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Methodology and Sample

See Wave 1 report for the detailed overall
methodology.

Survey length: 5-7 minutes.

Waves 1—6 took place in consecutive weeks in
the period after lockdown was introduced in
March 2020. Wave 7 ran shortly after lockdown
restrictions were relaxed on the 4th of July 2020
and is the first of three new waves taking place
between July and September. In the charts, a
red dotted line is used to demonstrate the break
between these two periods.

Respondents were asked to comment on the
previous 7-day period.

While we have their historic behaviours tracked,
each wave respondents are asked afresh
whether they have done any of the key
actions/activities. This enables us to capture
new consumers (e.g. those who did not stream
music in Wave 1 but took it up in later waves).

Comparisons are made throughout the report
with the weeks of the study that took place
during lockdown (i.e. weeks 1-6) and week 7.

Wave-on-wave differences that are significant
at a 95% confidence interval are highlighted in
the charts (with arrows — red for decrease, green
for increase*). Sizeable differences that are not
significant are also highlighted in the analysis as
these often provide early indications of shifts.

For most questions, the base sample sizes for
each of the five content categories focus on
those who either buy physical products,
download or stream/access them online. They
exclude those who only consume via other
means.

Week 7 comprised many of the same
respondents who took part in weeks 1-6 (n=733).
Unlike in previous weeks, however, fresh sample
was added to the cohort in order to correct for
biases and ensure that the overall sample for
each wave is representative of the UK 16+
population.

Note:

* Asthe weeks progress and the base sizes
become smaller, the statistical margin of
error increases. This is especially noticeable
for some categories.

*  Data from questions on how much users
spent on paid sources each month have
been included in week 7. These were
previously only included in weeks 1 and 6.

—-—-—-—

Fieldwork - 19th 20th- 26th  27th Apr -
Dates Apr|I April 3rd May
Periods 2nd — 12th 13th— 19th  2Qth - 26th
covered by April April April
survey

N= 3,863 2,792 2,369
*Key:

4th - 10th 11th — 17th 18th — 24th  13th_ q9th
May May May July

27th April 4th - 10th 11th — q7th 6th — 12th
- 3rd May May May July

2,132 1,947 1,074 1,001

@ Indicates a significant increase on the previous week
€) Indicates a significant decrease on the previous week

E Indicates the start of Wave 7


https://www.pec.ac.uk/assets/publications/Digital-culture-consumer-tracking-study-2020-Week-1.pdf
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Time spent consuming content daily

Respondents were asked about how much
time they spent consuming content daily,
online or offline, in the period just after
lockdown restrictions were relaxed on the 4th
of July (i.e. 6t-12th of July). When compared to
their consumption during the six preceding
weeks of the study which took place during
lockdown (i.e. 2" of April-17t" of May), the time
for most categories was broadly consistent.

TV, at 4 hours per day, continued to have the
highest median time of any category, which
was followed by music and film (both 2.5
hours a day).

One category which did experience a shift
was video games, where the median amount
of time spent playing video games reduced
from 3 to 2 hours a day for the first time in the
study.

Levels of downloading, streaming,
accessing

There was a noticeable increase in the
proportion downloading content. For music it
was at the highest point it had been in the
study (31%), while both film (24%) and TV
(219%) matched their previous peaks in week 2
and were considerably higher than the
preceding three weeks of the study. This could
potentially be attributed to an increased need
for offline content as people spend more time
outside of their homes.

Streaming, in contrast to downloading, varied
by category. Both film (41%) and TV (46%)
were equal to their lowest points during
lockdown, which occurred in week 1, while
music (61%) matched its previous peak in
week 2.

The proportion downloading/accessing
content in video games, at 21%, was 4%
higher than its previous peak in week 1. E-
books, at 18%, was the same as its previous
peak in week 1. Both digital magazines (7%)
and audiobooks (79%) were consistent with the
lockdown weeks of the study.

