two fifths who believe this for programmes showing sexual

violence
Opinions on violent programmes on TV: 2022

| ... should never be shown on
television

m ... should only be allowed, on paid-
for TV services which restrict access
to viewers aged over 18

B ... should be available on any
channel after 9pm

Don't know

Particularly violent programmes... Programmes showing sexual violence...

Source: Cross Platform Media Tracker 2022 - Adults
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QF7. Which one of these statements do you agree with most about programmes which show scenes which some people might find particularly violent? (SINGLE CODE). QF8. Which one of these statements do you agree with most

about programmes which show scenes of sexual violence? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219)

26
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One in twenty radio listeners have heard something in the last 12 months which they found CoMMUNICATIONS
offensive — similar to previous years EVERYONE

Listeners who have heard something offensive on radio in the last 12 months: historical view n
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something on Radio
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Source: Cross Platform Media Tracker 2022 - Adults

QH3. This next section of questions is about offensive content on radio — so anything which has offended you or which you thought was inappropriate. In the last 12 months, have you personally heard anything on the radio you
found offensive? (SINGLE CODE)

Base: Those aged 16+ who have listened to any radio in the last 12 months (1,765). No significant difference (99% level) between 2020 and 2022. Dashed line to show where survey method changed. 27



No particular group of radio listeners is more or less likely to have heard something they found couns
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offensive in the last 12 months EVERYONE
Heard something offensive on radio in the last 12 months: 2022 by sub-group n
5% 5% 4% 7% 4% 2o 4% 5% 4% 6% 4%
I [ |peem— |
Total Man Woman 16-34 35-54 55-64 65+ ABC1 C2DE Parents Non-
parents

Source: Cross Platform Media Tracker 2022 - Adults
QH3. In the last 12 months, have you personally heard anything on the radio you found offensive? (SINGLE CODE)

Base: Those aged 16+ who have listened to any radio in the last 12 months (1,765), Men (882), Women (868), 16-34 (437), 35-54 (568), 55-64 (371), 65+ (389), ABC1 (1,043), C2DE (702), Parents of an under-16 (497), Non-parfgts
(1,265). No significant differences (99% confidence interval) comparing age groups against the total and comparing subgroups
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Harmful content — Broadcast TV
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One in four adult broadcast TV viewers have seen something on television in the last 12 months COMMUNICATIONS
which they thought was harmful or damaging to themselves or others, increasing from 2020 EVERYONE

Viewers who have seen something harmful or damaging on broadcast TV in the last 12 months: historical view n

Seen someth!ng 21% @
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Source: Cross Platform Media Tracker 2022 - Adults
QF9. In the last 12 months, have you personally seen anything on television which you thought was harmful or damaging either to you, other adults, or children? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219). Note: Base 2015-2020 All with working TV sets. Significance testing (99% level) shows any difference between 2020 and 2022. 30
Dashed line to show where survey method changed.



ABC1 and older (65+) viewers are more likely to have seen something they thought was harmful or [ESIITE
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damaging to themselves, other adults or children, compared to C2DE viewers and adults overall EVERYONE
Viewers who have seen something harmful or damaging on broadcast TV in the last 12 months: 2022 sub-groups n

34%
o 28% % 29% % .
26% 25% 27% 24% B 27% 26%
. . .
Total Men Women 16-34 35-54 55-64 65+ ABC1 C2DE Parents Non-
parents

Source: Cross Platform Media Tracker 2022 - Adults

QF9. Still thinking about TV programmes that you have watched ‘live’ at the time they are shown on scheduled TV or that you have recorded to watch later... In the last 12 months, have you personally seen anything on television
which you thought was harmful or damaging either to you, other adults, or children? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), Men (1,084), Women (1,107), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,232), C2DE (956), Parents of an under-16 (349),
Non-parents (1,625). Significance testing applied at 99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.



Adults who have seen anything on broadcast TV they found to be harmful or damaging are most %%%&Nggémmm
likely to mention having done so in films, reality TV and soaps or dramas EVERYONE

Types of broadcast TV programme which showed the harmful content: 2022 n
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Source: Cross Platform Media Tracker 2022 - Adults
QF10. What type of programme showed something harmful or damaging? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those aged 16+ who have personally seen anything on television they found to be harmful or damaging while watching live broadcast TV in the last 12 months (582) 32
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Abuse/ violence/ sexual violence was the most common thing adults mentioned that they had seen JRETEIESSE

on TV that they found harmful or damaging

Broadcast TV content that was harmful or damaging: 2022
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16%
° 13% 12%
- - _ -
Abuse/ violence/ sexual Sex/ explicit content Swearing/ bad/ hurtful words  Unrealistic expectations/ Real life (documentaries/
violence influencing behaviours war/ crime etc.)

Source: Cross Platform Media Tracker 2022 - Adults
QF11. What kind of things in the programme were harmful or damaging? CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those aged 16+ who have personally seen anything on television they thought was harmful or damaging while watching live broadcast TV in the last 12 months (582)

WORK FOR
EVERYONE
5%

Smoking/ drugs/ alcohol

33



seen something harmful or damaging on TV

Reaction following seeing something harmful or damaging on TV: 2022

37%

22% 21%

Stopped watching Watched something else Continued watching/ did nothing Discussed it with other people

Source: Cross Platform Media Tracker 2022 - Adults
QF12. What did you do when you saw something harmful or damaging? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those aged 16+ who have personally seen anything on television they found to be harmful or damaging while watching live broadcast TV in the last 12 months (582)

Stopping watching or watching something else is the most common reaction among adults who had COMMUNICATIONS

WORK FOR
EVERYONE

7%

Complained to the broadcaster
showing the programme

34



One in five broadcast TV viewers aged 12-15 have seen something on television in the last 12
months which they thought was harmful or damaging

Whether seen something harmful or damaging on broadcast TV in the last 12 months: 2022 by sub-group

QC15. In the last 12 months have you, personally, seen anything on TV which you thought was harmful or damaging? (SINGLE CODE)

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
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EVERYONE

20%

15%

ABC1 C2DE

Base: Those aged 12-15 who have watched any live broadcast TV in the last 12 months willing to answer the questions about potential concerns (561) , Boys (271), Girls (290), aged 12 (131), aged 13 (134), aged 14 (135),

aged 15 (161), ABC1 (328), C2DE (231). No significant difference (95% level) between Boys and Girls and between ABC1 and C2DE groups



TEENS MAKING

Teens who have seen anything on broadcast TV they found to be harmful or damaging are more COMMUNICATIONS
likely to mention having watched films and news or current affairs programmes EVERYONE

Types of broadcast TV programme which showed the harmful content: 2022

25%
18% 14%
° 13%
° 10% 10%
Film News or current Reality TV show Soap or drama Documentary Comedy show General Children’s TV show Music video

affairs programme entertainment

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC16. What type of programme or show were you watching that showed something harmful or damaging? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE QUESTION

Base: Those aged 12-15 who have watched any live broadcast TV in the last 12 months willing to answer the questions about potential concerns that have seen something harmful or damaging on broadcast TV (100) 36



TEENS

Violence, war and sexual content were the most common things teens mentioned that they had gésl\z?;gécmlom
seen on TV that they found harmful EVERYONE

Broadcast TV content that was harmful or damaging: 2022

18%
13% 0
0 12% 10% o7 2
- - - o “ - = i
Fighting/ violence Sexual behaviour/ Murder/ death Upsetting news content Offensive language/ Racism Sexual assault/ abuse/ Accident/ crime scene
nudity swearing rape

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC17. What did you see on TV that was harmful or damaging? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE QUESTION

Base: Those aged 12-15 who have watched any live broadcast TV in the last 12 months willing to answer the questions about potential concerns that have seen something harmful or damaging on broadcast TV (100) 37



TEENS

Stopping watching is the most common reaction among 12-15s who had seen something harmful gﬁ@;&mms
onTV EVERYONE

Reaction following seeing something harmful or damaging on TV: 2022

| 1
1 1
| |
1 |
1 1
| |
| 1
! I
! I
! I
1
| | 29%
(o)
| | 25% 23%
l l
! 1
|
| . 10% 8%
| : _
| |
| 1
! I
: Stopped watching : Told your parents Continued watching/ did Watched something else Told your friends Told another family member
1 1
"""""""""" nothing

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC18. What did you do when you saw something you thought was harmful or damaging? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE QUESTION

Base: Those aged 12-15 who have watched any live broadcast TV in the last 12 months willing to answer the questions about potential concerns that have seen something harmful or damaging on broadcast TV (100) 38



MAKING

One in ten broadcast TV viewers have seen something on television in the last 12 months where COMMUNICATIONS
they were concerned about the children or young people taking part — similar to previous years EVERYONE

Viewers who have seen something on broadcast TV where they were concerned about the children or young people taking part: n
historical view

— 11%

Concern for
welfare of children EERE o —= ——

2011 2012 2013 2014 2015 2016 2017 2018 2020 2022

Source: Cross Platform Media Tracker 2022 - Adults
QF13. In the last 12 months, have you seen anything on television where you were concerned about the children or young people taking part in the programme? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219). Note: Base 2015-2020 All with working TV sets .Base prior to 2014: All with TV, but excluding those never watching. No significant 39
difference (99% level) between 2020 and 2022. Dashed line to show where survey method changed.



