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“Video content spreads globally now. But when demand
exceeds licensed supply options, illegal pirating means

content spreads anyway, to communities who can become
highly engaged with merchandising opportunities even if

the content in question remains unavailable in their
territory.”

– Samuel Gee, Senior Technology and Media
Analyst

This report looks at the following areas:

• Video communities are spontaneous, global and general
• Books are underused as a way of building brand awareness

Media consumption in the UK has been changing for a number of years in line with wider global trends,
as new hardware markets have opened an increasing number of consumers to digital media
consumption. Whilst the ripples caused by smartphone ownership died away some time ago, the effects
of increasing tablet ownership are still fuelling the drive of print media readers to digital equivalents,
and the successful proliferation of video services.

This report looks at music, video, magazine, newspaper and book purchasing habits, as well as which
media consumers read/watch/listen to for at least an hour each day, how long consumers spend with
each media each day, how consumers interact with media whilst experiencing it and how they discover
new media.
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Figure 20: Gender breakdown of printed media purchases, March 2014

Digital buyers have highest cross-platform engagement
Figure 21: Colour-graded printed media cross-purchases, by row, March 2014
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Strong response to newspapers and magazines from the under-35s
Figure 28: Average number of hours spent watching or reading or listening to media each day, by age, March 2014

Children have little impact on duration of engagement
Figure 29: Average hours spent watching/reading/listening to media each day, by age of children in the household, March 2014
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Face-to-face discussion still the best way to discuss media
Figure 30: Consumer interactions with media whilst watching/reading/listening to it, March 2014

Media types have no impact on interaction types

Interaction with video media on non-specialist websites is key

Social discussion key for hardcopy newspapers and magazines

Key points

Newspapers and magazines discovered by other means
Figure 31: Media discovery methods, March 2014

Online book reviews critical for men
Figure 32: Media discovery methods, by gender, march 2014

Trusted reviews from services are valuable
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Figure 36: Consumers' purchase of music and video, by consumers' least commonly purchased music and video in the last 3 months,
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Figure 74: Repertoire of consumers' purchase of music, video, newspapers, magazines and books, March 2014

Figure 75: Repertoire of consumers' purchase of music, video, newspapers, magazines and books, by demographics, March 2014

Figure 76: Media consumers read/listen to/watch for at least one hour a day, March 2014

Figure 77: Media consumers read/listen to/watch for at least one hour a day, by media consumers read/listen to/watch for at least one
hour a day, March 2014
Figure 78: Media consumers read/listen to/watch for at least one hour a day, by demographics, March 2014

Figure 79: Hours spent watching/listening to/reading media by consumers, March 2014

Figure 80: Hours spent listening to music by consumers, by demographics, March 2014

Figure 81: Other hours spent listening to music by consumers, by demographics, March 2014

Figure 82: Hours spent watching TV, film and DVD/Blu-ray by consumers, by demographics, March 2014

Figure 83: Other hours spent watching TV, film and DVD/Blu-ray, by demographics, March 2014

Figure 84: Hours spent reading newspapers and magazines by consumers, by demographics, March 2014
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Figure 93: Consumers' purchase of music and video, by consumers’ interactions with books/e-books, March 2014
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Figure 96: Consumers' purchase of newspapers, magazines and books, by consumers’ interactions with TV, film and DVD/Blu-ray,
March 2014
Figure 97: Consumers' purchase of newspapers, magazines and books, by consumers’ interactions with newspapers and magazines,
March 2014
Figure 98: Consumers' purchase of newspapers, magazines and books, by consumers’ interactions with books/e-books, March 2014

Figure 99: Consumers' media interactions, by demographics, March 2014

Figure 100: Consumers' media interactions with music, by demographics, March 2014

Figure 101: Consumers' media interactions with TV, film and DVD/Blu-ray, by demographics, March 2014

Figure 102: Consumers' media interactions with newspapers and magazines, by demographics, March 2014

Figure 103: Consumers' media interactions with books/e-books, by demographics, March 2014

Figure 104: Media discovery methods, March 2014

Figure 105: Media discovery methods, by demographics, March 2014

Figure 106: Media discovery methods, by demographics, March 2014 (continued)

Figure 107: Music discovery methods, by demographics, March 2014

Figure 108: Music discovery methods, by demographics, March 2014 (continued)

Appendix – The Consumer – Daily Use of Media

Appendix – The Consumer – Interactions with Media

Appendix – The Consumer – Discovery of New Media

Report Price: £1750.00 | $2834.04 | €2223.04

Media Consumption Habits - UK - June 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/679736/
mailto:oxygen@mintel.com


Figure 109: TV, film and DVD/Blu-ray discovery methods, by demographics, March 2014

Figure 110: TV, film and DVD/Blu-ray discovery methods, by demographics, March 2014 (continued)
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