Physical purchasing

The first survey since lockdown ended saw
higher levels of physical purchasing across @
number of categories. This was largest for
music which, at 14%, was 6% higher than its
previous peak in week 2. Other categories
saw more modest growth but were still at the
highest point seen in the study - video games
increased by 3% to 10%, film by 2% to 15%,
TV by 1% to 8%, e-books by 1% to 15% and
digital magazines by 1% to 17%.

Legal and illegal sources

The end of lockdown did not appear to have
a considerable impact in terms of whether
content was being accessed through legal or
illegal sources. The proportion using at least
one illegal source to download or
stream/access content, in most categories,
was within the range recorded within the
previous six weeks of the study.

Those who had downloaded/accessed digital
magazines (28%) and/or downloaded music
(26%) continued to have, as in many of the
preceding six weeks, the highest proportions
of those who had used illegal sources.
However, in the case of downloading music
this was at the lower end of what it had been
over the course of the study (ranging from 27-
33%,).
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Other content categories

Consumers of a range of less traditional
online content categories were also asked
about how frequently they engaged with
them. This included activities relating to
reading/watching, interacting socially or
through work, actively participating, creating
or sharing and audio content.

Across most categories there were small
decreases in how frequently they were being
engaged with compared to the lockdown
weeks of the study. A number of the
exceptions to this related to gaming, with
"olaying online multiplayer video games”
(23%), "watching live streams of people
playing video games" (15%) and "watching e-
sports” (11%) all remaining stable.

There was an increase in the frequency with
which respondents were listening to the radio
for which the options were only included in
the previous wave of the survey (i.e. week 6).
This increase was larger for listening offline
(weekly listening was up by 5% to 51%) than
for listening to radio online (up by 3% to
38%).

Weekly use of video software for “social
activities" fell from a high of 54% during the
lockdown weeks to 41%. Its use for work
meetings was more resilient, dropping by only
3%, from a high of 28% to 25%.

Wellbeing and lifestyle

The relaxing of lockdown restrictions did not
correlate with any major shifts in terms of
wellbeing. Compared to the lockdown weeks
of the study, satisfaction with life, feeling
things are worthwhile and feeling happy were
generally within the range of, or slightly
above, average scores recorded over the
previous six waves.

Feelings of anxiety increased slightly
compared with the preceding three weeks,
although they remained below the highest
levels seen in weeks 1-3 of the study.

As might be expected, there were shifts in the
proportion who said their work/lifestyle had
changed as a result of the impact of the
COVID-19 pandemic. The proportion of those
working outside the home had increased,
while there were decreases in those who had
stopped working completely (e.g. those had
been furloughed) or were working from home
all the time.
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Wellbeing and Lifestyle

» The relaxing of lockdown restrictions did not correlate with any major shifts in terms of the
wellbeing measures asked about. There was a rise in anxiety levels to 4.3, compared to
between 4.1-4.2 during the last three weeks of lockdown. Other measures related to
satisfaction with life, feeling worthwhile and happiness all either experienced small increases
or stayed at the higher range of where they had been during the lockdown weeks of the
studly.

» There were some key shifts in work/lifestyle owing to COVID-19 compared with the lockdown
weeks of the study:

» There was a decrease in people "working from home all the time" or who had "stopped
working completely (e.g. had been furloughed)".

» There was a large increase in those "working outside the home" while those "working
from home more often” was just above its previous peak during week 2.

Wellbeing | Average (0 - 10)
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All things considered, how satisfied are

you with your life as a whole nowadays? 63 S 3 o4 4 6.5 é 6.5
How happy did you feel yesterday? 6.3 6.3 6.3 64 64 6.4 g 6.5
How anxious did you feel yesterday? 4.8 45 4.4 4.2 4.2 4.1 é 43
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CATEGORY 01

Music

*  Median hours spent listening to music (either online or offline)
was 2.5 hours per day in week 7. This was broadly in-line with the
lockdown weeks of the study (ranging between 2.5-3 hours).

e There was a large increase in the proportion who had
downloaded music which, at 31%, was higher than it had been in
any of the lockdown waves of the study.