MAKING
Similar proportions of viewers have seen something on broadcast TV where they were concerned COMMUNICATIONS
about the children or about the adults taking part EVERYONE

Viewers who have seen something on broadcast TV where they were concerned about the children or young people taking part: n
2022 sub-groups

Concerned about the children or young people taking part

16%

13% 13%
11% ° 9% - - % ° 11% 11% 12% 11%
Total Men Women 16-34 35-54 55-64 ABC1 C2DE Parents Non-
parents
Concerned about the adults taking part
0 16% 16% 9
139% 15% o o N 14% 12% 152 13%
- - ‘ -
Total Men Women 16-34 35-54 55-64 ABC1 C2DE Parents Non-
parents

Source: Cross Platform Media Tracker 2022 - Adults

QF13. In the last 12 months, have you seen anything on television where you were concerned about the children or young people taking part in the programme? (SINGLE CODE)/QF14. Have you seen anything on television
where you were concerned about the adults taking part in the programme in the last 12 months? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), Men (1,084), Women (1,107), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,232), C2DE (956), Parents of an under-16 40
(589), Non-parents (1,625). Significance testing applied at 99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.
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Adults who have seen anything on broadcast TV of concern about the children or adults taking part COMMUNICATIONS

are more likely to mention having watched reality TV programmes and films EVERYONE

Types of broadcast TV programme which showed the content of concern about children or adults taking part: 2022 n

19% of broadcast TV
viewers have seen
something of concern

about either the adults
or children taking part

1 1

1 1

| |

I |

: 26% |

I [ 21% 0

i i 19% 17%

: ' 11% 10% 10%

: i. - - | | = - - = -

1

1 1

: : B B B s e B s s
i Reality TV Film iSoap or drama Documentary General News or Comedy Game/ quiz  Talentshow Music video Religious Sports Children’s TV
I : entertainment current affairs show

|

I I

1 |

Source: Cross Platform Media Tracker 2022 - Adults

QF15. What type of programme were you watching at the time where you were concerned about the children/ children and adults/ adults taking part? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE
QUESTION

Base: Those aged 16+ who have seen anything on television where they were concerned about the children or young people taking part and/ or the adults taking part in the programme while watching live broadcast TV in theAdst 12
months (409)
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One in five parents are concerned about the type of things their child aged under 16 has seen pre- COMMUNICATIONS

watershed, most often bad language, sex or violence EVERYONE

Parental concern about the types of things their child has seen on scheduled TV pre-watershed: 2022 n
Net not concerned: 76%

What types of things parents are concerned about?

Not at all concerned
35%

Not very concerned 45% 41% %
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Net concerned: 19%

Source: Cross Platform Media Tracker 2022 - Adults

QG1. How concerned are you, if at all, by the types of things your child has seen ‘live’ on scheduled TV before 9pm in the last 12 months? (SINGLE CODE) QG2. What kind of things concern you about what your child has seen on
scheduled TV before 9pm in the last 12 months? (MULTI CODE) Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months and who are parents/ guardians of any children aged under 16 in their household
(excluding those who respond that their child does not watch programmes on scheduled TV) (518)/Base: Parents/ guardians of any children aged under 16 in their household who are concerned about the types of things theirghild
has seen 'live' on scheduled TV before 9pm in the last 12 months (100)
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Section 4
Harm and offence — On-demand TV
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One in ten on-demand viewers have seen something on a service in the last 12 months which they [EEITEHIEREE

WORK FOR
caused any concern to them or others EVERYONE

Seen something that caused concern on any on-demand content (NET: concern to me/ to other adults/ to children): 2022 by sub-group n

149
11% 10% LA -A’ 10% 10% 9% 13% 9% 12% 11%
Total Men Women 16-34 35-54 55-64 65+ ABC1 C2DE Parents Non-

parents

Source: Cross Platform Media Tracker 2022 - Adults

QK1. Thinking just about programmes you have watched on these catch-up and on-demand services... In the last 12 months have you personally seen anything on any of these services that you thought caused any concern to you, to
other adults, or to children? (NET: concern to me/ to other adults/ to children) (MULTI CODE)

Base: Those aged 16+ who have watched any catch-up or on-demand services in the last 12 months (2,183), Men (1,066), Women (1,086), 16-34 (643), 35-54 (709), 55-64 (423), 65+ (408), ABC1 (1,245), C2DE (914), Parents ofldn
under-16 (518), Non-parents (1,559). No significant differences (99% confidence interval) comparing age groups against the total and comparing subgroups
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In the last 12 months one in ten on-demand adult viewers have seen something on a service which COMMUNICATIONS

caused concern for themselves, other adults with children, with most having done so in films EVERYONE

Seen something that caused concern on any on-demand content and type of programme: 2022 n

Film

Soap or drama
Reality TV

’ _ O
Don’t know - 5% Yes — 11%

Documentary

General entertainment
On-demand TV viewers

who have seen something

which they thought caused Music video
concern to themselves, Religious programming
other adults or children

Comedy

News or current affairs programme
Children’s TV

Game/ quiz show

No — 84% Sports

Talent show

Source: Cross Platform Media Tracker 2022 - Adults

QK1. Thinking just about programmes you have watched on these catch-up and on-demand services... In the last 12 months have you personally seen anything on any of these services that you thought caused any concern to you, to other adults, or to
children? (NET: concern to me/ to other adults/ to children) (MULTI CODE) Yes = NET: concern to me/ to other adults/ to children / QK2. What type of programmes caused any concern? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS
ASKED THE QUESTION 45

Base: Those aged 16+ who have personally seen anything they thought caused concern while watching programmes on catch-up or on-demand services in the last 12 months (244)



MAKING

Most viewers who saw something of concern on an on-demand service said they were watching CoMMUNICATIONS

Netflix EVERYONE

On-demand services which showed the content of concern: 2022 n
60%

26%
23%
20%
14%
r j 8% 7%
v A % 6%
- > =
Netflix BBC iPlayer Amazon Prime Video ITV Hub or ITV Hub+ All4/ All4+ (previously ~ My5 (previously ~ Sky On Demand or Sky Disney+
40D) Demand 5) Go

Source: Cross Platform Media Tracker 2022 - Adults
QK3. Thinking about the things that caused any concern, which catch-up or on-demand service were you watching? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those aged 16+ who have personally seen anything they thought caused concern while watching programmes on catch-up or on-demand services in the last 12 months (244) 46



c 0 9 . MAKING
Violence is the most common concern mention by adult on-demand viewers, followed by sex/ CoMMUNICATIONS
explicit content and swearing EVERYONE
On-demand content that caused concern: 2022 n

46%

1
1
1
1
1
1
1
1
1
1
1
1
:
1
21% !
1
1
1
1
1
1
1
1
1
1
1
1
1

15%
10% 9% 0
Abuse/ violence/ sexual Sex/ explicit content Swearing/ bad/ hurtful Unrealistic Concerns about Real life Smoking/ drugs/ alcohol Specific mention of TV
violence/ gore words expectations/ unsuitable content for (documentaries/ war/ programme/ channel
Iinfluencing behaviours/ children crime/ climate change/
attitudes politics etc.)

Source: Cross Platform Media Tracker 2022 - Adults
QK4. What kind of things in the programme caused any concern on the catch-up and on-demand services you have watched? CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those aged 16+ who have personally seen anything they thought caused concern while watching programmes on catch-up or on-demand services in the last 12 months (244) 47



MAKING

Stopping watching is the most common reaction among adults to seeing something of concern on COMMUNICATIONS
on-demand TV EVERYONE

Reaction following seeing something of concern on on-demand TV: 2022 n

|
| |
! 1
e |
- |
- |
- |
! |
| |
i : 30%
: l
i ! 21% 20%
|
| |
i ! 7%
1
= : ]
| |
! Stopped watching | Watched something else Discussed it with other people Continued watching/ did nothing  Complained to the broadcaster/
e : service (via letter/ phone/ email/
online)

Source: Cross Platform Media Tracker 2022 - Adults
QK5. What did you do when you saw something of concern? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those aged 16+ who have personally seen anything they thought caused concern while watching programmes on catch-up or on-demand services in the last 12 months (244) 48
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Close to two in ten parents (16%) are concerned about the type of things their child has seen on on- COMMUNICATIONS

demand TV, most often violence and bad language — similar to concerns about broadcast TV (19%) AL

Parental concern about the types of things their child has seen on on-demand TV: 2022 n
NET not concerned: 78%
What types of things parents are concerned about on on-demand TV?*
Not at all
concerned
Not very 32%
o)
concerned 28% 6% 26%
21%  21% 9
’ ©20% 19% 4790 179 17%
Fairly concerned 11%
|
W Very concerned = = a2 3 & B £ Z D= é 9
— © S O = - = = (8} o £ o9 o ©
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Don’t know I |/ S— = 5 2 28 33z 8% 33 82 22 oF 8
6% = 5 2 5 =3 5 B 58 25 =& &2
g 3§ 5§ 3 & gg £2 58
Parents © 3 s - “5 25 £
NET concerned: 16%

Source: Cross Platform Media Tracker 2022 - Adults

QK7. How concerned are you, if at all, by the types of things your child has seen on these services in the last 12 months? (SINGLE CODE) QKS8. Still thinking specifically about what your child watches on online and on-demand
services. What types of things concern you about what your child has seen on these in the last 12 months? (MULTI CODE) Base: Those aged 16+ who have watched any catch-up or on-demand services in the last 12 months and who
are parents/ guardians of any children aged under 16 in their household (583)/Base: Parents/ guardians of any children aged under 16 in their household who are concerned about the types of things their child has seen on cai¢h-up
and on-demand services in the last 12 months (90*) *Warning low base size (under 100)
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Over one in ten on-demand viewers aged 12 to 15 have seen something in the last 12 months which COMMUNICATIONS
concerned or worried them EVERYONE
Seen something that caused concern or worry on any on-demand services in the last 12 months: 2022 by sub-group A

