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“Online video aggregators that collate a range of short-
form videos to fit specific interests could re-invent the way
that viewers discover new content, and create the ideal
springboard for mobile viewing.”

— Paul Davies, Senior Leisure and Technology
Analyst

This report looks at the following areas:

BUY THIS
= Safeguarding the future of linear TV REPORT NOW
= Maximising mobile
This report examines television viewing habits of consumers in the UK. This refers to the consumption V I S l T:
of video content accessed through the following sources (unless stated otherwise): store.m i nte| .Ccom
< Linear broadcasts
on digital TV channels (ie conducted at the time of scheduling, via free-to-air or paid-TV CALL
providers); EMEA
= Video on demand (VoD) +44 (O) 20 7606 4533
platforms that exist alongside a broadcaster’s/provider’s linear TV service in order to
provide access to time-shifted content via the internet (eg BBC iPlayer, Sky Go etc);
= Subscription video on demand (SVoD) Brazil
services that require a monthly payment (eg Netflix, NOW TV); 0800 095 9094
= Other forms of online video service
such as those that allow viewers to purchase individual shows (eg Blinkbox), or access TV
programmes or clips on video streaming sites (eg YouTube) that are funded by Americas
rdvertising +1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 9: TV advertising revenues (excluding on demand) and TV licence fees collected, 2009-14*

Future of the BBC questioned

4K sets and larger screens stabilise value of the TV market
Figure 10: Value of the UK television sets market, 2010-15

Figure 11: Volume of the UK television sets market, 2010-15

TV anytime, anyplace, anywhere
Figure 12: Household and personal ownership of consumer technology products, June 2015
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Bite-size formats
Figure 13: All 4 Shorts, launched 2015

Sky invests in online video aggregator
Figure 14: Pluto.TV user interface shown on a laptop screen, 2015

You choose the ad

Targeted TV advertising
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Nine in 10 consumers watch live TV

Over three fifths go on demand

News, sports and game shows best delivered live
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Live TV and On Demand Viewership

Nine in 10 consumers watch live TV
Figure 15: Live TV viewership, July 2015

Over three fifths go on demand
Figure 16: On demand viewership, July 2015

Young consumers dictate their own schedule
Figure 17: Live and on demand viewership, by age, July 2015

The well-equipped more likely to watch online
Figure 18: On demand viewership, by technology ownership, July 2015

PSBs dominate audience share
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Figure 19: Share of audience for the top 10 broadcaster groups, 2014

Genres

News, sports and game shows best delivered live
Figure 20: Live and on demand TV viewing, by genre, July 2015

Giving catch-up a ‘live’ feel

Encouraging Boomers to play catch-up
Figure 21: Live and on demand TV viewing, by genre, by generation, July 2015

Viewing Devices

Three quarters of on demand viewers now hook up their TV
Figure 22: Devices used for viewing live and on demand TV, July 2015

Older consumers reluctant to switch from the big screen
Figure 23: Devices used for viewing live and on demand TV, by age of device owners, July 2015

Split-screen format can be the springboard for mobile

Mobile Viewing

Mobile viewing is often a compromise
Figure 24: Mobile viewing, July 2015

Sponsored data can win over commuters
Figure 25: Mobile viewing, by devices and formats used, July 2015

Mobile audience: Men and Millennials
Figure 26: Mobile viewing, by gender and generation, July 2015

Content Discovery

More than half of viewers influenced by personal recommendations
Figure 27: Sources that influence the discovery of new content, July 2015

Young consumers re-invent the discovery wheel
Figure 28: Sources that influence the discovery of new content, by age, July 2015

Viewer Behaviours

Live TV still the first port of call
Figure 29: Viewer behaviours, July 2015

Co-creation: The next step in social interaction
Figure 30: Viewer behaviours, by age, July 2015

Social influencers spread the word
Figure 31: Rabbit TV Plus service, 2015

Figure 32: Sources that influence the discovery of new content, by viewer behaviours, July 2015
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