* At 6, the median number of tracks downloaded in the past week
remained broadly in-line with the preceding five weeks (where it
ranged between 4-6).

* The proportion using partly or wholly illegal downloading
sources, at 26%, was at the lower end of what it had been
during the lockdown waves, where it had ranged between 27-
33%. Importantly, the increase in the proportion using wholly
illegal sources, a trend present in the last three lockdown weeks
of the study, came to an end. This proportion was 9 percentage
points lower than in week 6, falling to 12%. However, this
reflected the levels present in the first three weeks of the study
(where it ranged between 9-15%).

* Looking at share of downloading sources, "Saving offline via a
paid subscription service" remained the dominant method of
downloading, with it continuing to account for over half (55%)
of all music downloads. "Paying a single fee to download" and
"downloading from sites such as YouTube" remained in second
and third place with 20% and 11%, respectively.

The proportion of respondents who had streamed music, at
61%, matched the highest point of the lockdown weeks of the
study (week 2 - where it had been 60%).

Legal streaming sources, at 99%, remained virtually
unchanged since the beginning of the study (98-100%), with
the use of illegal sources being negligible.

A "paid for subscription service" maintained the highest share
(45%) of streaming across sources. Those using a “site such as
YouTube" and "a free version/tier of a streaming service"
maintained their positions in second and third place with 24%
and 17%, respectively. The share of "listening to the radio
online" increased to 7% which was higher than it had been for
the last four weeks of the lockdown waves.

While there was an increase in physical purchasing during the
lockdown weeks, in Wave 7 it reached its highest point (by
some way). The proportion who had bought a physical music
product was 14%, just under double its previous high point.

The median amount spent on "a paid subscription service"
remained at £9 and broadly unchanged compared to the
previous two waves.

CONSUMPTION

Median time spent listening to music in any format (online Physical purchasing activity:

or offline) each day:

3HRS 3HRS 3HRS .7 25 3HRS

OO0 L w d
RO RORORORO
RO RORORORO

wi1 w2 w3 w4 W5 Wé

HRS

: OOC

Downloading activity:

o (4)

23% a1t O -
W1 w2 w3 w4 w5 wé w7

Median amount spent each month on:

Streaming activity:

o

14%
3% 8% 6% 5% 5% 6% ]
- [ | [ - - [ ]
W1 W2 W3 W4 W5 Weé W7

60% o 61%
51%
. 45% 45% 47%
W1 W2 W3 w4 W5 weé W7

i
£10 £9 ; £9
- —o : ®
A paid for subscription service such as Spotify !
Premium, Amazon Prime Music, or Apple Music i
w1 Wé E w7

Base: Wave 7 — ‘Median time spent listening to music in any format each day’ (listened to music in past week in any format n= ‘Downloading activity’, ‘Streaming activity’, ‘Physical purchasing’

(Total sample, n=1,001), ‘Median amount spent each m sers of ‘A paid for subscription service’ n=



CATEGORY 01

Music

DOWNLOADING

Median number of tracks downloaded in past week:
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Downloading sources:
m Only legal = Mix of legal and illegal = Only illegal
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Share of downloading across sources:

m All other sources
B Download for free from the internet, without being sure of source
B Paying a single fee to download individual songs or albums
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w4 W5 w7

B Receiving a link to download music made available by someone else
# Downloading music from sites such as YouTube
® Saving offline via a paid for subscription service
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CATEGORY 01

STREAMING

Median hours spent streaming in past week:
{or minutes per day)
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m A free version/tier of a music streaming service m A site such as YouTube or Dailymotion to watch/listen to music

B A paid for subscription service
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Base: Wave 7 — ‘Median hours spent streaming in past week’, ‘Streaming sources’ and ‘Share of streaming across sources’ (Weekly music streamers, n=626-637)




CATEGORY 02

Film

* Median hours spent watching films (either online or offline) was «  Median hours spent streaming films in the past week was 4
2.5 hours per day in week 7. This was broadly in-line with the hours. This is in step with the lockdown weeks of the study,
lockdown weeks of the study (where it ranged from 2.5-3 where it had ranged between 4-6 hours.
hours).