57 16% 18% 14% 15% 16%

- 5 - -

Total Boys Girls ABC1 C2DE

13%

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC19. So, thinking about TV programmes that you have watched through catch up services like BBC iPlayer, ITV Hub and/ or on-demand on Netflix or Disney+. In the last 12 months have you seen anything on these services
that concerned or worried you? (SINGLE CODE)

Base: Those aged 12-15 who have watched any catch up or subscription video on-demand services in the last 12 months willing to answer the questions about potential concerns (959), Boys (488), Girls (471), aged 12 (237),
ased 13 (238) aged 14 (241) aged 15 (243), ABC1 (504). C2DE (453). No sienificant difference (95% level) between Bovs and Girls and between ABC1 and C2DE groups

50
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Most teen viewers who saw something that concerned or worried them said they were watching COMMUNICATIONS
Netflix EVERYONE

On-demand services which showed the content of concern or worry: 2022

52%

15%

13% 13%
(o)
- P[‘(ijme 9% 8% 7%
eo (
By = i =
Netflix BBC iPlayer Disney+ Amazon Prime Video Sky On Demand or Sky  All4/ All4+ (previously ITV Hub or ITV Hub+

Go 40D)

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC20. Which services were you watching when you saw something that concerned or worried you? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE QUESTION

Base: Those aged 12-15 who have watched any catch up or subscription video on-demand services in the last 12 months willing to answer the questions about potential concerns that have seen something on these services 51
that concerned or worried them (142)



TEENS MAKING

Over one in ten on-demand viewers aged 12 to 15 have seen something in the last 12 months which COMMUNICATIONS

concerned or worried them, with most having done so on Netflix EVERYONE

Seen something that caused concern or worry on any on-demand services: 2022

Don’t know - 6% Yes — 15%

BaCiPlayer [N 5%
Amazon Prime Video - 13%

Seen something that

caused concern or worry Disney+ - 13%
on any on-demand services

in the last 12 months Sky On Demand or Sky Go - 9%

All4/ Alla+ (previously 40D) [ 8%

ITV Hub or ITV Hub+ _ 7%

No - 79%

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC19. So, thinking about TV programmes that you have watched through catch up services like BBC iPlayer, ITV Hub and/ or on-demand on Netflix or Disney+. In the last 12 months have you seen anything on these services that concerned or worried
you? (SINGLE CODE) / QC20. Which services were you watching when you saw something that concerned or worried you? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE QUESTION

Base: Those aged 12-15 who have watched any catch up or subscription video on-demand services in the last 12 months willing to answer the questions about potential concerns that have seen something on these services that concerned or worried22
them (142)
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Teens who have seen anything on an on-demand service that concerned or worried them are more COMMUNICATIONS
likely to mention having watched documentaries and films EVERYONE

Types of on-demand programmes which showed the content of concern: 2022
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Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC21. What type of programme or show were you watching that concerned or worried you? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE QUESTION

Base: Those aged 12-15 who have watched any catch up or subscription video on-demand services in the last 12 months willing to answer the questions about potential concerns that have seen something on these services 53
that concerned or worried them (142)
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Violence was most commonly mentioned by teems as concerning or worrying, followed by sexual COMMUNICATIONS
behaviour/ nudity EVERYONE

On-demand content that caused concern: 2022

1 1

| |

| |

| |

1 1

1 1

1 1

| 23% :

i 15% .

1 | 0

| : 8% 6% 6% 5% 5%
’ T D D
1 1

1 1

! ! Murder/ death War Offensive language/ Serial killers Bullying
! : swearing

1 1

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC22. What did you see on these services that concerned or worried you? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE QUESTION

Base: Those aged 12-15 who have watched any catch up or subscription video on-demand services in the last 12 months willing to answer the questions about potential concerns that have seen something on these services 54
that concerned or worried them (142)
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Stopping watching is the most common reaction among 12-15s to seeing something of concern on COMMUNICATIONS

WORK EOR
on-demand TV EVERYONE
Reaction following seeing something of concern on on-demand TV: 2022 A

2% of these 12-15s said
they reported it/ made
a complaint

46%

34%

24%

19%

11%

Told parents Watched something else Continued watching/ did nothing Told friends

Stopped watching

e e TR

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC23. What did you do when you saw something that concerned or worried you? (MULTI CODE) CHART SHOWS MENTIONS FROM 5% OF ALL 12-15S ASKED THE QUESTION

Base: Those aged 12-15 who have watched any catch up or subscription video on-demand services in the last 12 months willing to answer the questions about potential concerns that have seen something on these services 55
that concerned or worried them (142)
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Section 5
Protection of children - TV
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Over half of adults think that parents and broadcasters have an equal responsibility to make sure COMMUNICATIONS
that children don’t see unsuitable programmes — similar to previous years EVERYONE

Opinion on whose responsibility it is to ensure children do not see unsuitable programmes: historical view n

Both equally i 54%
51% | i
Mainly parents EDA i i
i i
1 1
i i i i ! 34%
1 1 1 1
i i 1 i I
i i 1 i I
i i 1 i I
i i 1 i I
i i 1 i I
i i 1 i I
i i 1 i I
] l ! ] l
i i i i H
i i i : I
] ] ] : 10%
Ml 5% 0—— o | o o, _—o—o ! ! i
broadcasters : ] : ] i
i i 1 i I
2005 2006 2007 i 2008 2009 2010 2011 2012 2013 i 2014 2015 2016 i 2017 2018 i 2020 i 2022
i i 1 i I
i i i i H

Source: Cross Platform Media Tracker 2022 - Adults
QE1. Do you think it is mainly the responsibility of the parents/ guardians, the broadcasters showing the programmes, or both equally, to make sure that children don’t see unsuitable programmes? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219). Note: Base 2015-2020 All with working TV sets Base prior to 2014: All with TV, but excluding those never watching. No significant 57
difference (99% level) between 2020 and 2022. Dashed line to show where survey method changed.



In each group of adults the most likely response is that parents and broadcasters share equal
responsibility to make sure children do not see unsuitable programmes

Opinion on whose responsibility it is to ensure children do not see unsuitable programmes: 2022 sub-groups

B Both equally

50% *

56% 53% 54%
m Mainly
broadcasters
0, o 0, 0,
® Mainly
parents/
guardians
34% et 349% 35%
Don't know
3% 4% 0 Y0 3%
Total Men 16-34 35-54 55-64 65+ C2DE

Source: Cross Platform Media Tracker 2022 - Adults
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3%

Parents Non-

parents

QE1. Do you think it is mainly the responsibility of the parents/ guardians, the broadcasters showing the programmes, or both equally, to make sure that children don’t see unsuitable programmes? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), Men (1,084), Women (1,107), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,232), C2DE (956), Parents of an under-16 (?)%9),

Non-parents (1,625). Significance testing applied at 99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.
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Nine in ten broadcast TV viewers are aware there is a watershed, with signs of a slow decline in COMMUNICATIONS
awareness over time EVERYONE

Awareness of watershed: historical view n

Aware of Watershed ELYA

. 88%

2005 2006 2007 ' 2008 2009 2010 2011 2012 2013 : 2014 2015 2016 ! 2017 2018 : 2020 ; 2022

Source: Cross Platform Media Tracker 2022 - Adults

QE2. Thinking of the types of TV programmes which are not suitable for children... Broadcasters are required to only show television programmes which are not suitable for children after a certain time in the evening. Before
today, were you aware of this? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219). Note: Base 2015-2020 All with working TV sets Base prior to 2014: All with TV, but excluding those never watching. No significant 59
difference (99% level) between 2020 and 2022. Dashed line to show where survey method changed.
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Awareness of the watershed among broadcast TV viewers is lower among 16-34s and higher among [EITESIE

WORK FOR
those aged 55 and over or in ABC1 households EVERYONE
Awareness of watershed: 2022 by sub-group n

94% 95%
88% o 89% 88% . - . 88%
| I
Total Men Women 16-34 35-54 55-64 ABC1 C2DE Parents Non-

parents

Source: Cross Platform Media Tracker 2022 - Adults

QE2. Thinking of the types of TV programmes which are not suitable for children... Broadcasters are required to only show television programmes which are not suitable for children after a certain time in the evening. Before today,
were you aware of this? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), Men (1,084), Women (1,107), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,232), C2DE (956), Parents of an under-16 (§93),
Non-parents (1.625). Siegnificance testineg anplied at 99% confidence interval. black arrows indicate comparison against the total and white arrows indicate acainst comparable suberoup.



Knowledge that the watershed starts at 9pm is lower among 16-34s and parents of under 16s COMMU
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Knowledge of watershed start time: 2022 by sub group

;e

m TOTAL AFTER 9PM
m TOTAL 9PM
71% 82%
B TOTAL BEFORE 9PM
[o)
Don't know Lo 16%
3% 4% 3% 3% m B 4% 4%
Total Men Women 16-34 35-54 55-64 65+ ABC1 C2DE Parents Non-
parents

Source: Cross Platform Media Tracker 2022 - Adults

QE3. As far as you know, from what time in the evening can TV channels show programmes that are not suitable for children? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), Men (1,084), Women (1,107), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,232), C2DE (956), Parents of an under-16 61

(589), Non-parents (1,625). Significance testing applied at 99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.
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Half of broadcast TV viewers aged 18 or over feel that about 9pm is the right time for the watershed JEEITIESINE

WORK FOR
to start. Since 2020, more adults think the watershed should be later — rising to one quarter. EVERYONE
Opinion on when TV channels should be allowed to broadcast programmes not suitable for children: historical view

m Later than 9pm i i i
B About 9pm i i i
m Earlier than 9pm i i i
Don't know 12% - i i i
3% 4% i 5% 5% i 4% i 4%
2014 2015 2016 ' 2017 2018 ' 2020 : 2022

Source: Cross Platform Media Tracker 2022 - Adults

QE4. (EXPLANATION OF WATERSHED START TIME AFTER 9PM) When do you think TV channels should be allowed to start broadcasting programmes that contain adult themes and may not be suitable for those under the age of 18?
(SINGLE CODE)

Base: Those aged 18 or over who have watched any live broadcast TV in the last 12 months (2,215). Significance testing (99% level) shows any difference between 2020 and 2022. Dashed line to show where survey method chg%ged.



Most broadcast TV viewers think that 9pm is about right for the watershed, but some younger COMMUNICATIONS

WORK FOR

viewers think this should be earlier while some older viewers think this should be later EVERYONE

Opinion on when TV channels should be allowed to broadcast programmes not suitable for children: 2022 by sub-group

m TOTAL LATER

A
THAN 9PM
B About 9pm
53%
m TOTAL EARLIER 49%
THAN 9PM
1 (o)
Don't know 18% 17%
4% 4% 4% 3% A 5% 5% 4%
Total Men Women 18-34 35-54 55-64 65+ ABC1 C2DE Parents Non-
parents

Source: Cross Platform Media Tracker 2022 - Adults

QE4. When do you think TV channels should be allowed to start broadcasting programmes that contain adult themes and may not be suitable for those under the age of 18? (SINGLE CODE)

Base: Those aged 18 or over who have watched any live broadcast TV in the last 12 months (2,215), Men (1,084), Women (1,107), 18-34 (567), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,229), C2DE (955), Parents of an 63
under-16 (589), Non-parents (1,621). Significance testing applied at 99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.
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While around in eight in ten parents are aware of parental controls available on TV services around COMMUNICATIONS

half use them. While six in ten are aware of guidance labels or G rating on TV catch-up services EVERYONE
around one-third use a parental lock to restrict access to content. o

Awareness and use of guidance label or G rating on TV catch-up
services

Awareness and use of parental controls on TV services

82%

61%
52%

35%

Awareness of parental controls (On TV~ Use of parental controls (On TV
services) services)

Awareness of guidance label or G Use of parental lock with a guidance
rating on TV catch-up services label or G rating on TV catch-up
services

Contains strong language and some violence.

Source: Cross Platform Media Tracker 2022 - Adults

QN1. Some TV services — like Freeview, Sky and Virgin — have settings for parental controls which restrict what can be watched. A PIN or password would need to be entered to watch something that’s been restricted. Did

you know about being able to set a PIN or password like this before today? (SINGLE CODE)/QN2. Do you have these parental controls in place on your home TV service? (SINGLE CODE) QN3. Some programmes and films on

TV catch-up services (like the BBC iPlayer, ITV Hub and All4) show a guidance label or G rating which let viewers know when the programme may be unsuitable for younger audiences. Did you know about guidance labels on
these catch-up services before today? (SINGLE CODE) QN4. Do you have a parental lock on any TV catch up services (like BBC iPlayer, ITV Hub and All4) — so a PIN or password is needed to watch something with a guidance 64
label or G rating? (SINGLE CODE): Base: Parents/ guardians of any children aged under 16 in their household who have a TV service (527)/ Base: Parents/ guardians of any children aged under 16 in their household (651)
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Awareness and understanding of regulation
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Around eight in ten adults believe that broadcast TV programmes are regulated, compared to six in COMMUNICATIONS

ten who believe that radio programmes are subject to rules and guidelines EVERYONE

Awareness of broadcast TV and radio regulation: historical view n

Awareness of

82% @ ———

1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
i i i
1 _. 1 1

Broadcast TV regulation == } —— i ® } — 78%
1 1 1
1 1 1
i i i
1 1 1
Ragzarr:gnteli'gtw 63% @ ¢ : : : I
i ulati i i 59%
i — |
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
: : :
2014 2015 2016 i 2017 2018 i 2020 i 2022

1 1 1
1 1 1
1

Source: Cross Platform Media Tracker 2022 - Adults

QD1. Please think about TV programmes that that people can watch ‘live’ at the time they are shown on scheduled TV or record to watch later... As far as you know, are TV programmes regulated — so are there rules or guidelines
about what can and can’t be shown on TV? (SINGLE CODE)/ QJ1. As far as you know, are radio programmes regulated — so are there rules or guidelines about what can and can’t be broadcast on radio? (SINGLE CODE)

Base: All respondents aged 16+ (2,407) No significant difference (99% level) between 2020 and 2022. Dashed line to show where survey method changed. 66



Awareness of broadcast TV regulation is higher among older adults (aged 55-64) and those in ABC1

households, compared to younger (16-34) and C2DE adults

Awareness of Broadcast TV regulation: 2022 by sub-group

85% 84%
78% 78% 79% 80% 81%
| ||||||||
Total Men Women 16-34 35-54 55-64 65+ ABC1

Source: Cross Platform Media Tracker 2022 - Adults

QD1. As far as you know, are TV programmes regulated — so are there rules or guidelines about what can and can’t be shown on TV? (SINGLE CODE)

75%

C2DE

MAKING

COMMUNICATIONS
WORK FOR
EVERYONE

77%

Parents

79%

Non-
parents

Base: Base: All respondents aged 16+ (2,407), Men (1,186), Women (1,189), 18-34 (676), 35-54 (756), 55-64 (473), 65+ (502), ABC1 (1,316), C2DE (1,052), Parents of an under-16 (651), Non-parents (1,750). Significance testin%7

applied at 99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.



Among those who believe broadcast TV programmes are regulated, just under four in ten name
Ofcom as responsible, compared to half that name any other bodies

Who regulates Broadcast TV programmes: 2022

37%
19%
11%
6% 0
N e e S S
Ofcom/ Office of BSC/ Broadcasting ASA/ Advertising BBC TV channels ITC/ Independent  BBFC/ British Board  The Government
Communications Standards Standards Authority themselves Television of Film Classification

Commission Commission

Source: Cross Platform Media Tracker 2022 - Adults
QD2. Who do you think is responsible for regulating TV programmes? (SINGLE CODE)
Base: Those aged 16+ who say that TV programmes are regulated (1,910)
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13%

Don't know

68



Opinions on the amount of broadcast TV regulation do not differ particularly across different
providers, with around six in ten adults feeling this is ‘about right” and two in ten unsure

Opinion on the amount of broadcast TV regulation: 2022 by different providers

13%

H Too little

m About right

B Too much
9% 8%
Don't know
17% 18% 18%
Television programmes as a whole BBC Television ITV/ STV/ Channel 4/ Channel5

Source: Cross Platform Media Tracker 2022 - Adults
QD3A/ B/ C/ D. Do you think the amount of regulation is too much, too little, or about the right amount for each of these programme types? (SINGLE CODE)

Base: All respondents aged 16+ (2,407)
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23%

All other TV channels

69



Two-thirds of adults believe that BVoD programmes or films are regulated, with most others unsure. [N

WORK FOR
Awareness of BVoD regulation is higher among adults in ABC1 households. EVERYONE
Awareness of BVoD regulation: 2022 by sub-group n
71% 0 71% 0
66% 66% 67% 09% 0% 65%
62% I I | |
Total Men Women 16-34 35-54 55-64 65+ ABC1 C2DE Parents Non-
parents

Source: Cross Platform Media Tracker 2022 - Adults

QL1A. As far as you know, are each of the following online services regulated — meaning there are rules or guidelines about what can and can’t be shown on these services - TV programmes or films that have already been shown on
scheduled TV on broadcaster catch up services such as BBC iPlayer, ITV Hub, All 4 or My5? (SINGLE CODE)

Base: All respondents aged 16+ (2,407), Men (1,186), Women (1,189), 18-34 (676), 35-54 (756), 55-64 (473), 65+ (502), ABC1 (1,316), C2DE (1,052), Parents of an under-16 (651), Non-parents (1,750). Significance testing appli%g at
99% confidence interval. black arrows indicate combparison against the total and white arrows indicate against compoarable subgroup.
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Among those who believe BVoD programmes are regulated, close to four in ten name Ofcom as COMMUNICATIONS
being responsible, while half name other bodies EVERYONE

Who regulates BVoD services: 2022 n

36%
( 20% W
14%
7% 0 0
o 6% 6% 4% 3% 39%
Ofcom/ Office of BSC/ Broadcasting ASA/ Advertising The broadcasters BBC ITC/ Independent  BBFC/ British Board  The government Don't know
Communications Standards Standards Authority themselves Television of Film Classification
Commission Commission

Source: Cross Platform Media Tracker 2022 - Adults
QL2. Who do you think is responsible for regulating TV programmes or films that have already been shown on scheduled TV on broadcaster catch up services such as BBC iPlayer, ITV Hub, All 4 or My5? (SINGLE CODE)
Base: Those aged 16+ who say that radio programmes are regulated (1,606) 71



Half of adults believe that there are rules or guidelines for SVoD services (such as Netflix, Amazon

Prime or Disney+.) One in three are unsure — rising to over half of older adults (aged 65+)