) o . ) * The proportion using partly or wholly illegal downloading

* The proportion downloading films was, at 24%, higher than it sources was, at 9%, in line with the past five weeks of the
had been in all but one week during lockdown. study (where it ranged between 7-10%).

* The median humber of dO_Wﬂ|00d5 in the past week remained + A "paid subscription service to an online video streaming
at 2 for the sixth consecutive wave. service" maintained its position as the dominant source of

access, by some way. It accounted for 81% of all time spent

* The proportion using partly or wholly illegal downloading

sources was, at 16%, in-line with, but at the higher end of, what streaming.
it had been during the past five weeks (where it ranged +  The proportion making physical purchases rose considerably
between 12-16%). after experiencing a steady decline during the final lockdown

weeks. Furthermore, at 15%, it was 2% higher than it had been

»  "Saving offline via a paid for subscription service" remained the o
during its lockdown peak.

dominant method, accounting for 63% of all film downloads.
‘Paying a single fee to download"” and *saving offline on catch- '« The median amount spent on “a paid subscription service”
up services" also remained in second and third places with 15% each month remained stable over the weeks at £9.

and 9% shares of downloads, respectively.

e The proportion streaming films, at 46%, remained consistent
with what it had been during the previous four lockdown weeks
of the study (where it ranged between 43-48%).

CONSUMPTION

Median time spent watching films each day*: Physical purchasing activity:
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A paid for subscription service such as Netflix,
Amazon Prime Video, NowTV etc.
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CATEGORY 02

Film

DOWNLOADING

Median number of downloads in past week:

3
2 2 2 2 2 2
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Downloading sources:
m Only legal = Mix of legal and illegal = Only illegal
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Share of downloading across sources:

u All other sources B BitTorrent or another file-sharing or peer to peer service

B Downloading feature films from sites like YouTube (with online converter) B Saving offline on TV Catch-up services

B Paying a single fee to download individual films/movies B Saving offline via a paid for subscription service
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Base: Wave 7 — ‘Median number of downloads in past week’, ‘Downloading sources’ and ‘Share of downloading across sources’ (Weekly TV downloaders, n=




CATEGORY 02

Film

STREAMING

Median hours spent streaming in past week:
{or minutes per day)
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w1 w2 w3 w4 W5 we w7
Streaming sources:
m Only legal = Mix of legal and illegal = Only illegal

Share of streaming across sources:

B A paid subscription to an online video streaming service B TV catch-up services
m A free streaming video site B A paid subscription to an IPTV provider

m All other sources

6% i e : ()
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Base: Wave 7 — ‘Median hours spent streaming in past week’, ‘Streaming sources’ and ‘Share of streaming across sources’ (Weekly film streamers, n=556-561)
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CATEGORY 03

TV

* Median hours spent watching TV (either online or offline)
was 4 hours per day in week 7. This was at the upper end
of what it had been during the lockdown weeks of the
study (where it ranged from 3.1-4 hours).

* The proportion downloading TV shows was, at 21%, higher
than all but one of the lockdown weeks (week 2 - where it
was also 21%).

e The median number of downloads, at 4, was consistent
with previous weeks, where it ranged between 3-5.

* The proportion using partly or wholly illegal downloading
sources was 12%. This was consistent with the previous four
lockdown waves, where it reduced to between 11-12%.