Awareness of SVoD regulation: 2022 by sub-group

56% 56%
53%
50% 51% 49% 50% 48%
I ]
Total Men  Women 16-34 35-54 55-64 65+ ABC1 C2DE

Source: Cross Platform Media Tracker 2022 - Adults
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56%
48%

Parents Non-
parents

QL1B. As far as you know, are each of the following online services regulated — meaning there are rules or guidelines about what can and can’t be shown on these services - TV programmes or films from paid-for on-demand services such as Netflix, Amazon

Prime, Disney+ or Apple TV+? (SINGLE CODE)

Base: All respondents aged 16+ (2,407), Men (1,186), Women (1,189), 18-34 (676), 35-54 (756), 55-64 (473), 65+ (502), ABC1 (1,316), C2DE (1,052), Parents of an under-16 (651), Non-parents (1,750). Significance testing applied at 99%

black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.

confidence interyil,
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Among those with a view on whether or not BVoD or SVoD services are regulated, most believe the [EEIITHITEE

WORK FOR

amount of regulation is ‘about right’ — falling to around half who believe the service is not regulated \Raais

Opinion on the amount of regulation: 2022 by BVoD/SVoD services

H Too little

m About right

B Too much
6%
»
11% 11% 13% 11% 9% ’
Don't know
BVOD services ALL BVOD services are BVOD services are not SVOD services ALL SVOD services are SVOD services are not
regulated regulated regulated regulated

Source: Cross Platform Media Tracker 2022 - Adults

QL3. Do you think the amount of regulation (i.e. official rules) for TV programmes or films that have already been shown on scheduled TV on broadcaster catch up services such as BBC iPlayer, ITV Hub, All 4 or My5 is too much,
too little or about the right amount? (SINGLE CODE) QL4. Do you think the amount of regulation (i.e. official rules) for TV programmes or films from paid-for on-demand services such as Netflix, Amazon Prime, Disney+ or Apple
TV+is too much, too little or about the right amount? (SINGLE CODE) Base: Those aged 16+ who say that TV broadcaster catch-up services either are or are not regulated (1,814, 1,606 are regulated, 208 are not regulated), 73
Those aged 16+ who say that paid-for on-demand services either are or are not regulated (1,619, 1,236 are regulated, 383 are not regulated)
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Opinions on regulation for BVoD and SVoD do not really differ. Around one third think there should [EETTHIEEEE

WORK FOR
be high levels, and a similar proportion are in the middle EVERYONE
Opinions on how much regulation there should be for BVoD and SVoD services: 2022 n

NET Regulation: 31% 32%
m 5 - This type of content should be 14%
highly regulated
n4 17%
m3
H2
m 1 - This type of content should not 7% 9%
be regulated at all 5% 5%
| don’t have an opinion on this 20% 21%

BVOD services SVOD services

NET No regulation: 12% 15%

Source: Cross Platform Media Tracker 2022 - Adults

QM1A. Please can you say how much regulation there should be for - TV programmes or films that have already been shown on scheduled TV on broadcaster catch up services such as BBC iPlayer, ITV Hub, All 4 or My5? (SINGLE
CODE), QM1B. Please can you say how much regulation there should be for - TV programmes or films from paid-for on-demand services such as Netflix, Amazon Prime, Disney+ or Apple TV+? (SINGLE CODE)

Base: All respondents aged 16+ (2,407) 74
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Six in ten adults believe that broadcast and on-demand services should be regulated to the same CoMMUNICATIONS
level — higher among older (aged 55+) and ABC1 adults EVERYONE

Opinion on equivalence of regulation of broadcast and catch-up/ on-demand services: 2022 by sub-group

69 0 5‘7 57 9
m Catch-up and on- % : :

demand services should
be more regulated than
broadcast TV

m Should be regulated to

47% 56%
the same level

B Broadcast TV should be
more regulated than
catch-up and on-demand

26%
services ° 19%
11%
Don't know
16% 18% 15% 17% 18% 17% 22% 17% 16%
° 11% 11%
Total Men Women 16-34 35-54 55-64 65+ ABC1 C2DE Parents Non-

parents

Source: Cross Platform Media Tracker 2022 - Adults

QM2. At the moment, what can be shown on broadcast TV — so channels like BBC or ITV — is more regulated than what can be shown on catch-up and on-demand services like ITV Hub, Netflix or Amazon Prime Video. How
do you feel about this difference? (SINGLE CODE)

Base: All respondents aged 16+ (2,407), Men (1,186), Women (1,189), 18-34 (676), 35-54 (756), 55-64 (473), 65+ (502), ABC1 (1,316), C2DE (1,052), Parents of an under-16 (651), Non-parents (1,750). Significance testing 75
applied at 99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.



Awareness of radio regulation is lower among younger adults (aged 16-34) compared to adults

overall and higher among those in ABC1 households compared to C2DE

Awareness of radio regulation: 2022 by sub-group

63% 64% 65%
59% 59% 58% 61%
| I I I |
Total Men  Women 16-34 35-54 55-64 65+ ABC1 C2DE

Source: Cross Platform Media Tracker 2022 - Adults

QJ1. As far as you know, are radio programmes regulated — so are there rules or guidelines about what can and can’t be broadcast on radio? (SINGLE CODE)
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58%

Parents

59%

Non-
parents

Base: Base: All respondents aged 16+ (2,407), Men (1,186), Women (1,189), 18-34 (676), 35-54 (756), 55-64 (473), 65+ (502), ABC1 (1,316), C2DE (1,052), Parents of an under-16 (651), Non-parents (1,750). Significance testin%,6

applied at 99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.



Among those who believe radio is regulated, close to four in ten name Ofcom as being responsible,

while around half name other bodies

Who regulates radio: 2022
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37%
( 27% W
15%
7% 7%
I
Ofcom/ Office of BSC/ Broadcasting ASA/ Advertising Radio stations BBC The Government Radiocentre Don't know
Communications Standards Standards Authority themselves
Commission

Source: Cross Platform Media Tracker 2022 - Adults
QJ2. Who do you think is responsible for regulating radio? (SINGLE CODE)

Base: Those aged 16+ who say that radio programmes are regulated (1,423)
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Around six in ten adults feel the amount of radio regulation is ‘about right’, compared to three in

ten who are unsure

Opinion on the amount of radio regulation: 2022 by sub-group

H Too little

0 61%
m About right S :
B Too much
L/
5%
0 32%
Don't know 29% 25%

Total Men Women

Source: Cross Platform Media Tracker 2022 - Adults

9%

55%

9%

28%

16-34

27%

35-54

27%

55-64

QJ3. Do you think the amount of regulation for radio shows is too much, too little, or about the right amount? (SINGLE CODE)

35%

65+

65%

25%

ABC1

57%

32%

C2DE

MAKING
COMMUNICATIONS
WORK FOR
EVERYONE

31%
23%
Parents Non-
parents

Base: All respondents aged 16+ (2,407), Men (1,186), Women (1,189), 18-34 (676), 35-54 (756), 55-64 (473), 65+ (502), ABC1 (1,316), C2DE (1,052), Parents of an under-16 (651), Non-parents (1,750). Significance testing appli?g at

99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.



Six in ten viewers aged 12-15 believe there are rules in place for SVoD services about what they can couu
and cannot show with most others unsure

Awareness of SVoD regulation: 2022 by sub-group

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC25. As far as you know, are there rules for services like Netflix, Disney+ or Amazon Prime that they must follow about what they can and can’t show? (SINGLE CODE)
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58% 56%

ABC1 C2DE

Base: Those aged 12-15 who have watched any subscription video on-demand services in the last 12 months (967), Boys (487), Girls (480), aged 12 (240), aged 13 (244), aged 14 (240), aged 15 (243), ABC1 (506), C2DE (459). Nﬁ_}

significant difference (95% level) between Boys and Girls and between ABC1 and C2DE groups
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Among those with a view on whether SVoD services are regulated, two-thirds believe the amount of COMMUNICATIONS
regulation is ‘about right’ EVERYONE

Opinion on the amount of SVoD regulation: 2022 by sub-group

B There are not enough rules

62%
65% 66% 66% 66% :

| don't have an opinion on 11% °

this

B There are the right amount
of rules

B There are too many rules

14% o 17% L% 15% 13% L 14% 14%

Total Boys Girls 12 13 14 15 ABC1 C2DE

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC26. How do you feel about rules for services like Netflix, Disney+ or Amazon Prime about what they can and can’t show? (SINGLE CODE)

Base: Those aged 12-15 who have watched any subscription video on-demand services in the last 12 months who say there are or there are not rules for these services (651), Boys (326), Girls (325), aged 12 (155), aged 13 (15§b
aged 14 (158), aged 15 (179), ABC1 (348), C2DE (301). No significant difference (95% level) between Boys and Girls and between ABC1 and C2DE groups




TEENS

Seven in ten teen SVoD viewers think there should be some rules on what services can show,

compared to a minority who feel there shouldn’t be any rules

Opinion on the amount of SVoD regulation: 2022 by sub-group

m There should be no
rules about what they
can show

B There should be some
rules about what they 68%
can show

m There should be lots
of rules about what
they can show

| don't have an

opinion on this

11% 13% 10% 11%

Total Boys Girls 12

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC27. Still thinking about services like Netflix, Disney+ or Amazon Prime. Which one of these do you think best applies? (SINGLE CODE)