» For share of downloading across sources, "Saving offline on
a paid for subscription service" remained the dominant
method but, at 50%, was marginally lower than it had
been over previous weeks. Meanwhile, "Saving offline on
catch-up services" sustained the slight increase seen
between weeks 5 and 6, at 30%.

* The proportion of respondents streaming TV, at 41%, was
slightly lower than for the entire course of the study during
lockdown (but only by 1% for week 1).

* The proportion using partly or wholly illegal streaming
sources was, at 7%, consistent with the previous five weeks
of the survey, where it had ranged between 5-8%.

» A "paid subscription to an online video streaming service "
continued to have the largest share of time spent streaming.
However, at 68%, it saw a slight decrease on weeks 4-6 of
the study (where it had been between 72-74%). "TV catch-up
services" remained in second place, however it did
experience a slight increase in share, returning to its higher
levels.

* The proportion of those who had made a physical purchase
was at the highest point in had reached in the study. At 8%,
it was double the proportion in weeks 5-6 but only 1% more
than its previous peak in week 2.

* The median amount spent on "a paid subscription service"
increased by £1to £10, compared to weeks 1 and 6.

CONSUMPTION

Median time spent watching TV in any format (i.e. online
or offline) each day:
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CATEGORY 03

TV

DOWNLOADING
Median number of downloads in past week:
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Downloading sources:
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13%
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Share of downloading across sources:

m All other sources
m Download for free from the internet, without being sure where it comes from

® Paying a single fee to download TV programmes/episodes through services
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CATEGORY 03

TV

STREAMING

Median hours spent streaming in past week:
(or minutes per day)
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Base: Wave 7 — ‘Median number of hours spent streaming, ‘Streaming sources’ and ‘Share of streaming across sources’ (Weekly TV streamers, n=544-548)




CATEGORY 04

Video Games

* Median hours spent plqying video games decreased to 2 *  "Downloading video games for free" remained the most
hours per day gfter having been at 3 hours per day for used method of downloading/accessing video games
each week during lockdown. but, at 44%, was lower than it had been during the

previous five lockdown weeks of the study (where it had
been between 49-51%). "Paying a single fee to download
individual video games" was in second place with a 36%
share of downloads. This was an increase on the previous
five weeks of the study where it had been between

* The proportion of respondents downloading/accessing
video games was, at 21%, higher than it had been in any
of the previous six weeks during lockdown and 4% higher
than its previous peak (in week 1).

e The median number of games downloaded/accessed in 21-28%.
the POSt week reduced to 1, having been at 2 in all « The proportion of respondents purchasing physical
previous weeks of the study. copies, at 10%, was at the highest point it had been in
o s ) :
* The proportion using partly or wholly illegal weeeit;dy eirel 355 (g tneln e [rotens el i
downloading/accessing sources, at 6%, remained ’
consistent with the decline seen since week 4 onwards. It « The median amount spent on "paying a single fee to
was also at the lower end of the range (i.e. 6-9%). download individual video games” was, at £20, £10
higher than it had been in week 6 and £5 higher than
in week 1.
DOWNLOADING/ACCESSING
Median time spent playing video games each day: .
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Median amount spent each month on:

! £20
£15 i
Paying a single fee to download individual £10 ' 1
video games through services such as the o —_—— !
Apple App Store, Google Play, PlayStation i
or Xbox Store, Steam, Origin etc. Wi Wé i W7

: Wave 7 — ‘Median hours spent downloading/accessing in past week’ (played games in past week in any format n=426), ‘Downloading/accessing activity’, ‘Physical purchasing’ (Total sample,

), ‘Median amount spent each month’ (have ‘Paid a single fee to download individual video games’ n=92)



CATEGORY 04

Video Games

Median number downloaded/accessed in past week:

2 2 2 2 2 2
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Downloading/accessing sources:
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Share of downloading/accessing across sources:
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m Social media services m All other sources
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Base: Wave 7 — ‘Median number downloaded/accessed in past week’, Streaming sources’ and ‘Share of downloading/accessing across sources’ (Download/access video games weekly, n=203-217)




CATEGORY 05

E-publishing

* Median hours spent reading/listening remained at 2 hours per
day for books and audiobooks respectively which was the
same as almost all previous weeks of the study during
lockdown.