10%

13

10%

14

65%

16%

13%

15
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16%
16%

10% 13%

ABC1 C2DE

Base: Those aged 12-15 who have watched any subscription video on-demand services in the last 12 months (967), Boys (487), Girls (480), aged 12 (240), aged 13 (244), aged 14 (240), aged 15 (243), ABC1 (506), C2DE (459). I\g:_l

significant difference (95% level) between Boys and Girls and between ABC1 and C2DE groups
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Six in ten viewers aged 12-15 believe there are rules in place for BVoD services about what they can [EEuiasasE

WORK EFOR
and cannot show with most others unsure EVERYONE

Awareness of BVoD regulation: 2022 by sub-group

o)
64% 66% . 67% S 66%
© 60%

61%

58%

Total Boys Girls 12 13 14 15 ABC1 C2DE

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC28. Moving on now. As far as you know, are there rules for services like BBC iPlayer, ITV Hub, All 4 or My5 that they must follow about what they can and can’t show? (SINGLE CODE)

Base: Those aged 12-15 who have watched any broadcaster catch up services in the last 12 months (748), Boys (360), Girls (388), aged 12 (174), aged 13 (186), aged 14 (192), aged 15 (196), ABC1 (426), C2DE (321). No significgﬁt
difference (95% level) between Boys and Girls and between ABC1 and C2DE groups
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Among teens who believe BVoD services are regulated, around four in ten name Ofcom as being COMMUNICATIONS
responsible, while over half name other bodies EVERYONE

Opinion of who regulates TV on-demand services for BVoD: 2022

38%
( 30% \
17%
7%
3% 3% 1%
] ]
Ofcom/ Office of The Government The TV channel/ station/ The internet provider for The Police Someone else Don't know
Communications service my household

Source: Cross Platform Media Tracker 2022
QC29. Who do you think makes these rules for services like BBC iPlayer, ITV Hub, All 4 or My5 about what they can and can’t show? (SINGLE CODE)

Base: Those aged 12-15 who have watched any broadcaster catch up services in the last 12 months who say there are rules for these services about what can and cannot be shown (476) 83



TEENS
Among those with a view on whether BVoD services are regulated, close to two-thirds believe the

amount of regulation is ‘about right’

Opinion on the amount of BVoD regulation: 2022 by sub-group

B There are not
enough rules

® There are about the
right amount eeo;
0 60%
A0 68%
m There are too many
rules

7%

| don't have an -

opinion on this 0 ) 0
13% 11% 16% 13% 10% 15% 16%
Total Boys Girls 12 13 14 15

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC30. How do you feel about rules for services like BBC iPlayer, ITV Hub, All 4 or My5 about what they can and can’t show? (SINGLE CODE)
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15%

8%

14% 12%

ABC1 C2DE

Base: Those aged 12-15 who have watched any broadcaster catch-up services in the last 12 months who say there are or there are not rules for these services (538), Boys (259), Girls (279), aged 12 (123), aged 13 (124), aged 84

14 (144), aged 15 (147), ABC1 (315), C2DE (222). No significant difference (95% level) between Boys and Girls and between ABC1 and C2DE groups



TEENS
Seven in ten BVoD viewers feel there should be some rules about what services can show

Opinion on the amount of BVoD regulation: 2022 by sub-group

B E7E s

m There should be no rules
about what they can
show

m There should be some
rules about what they

69% 70% 72% 66%
can show

B There should be lots of
rules about what they
can show

| don't have an opinion 15% . 17% 16%
on this

12% 13% 11% 12% 10% 13% 12%

Total Boys Girls 12 13 14 15

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC31. Still thinking about services like BBC iPlayer, ITV Hub, All 4 or My5. Which one of these do you think best applies? (SINGLE CODE)
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13%
5%

1
10% 14%

ABC1 C2DE

Base: Those aged 12-15 who have watched any broadcaster catch up services in the last 12 months (748), Boys (360), Girls (388), aged 12 (174), aged 13 (186), aged 14 (192), aged 15 (186), ABC1 (426), C2DE (321). Significanc§5

testing (95% level) by Boys to Girls, and by ABC1 to C2DE groups
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Half of SVoD or BVoD viewers have been asked for their age in order to watch a programme or film [
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Been asked for their age to watch BVoD or SVoD services: 2022 by sub-group

52% 52% °0% 52%
19 6 19 6 6
56 | | | I I |

Total Boys Girls 12 13 14 15 ABC1 C2DE

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC32. When you have watched any of these services — such as (VOD SERVICES WATCHED AT QC3/ QC4) - have you ever been asked for your age to watch the programme or film? This could mean ticking a box to say you are over a

certain age. (SINGLE CODE)

Base: Those aged 12-15 who have watched any catch up or subscription video on-demand services in the last 12 months (985), Boys (497), Girls (488), aged 12 (243), aged 13 (247), aged 14 (246), aged 15 (249), ABC1 (519), C3BE

(464). No significant difference (95% level) between Boys and Girls and between ABC1 and C2DE groups
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Three in ten BVoD or SVoD viewers have given a false age to be able to watch something on these COMMUNICATIONS
services - more evident among 14-15 year olds EVERYONE

Given a false age to watch BVoD or SVoD services: 2022 by sub-group (re-based to all viewers)

35% 35% o
19 32% 33%
] 30% ] ] . . 30%
Total Boys Girls 12 13 14 15 ABC1 C2DE

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC33. And have you ever ticked a box to say you were older than you really are, to be able to watch something on any of these services? (SINGLE CODE)

Base: Those aged 12-15 who have watched any catch up or subscription video on-demand services in the last 12 months that have ever been asked their age in order to watch something on these services (985), Boys (497),
Girls (488), aged 12 (243), aged 13 (247), aged 14 (246), aged 15 (249), ABC1 (519), C2DE (464). No significant difference (95% level) between Boys and Girls and between ABC1 and C2DE groups
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Around one in five broadcast TV viewers have seen and can correctly identify the product
placement ‘P’ symbol — falling to one in ten of the oldest viewers (aged 65+)

Awareness of product placement symbol: 2022 by sub-group

m Not seen symbol

68% 0 66%
6 70% 69%
B Seen symbol but 85%
not correctly
identified
m Correct A
identification of
product
0,
pIacement 17% 18% 17% 16% 19% 16%
symbol
Total Men Women 16-34 35-54 55-64 65+ ABC1 C2DE

Source: Cross Platform Media Tracker 2022 - Adults

QC1. SHOW PRODUCT PLACEMENT 'P' SYMBOL. Have you ever noticed this symbol featured at the beginning or end of a TV programme, or following an advertising break? (SINGLE CODE)/ QC2. Do you know what this symbol is used

for? (MULTI CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), Men (1,084), Women (1,107), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,232), C2DE (956), Parents of an under-16 (§§9),
Non-parents (1 625) Sicnificance te<tine annlied at 99% confidence interval black arrows indicate combnaricon acaincst the total and white arrows indicate acainst comnarable <stitherotin
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While seven in ten broadcast TV viewers are aware of trailers for TV programmes — rising since COMMUNICATIONS
2020 - half or fewer are aware of other types of promotions on broadcast TV EVERYONE

Awareness of promotions on broadcast TV: historical view n

; i
1 1
1 1
I i
Trailers or promotions i i
for TV programmes H i
: _ 73% @ —— ®- ; \__—e 71% 4
Trailers or promotions I ! -
for TV channels 62% @ t i i i
% @ ————e——] ‘ :‘: ! ] 0

Programme sponsorship 27% H : .. :q'_*SZSf%

announcements i i e 47%
. 'l + I
Product placement (pay Seor r ’i/-.* i i

| o V 1 1
to feature products) ° — ! ! i
i i I
i I I
i I I
i I I
i I I
i I I
i I I
i I I
i I I
i I I
i I I
i I I
: = ’
1
2014 2015 2016 i 2017 2018 i 2020 ! 2022

i I I
1 [ [

Source: Cross Platform Media Tracker 2022 - Adults
QC3. Which of the following, if any, are you aware of on television? (MULTI CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219). Note: Base 2015-2020 All with working TV sets. Significance testing (99% level) shows any difference between 2020 and 2022.
Dashed line to show where survey method changed.
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Around a quarter of broadcast TV viewers have any concerns about advertising on TV, remaining in COMMUNICATIONS

) . . WORK FOR
line with previous waves EVERYONE
Any concerns about advertising on TV: historical view n
Concerns about . i i i
TV advertising 41% @= — i i i
\ = : —0- E ® 24%
2014 2015 2016 i 2017 2018 ] 2020 ] 2022

Source: Cross Platform Media Tracker 2022 - Adults
QCA4. Do you have any concerns about advertising on television? (SINGLE CODE)
Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219) No significant difference (99% level) between 2020 and 2022. Dashed line to show where survey method changed. 91



Concerns about TV advertising among broadcast TV viewers differ by age, accounting for four in ten
viewers aged 65 and over. Concerns are more evident among those in ABC1 households.

Any concerns about advertising on TV: 2022 by sub-group

37%
26% 26%
24% 21% 22% 23% 21%
. . .
Total Men Women 16-34 35-54 55-64 65+ ABC1 C2DE

Source: Cross Platform Media Tracker 2022 - Adults

QC4. Do you have any concerns about advertising on television? (SINGLE CODE)
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25%
21%

Parents Non-
parents

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), Men (1,084), Women (1,107), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,232), C2DE (956), Parents of an under-16 (5%9),

Non-parents (1,625). Significance testing applied at 99% confidence interval, black arrows indicate comparison against the total and white arrows indicate against comparable subgroup.
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Key concerns about TV advertising relate to the number of breaks and advertising that could CoMMUNICATIONS
encourage addictions EVERYONE

Concerns about TV advertising (SPONTANEOUS): 2022 n

1>% 11%
(o (y 0, 0
i 8% 8% 6% 6% 5% 5%
Too many Adverts for Aimed at/ targeting Brainwashing/ Interrupt Advertising breaks Adverts for Encourage debt/ Advertising breaks Annoying/ Adverts that are Adverts of a
advertising breaks gambling/ alcohol/: children targeting programmes/ are too long unhealthy/ fast  spending people are too long irritating/ don't  inappropriate for sensitive nature/
encouraging vulnerable people distracting food/ sugar can't afford make sense the programme embarrassing

addictions

1
|
|
|
1
|
| 9% 8%
1
1
|
|
|
1
1
1
|
|

Source: Cross Platform Media Tracker 2022 - Adults
QC5. What do you have concerns about? (SPONTANEOUS) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those aged 16+ who have any concerns about advertising on television and who have watched any live broadcast TV in the last 12 months (537) 93



Half of broadcast TV viewers are concerned about adverts relating to gambling, followed by adverts

relating to e-cigarettes and vaping

Types of TV advertising that cause concern: 2022 (Main mentions only)

39%

31%

28%

Adverts for Adverts for e- 1 Adverts offering  Adverts for
gambling/ cigarettes/ | compensation in alcohol
bookmakers/ vaping no win no fee
gambling deals
websites

Source: Cross Platform Media Tracker 2022 - Adults

27%

Adverts for
credit cards

27% 27%
16% 15%
. . - - 5
Adverts for foods Adverts during Adverts for Adverts that Adverts for
that are high in children’s charities/ make claims to  children’s toys
fat, salt or sugar programming or refugee appeals be
when children environmentally
could be friendly
watching

QC6. Do you have any concerns about any of these types of advertising on television? Please include any you may have already mentioned. (MULTI CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219)
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24%

7%
° 4%
Adverts for None of these Don't know
public health
campaigns
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Most concerns about TV advertising during children’s programming relate to inappropriate content EEEIIINELENE

WORK FOR
and pressure on parents to buy EVERYONE
Reasons for concern about TV advertising during children’s programming: 2022 n

G e !

! |

- |

|

| 33% |

: 27% |

|

i i 20%

! |

| : 10% 10% 10%

. : 6% 5% 5%

| : I N e e s
! |

1

. May be inappropriate  Puts pressure on i Children are easily Should be no Advertising fast food/ Encourages debt/ Could be damaging to Encourages Advertising alcohol/
: content/ adult parents to buy/ i influenced/ advertising within ~ sugar/ encouraging spending people can't children consumerism gambling/

! content/ not age pester power : impressionable children's TV obesity afford encouraging

: appropriate : programmes addiction

Source: Cross Platform Media Tracker 2022 - Adults
QC7. What specifically concerns you about advertising in children’s programming or when children could be watching? (SPONTANEOUS) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those with any concerns about adverts during children's programming or when children could be watching (599) 95
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Most concerns about TV advertising for alcohol relate to encouraging consumption or addiction COMMUNICATIONS
EVERYONE

Reasons for concern about TV advertising for alcohol: 2022 n

26%

18% 16%

1

1

1

1

|

1

1

1

1

:

1

| 9%
! 5%
' ]
1

1

1

1

1

|

1

Encourages drinking/ excess  It's addictive/ a harmful drug/
drinking leads to alcoholism/ dangerous

Encourages underage drinking/ Glamourises/ glorifies alcohol/ Should not be advertised at all No need for alcohol advertising
children makes it look cool

Source: Cross Platform Media Tracker 2022 - Adults
QC8. What specifically concerns you about TV advertising for alcohol? (SPONTANEOUS) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those with any concerns about adverts for alcohol and who have watched any live broadcast TV in the last 12 months (631) 96



MAKING

Most concerns about TV advertising for food that are high in fat, salt or sugar relate to the impact COMMUNICATIONS
on health such as obesity, diabetes and drain on NHS EVERYONE

Reasons for concern about TV advertising for foods that are high in fat, salt or sugar: 2022 n

23%

14%

7% 6% 5%

Encourages unhealthy eating/ Aimed at/ influences children Should promote healthy eating Should not be advertised at all Should warn of excess eating/
bad habits effects of this food

Obesity/ diabetes/ ill health/
drain on NHS

Source: Cross Platform Media Tracker 2022 - Adults
QC9. What specifically concerns you about TV advertising for foods that are high in fat, salt or sugar? (SPONTANEOUS) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those with any concerns about adverts for foods that are high in fat, salt or sugar and who have watched any live broadcast TV in the last 12 months (594) 97
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Most concerns about TV advertising for gambling relate to addiction or encouraging gambling CoMMUNICATIONS

EVERYONE

Reasons for concern about TV advertising for gambling: 2022 n

19%
0, 0,
10% 10% 8% 7% -
It's addictive/ destructive/ Encourages people to 1 Should not be advertised Encourages debt/ Glamourises gambling/ Should not be shown  Adverts are too frequent
damaging gamble at all spending people can't makes it cool/ fun when children are
e e e e e e e e e e e I afford watching/ pre-watershed

Source: Cross Platform Media Tracker 2022 - Adults
QC10. What specifically concerns you about TV advertising for gambling? (SPONTANEOUS) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those with any concerns about adverts for gambling/ bookmakers/ gambling websites and who have watched any live broadcast TV in the last 12 months (1149) 98
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Most concerns about TV advertising that claims to be environmentally friendly relate to untrue or COMMUNICATIONS

unverifiable claims EVERYONE

Reasons for concern about TV advertising that makes claims to be environmentally friendly: 2022 n
43%

28%
21%

False claims/ not true Can't tell if this is truthful/ accurate Greenwashing/ covering up

Source: Cross Platform Media Tracker 2022 - Adults
QC11. What specifically concerns you about TV advertising that makes claims to be environmentally friendly? (SPONTANEOUS) CHART SHOWS MENTIONS FROM 5% OF ALL ADULTS ASKED THE QUESTION

Base: Those with any concerns about adverts that make claims to be environmentally friendly and who have watched any live broadcast TV in the last 12 months (324) 99
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Opinions among broadcast TV viewers on the frequency of ad breaks and amount of advertising COMMUNICATIONS
minutes do not vary particularly — around eight in ten would not be happy with any increase L
Frequency of TV advertising breaks | Amount of TV advertising minutes n
Not happy with increase: 79% 78% 80% 77%

m There are already more
[advertising breaks/ minutes
of advertising] than | am
happy with

44% 44% 44% 44%

The present number [of :
minutes of advertising]
doesn’t bother me, but |
would not want any more
A small increase in |
[advertising breaks/ the
number of minutes of
advertising] would not
bother me

B There could be quite a few ;
mgre [advertising.b.reaks/ 29 B
minutes of advertising] 4% 7% ; _5% 9%
before it bothered me ?

Main commercial channels Other commercial channels | Main commercial channels Other commercial channels

Source: Cross Platform Media Tracker 2022 - Adults

QC12. Please think about the frequency of advertising breaks — so how often there are advertising breaks within an hour of programmes on free-to-air commercial channels. Which of these statements best describes how you
feel about the frequency of advertising breaks on the main commercial free to air channels (SINGLE CODE). QC14. Please think about the total number of minutes of advertising within an hour of programmes on commercial
channels. Which of these statements best describes how you feel about the amount of advertising within an hour of programmes on the main commercial free to air channels? (SINGLE CODE) Base: Those aged 16+ who have 100
watched any live broadcast TV in the last 12 months (2,219)
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Among broadcast TV viewers the proportion open to at least a small increase in advertising breaks COMMUNICATIONS

WORK FOR
on the main commercial free to air channels decreases with each age group EVERYONE

Opinion on frequency of advertising breaks on free-to-air commercial TV channels: 2022 by sub-group

® There are already more
advertising breaks than | am
happy with .
44% 41% N oo % M 1 46% 43% W 45% 40% N \co;
(o]
The present number doesn’t 53%
bother me, but | would not
want any more

A small increase in advertising
breaks would not bother me

H There could be quite a few *
more advertising breaks before
it bothered me

149
Don’t know 9% ‘H‘* * 9%

4% 4% 5% 5% 6% 3% 2% 3% 6% 5% 4%
Total Men Women 16-34 35-54 55-64 65+ ABC1 C2DE Parents Non-
parents

Source: Cross Platform Media Tracker 2022 - Adults

QC12. Please think about the frequency of advertising breaks — so how often there are advertising breaks within an hour of programmes on free-to-air commercial channels. Which of these statements best describes how
you feel about the frequency of advertising breaks on the main commercial free to air channels — that is, ITV1, Channel 4 and Channel 5 (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), Men (1,084), Women (1,107), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,232), C2DE (956), Parents of an under-16 101
(589) Non-pbarents (1.625). Sienificance testing applied at 99% confidence interval. black arrows indicate combparison against the total and white arrows indicate against comparable subgroup.



Older broadcast TV viewers (aged 65+) are more likely than adults overall to say there are already COMMUNICATIONS

WORK FOR
more minutes of advertising than they are happy with EVERYONE

Opinion on amount of TV advertising minutes on free-to-air commercial TV channels: 2022 by sub-group

36%
45% 46% 44% 43%
56%
H There could be quite a few

more minutes of advertising *
before it bothered me

m There are already more
minutes of advertising than |
am really happy with

44%
The present number of

minutes of avertising doesn’t
bother me, but | would not
want any more

A small increase in the
number of minutes of
advertising would not bother
me

’ 0 ‘
el m—m d ww o B o
o o 0% | —07 0 7% 0
5% 5% 5% 6% 6% 4% 3% 4% > 5% 5%
Total Men Women 16-34 35-54 55-64 65+ ABC1 C2DE Parents Non-
parents

Source: Cross Platform Media Tracker 2022 - Adults

QC14. Please think about the total number of minutes of advertising within an hour of programmes on commercial channels. Which of these statements best describes how you feel about the amount of advertising within an
hour of programmes on the main commercial free to air channels? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219), Men (1,084), Women (1,107), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,232), C2DE (956), Parents of an under-16 102

(589) Non-pbarents (1.625). Sienificance testing applied at 99% confidence interval. black arrows indicate combparison against the total and white arrows indicate against comparable subgroup.
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There has been a gradual shift over time towards more tolerance of an increase in advertising CoMMUNICATIONS
breaks — although this remains a minority view EVERYONE

Opinion on frequency of advertising breaks on free-to-air commercial TV channels: historical view

® There are already more
advertising breaks than | am
happy with

The present number doesn’t
bother me, but | would not
want any more

A small increase in advertising
breaks would not bother me

m There could be quite a few
more advertising breaks
before it bothered me

Don’t know

7 | 4% | 5% |

% -2¥/$_ —— 6% 6% 6% 4%
2014 2015 2016 2017 2018 2020 2022

Source: Cross Platform Media Tracker 2022 - Adults

QC12. Please think about the frequency of advertising breaks — so how often there are advertising breaks within an hour of programmes on free-to-air commercial channels. Which of these statements best describes how
you feel about the frequency of advertising breaks on the main commercial free to air channels — that is, ITV1, Channel 4 and Channel 5 (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219) Significance testing (99% level) shows any difference between 2020 and 2022. Dashed line to show where survey method 103
chaneged.
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There also has been a gradual shift over time towards more tolerance of an increase in the amount COMMUNICATIONS

of advertising minutes — although this also remains a minority view EVERYONE

Opinion on amount of TV advertising minutes on free-to-air commercial TV channels: historical view
B There are already more
minutes of advertising than |
am really happy with
0,
51% 559%

The present number of
minutes of advertising doesn’t
bother me, but | would not
want any more

A small increase in the
number of minutes of
advertising would not bother
me

B There could be quite a few
more minutes of advertising
before it bothered me

*

Don’t know
— 3% 3% |
3% 3% | — 3% = by -H
3% 3% 59 5% 0 0 5%
2014 2015 2016 2017 2018 2020 2022

Source: Cross Platform Media Tracker 2022 - Adults

QC14. Please think about the total number of minutes of advertising within an hour of programmes on commercial channels. Which of these statements best describes how you feel about the amount of advertising within an
hour of programmes on the main commercial free to air channels? (SINGLE CODE)

Base: Those aged 16+ who have watched any live broadcast TV in the last 12 months (2,219) Significance testing (99% level) shows any difference between 2020 and 2022. Dashed line to show where survey method 104
chaneged.
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Among commercial radio listeners eight in ten would not be happy with any increase in advertising RTINS

WORK FOR

and sponsorship EVERYONE
Opinion on amount of advertising and sponsorship on commercial radio: 2022 by sub-group n
Not happy with increase: 81% 78%  83% 72% 83% 82% 87% 83% 78% 77% 82%

m There is already more than |
am happy with 28%

The present levels don't
bother me, but | would not
want any more

A little more would not bother
me

m |t could go up quite a bit
before it bothered me

Don’t know 1% ;ao = ggo =y ‘AU‘/E) —— L. g‘%- 98/6 1%

Total Men Women 16-34 35-54 55-64 65+ ABC1 C2DE Parents Non-
parents

Source: Cross Platform Media Tracker 2022 - Adults

Question QH2. Advertising and sponsorship provide income for commercial radio stations. Without this income, commercial radio stations may not exist. Which of these statements best describes how you feel about the
amount of advertising and programme sponsorship (for example sponsorship of the weather or a competition) on commercial radio stations? (SINGLE CODE)

Base: Those aged 16+ who have listened to any commercial radio in the last 12 months (2,219), Men (1,084), Women (1,107), 16-34 (571), 35-54 (701), 55-64 (452), 65+ (495), ABC1 (1,232), C2DE (956), Parents of an under- 105
16 (589) Non-parents (1.625). No siegnificant differences (99% confidence interval) comparing age sroups acainst the total and comparine suberouns
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There have been broadly consistent attitudes towards the amount of advertising and sponsorship COMMUNICATIONS
on commercial radio over time EVERYONE

Opinion on amount of advertising and sponsorship on commercial radio: historical view

m There is already more than |
am happy with
29% 27% 31%
B The present levels don't

bother me, but | would not
want any more

A little more would not
bother me

M It could go up quite a bit
before it bothered me

, [ 3% |
Don’t know 5% 5% 4% 5% i %
2014 2015 2016 2017 2018 2020 2022

Source: Cross Platform Media Tracker 2022 - Adults

Question QH2. Advertising and sponsorship provide income for commercial radio stations. Without this income, commercial radio stations may not exist. Which of these statements best describes how you feel about the
amount of advertising and programme sponsorship (for example sponsorship of the weather or a competition) on commercial radio stations? (SINGLE CODE)

Base: Those aged 16+ who have listened to any commercial radio in the last 12 months (2,219) Significance testing (99% level) shows any difference between 2020 and 2022. Dashed line to show where survey method 106
chaneged.
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Attitudes towards TV services among teens
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While two thirds of 12-15s feel it is important there are programmes for their age, they are CoNMUNTCATIONS
ambivalent about programmes that show children that look like them or live where they do EVERYONE

Importance of representation in TV programmes: 2022

H Important

40%
35%
Neutral/ don't know

23%

Programmes for children my age Programmes that show children that look like me Programmes that show children that live in the
same part of the country as me

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC6A-C. Thinking about all the TV programmes you watch. How important is it that there are...
Base: All respondents aged 12-15 (1,000) 108
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Two thirds of SVoD viewers feel there are enough programmes for children of their age but a CoMMUNICATIONS
minority feel this about programmes that show children that look like them or live where they do EVERYONE

Agreement with representation in SVoD content: 2022

Hm Agree
48%
64%
40%
Neutral/ °
don't know 36%
18%
17% 16%
B Disagree

Programmes for children my age Programmes that show children that look like me Programmes that show children that live in the same
part of the country as me

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15
QC7A-C. Thinking now about what you might watch on services like Netflix, Disney+ or Amazon Prime. Do you agree or disagree with each of these

Base: Those aged 12-15 who have watched any subscription video on-demand services in the last 12 months (967) 109
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Around half of broadcast/ BVoD teen viewers feel there are enough programmes for children of theirRtTt

WORK FOR

age, however fewer feel programmes show children that look like them or live where they do EVERYONE

Agreement with representation in Broadcast and BVoD content: 2022

B Agree 31%
41%
Neutral/ 0
don't know 42%
27% 40%
W Disagree
0,
-

Programmes for children my age Programmes that show children that look like me Programmes that show children that live in the same
part of the country as me

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC8A-C. Thinking about what you might watch on TV channels like BBC, ITV, Channel 4 or Channel 5 including watching these channels through services like BBC iPlayer, ITV Hub, All4 or My5. Do you agree or disagree with each of
these:

Base: Those aged 12-15 who have watched any live broadcast TV or broadcaster catch up services in the last 12 months (827) 110
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Teen viewers of SVoD and BVoD/ Broadcast services are most likely to agree that the service has COMMUNICATIONS
enough programmes for children their age EVERYONE

Agreement with representation in SVoD vs. Broadcast and BVoD content: 2022

m SVOD mBroadcast/ BVOD

64%
48% 48%
41%
0,
- -- - ]
Programmes for children my age Programmes that show children that look like me Programmes that show children that live in the same

part of the country as me

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC7A-C. Thinking now about what you might watch on services like Netflix, Disney+ or Amazon Prime. Do you agree or disagree with each of these/ QC8A-C. Thinking about what you might watch on TV channels like BBC, ITV,
Channel 4 or Channel 5 including watching these channels through services like BBC iPlayer, ITV Hub, All4 or My5. Do you agree or disagree with each of these:

Base: Those aged 12-15 who have watched any subscription video on-demand services in the last 12 months (967)/ Those aged 12-15 who have watched any live broadcast TV or broadcaster catch up services in the last 12 mng'\s
(O 7\
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Around six in ten broadcast and BVoD viewers aged 12-15 agree services provide information, are COMMUNICATIONS
. o« . WORK FOR
educational and entertaining EVERVONE
Agreement with provision of information, education and entertainment from broadcast/ BVoD services: 2022 A
Information Education Entertainment
H Agree
61% 62% 58%
Neutral/
don't

know

29%
31% 29% °

News and information from these TV channels and  Programmes and content that help me to learn about High quality shows | enjoy
services helps me to understand what is going on in the new things
UK and the world

Source: Cross Platform Media Tracker 2022 - Teens aged 12-15

QC9A-C. Thinking about what you might watch on TV channels like BBC, ITV, Channel 4 or Channel 5 including watching these channels through services like BBC iPlayer, ITV Hub, All4 or My5. Do you agree or disagree with each of
these

Base: Those aged 12-15 who have watched any live broadcast TV or broadcaster catch up services in the last 12 months (827) 112
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