* Time spent reading magazines each day was 1 hour. This was
consistent with the previous weeks of the study during
lockdown where it had ranged between 40 minutes-1hour.

E-BOOKS

e The proportion of respondents downloading/accessing e-
books, at 18%, was higher than it had been in the previous four
weeks of the study which took place during lockdown (where it
had ranged between 11-14%).

e The number of e-books downloaded/accessed fell to 1 after
having been 2 in every previous week of the study.

* The proportion using partly or wholly illegal

downloading/accessing sources, at 15%, was in line with the

previous weeks of the study during lockdown, where it had
been between 10-18%.

* "Paying a single fee to access e-books" remained the most
popular source of downloading/accessing e-books at 52% and
was followed, by some way, by those who "pay for a
subscription service" at 15%.

DIGITAL MAGAZINES

» The proportion of respondents downloading/accessing digital
magazines, at 7%, was in line with the weeks of the study
during lockdown, where it had ranged between 6-9%.

»  The number of digital magazines downloaded/accessed, at 2,
was unchanged from five of the previous weeks during
lockdown.

» The proportion using partly or wholly illegal sources for

downloading or accessing digital magazines, at 28%, was at
the upper end of what it had been during the previous six
weeks during lockdown (20-27%) .

» "Paying for a subscription service" and "accessing content
made available for free by publishers” continued to be the top
two ways in which content is accessed, with 27% and 26%
shares, respectively. They were followed by "paying a single fee
to download or read individual issues’, at 20%.

AUDIOBOOKS

The proportion of respondents downloading/accessing
audiobooks, at 7%, was in line with, but at the upper end
of, the lockdown weeks of the study where it had ranged
between 4-7%.

The number of audiobooks downloaded remained at 1,
which is unchanged from all previous weeks of the study.

The proportion using partly or wholly illegal

downloading/accessing sources, at 19%, was in the
middle of the previous weeks of the study during
lockdown, where it had been between 12-27%.

"Paying for a subscription service" and "paying a single
fee" remained the top two sources of
accessing/downloading audiobooks, with 30% and 28%
share of titles downloaded/accessed, respectively. The
share of titles titles accessed from a "library”, at 19%, was
substantially higher than what it had been during
lockdown, where it ranged between 1-7%.

Base: Wave 7 — ‘Median time spent reading/listening each day’ (E-books n=453, Digital magazines n=216, Audiobooks n=86), ‘Downloading/accessing activity’, ‘Physical purchasing’ (Total sample, n=1,001)




CATEGORY 05

E-publishing

CONSUMPTION

Median time spent reading/listening in any format (i.e. online or offline) each day:

Books
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E-BOOKS
18% 17% 14% 18% 14% o 15%
o 12% 1% 12% 1% 90/0 10% 90/0
EEEN S EEFE NN
| | I I I ||
wi w2 w3 wa ws wé w7 wi w2 w3 wa ws we w7

DIGITAL MAGAZINES
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Base: Wave 7 — ‘Median time spent reading/listening each day’ (E-books n=453, Digital magazines n=216, Audiobooks n=86), ‘Downloading/accessing activity’, ‘Physical purchasing’ (Total sample, n=1,001)




CATEGORY 05

E-publishing

Number of publications downloaded/accessed:

E-BOOKS DIGITAL MAGAZINES

N
N
N
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AUDIOBOOKS
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Median amount spent each month:

E-BOOKS
£5 £6 £6
Paying a single fee to download individual o ¢
e-books through services such as the
Amazon Kindle Store, Kobo, Apple Books
or Ebooks.com etc.
W1 Wé w7
£8 £8 £8
Pay for a subscription to a service that ® PY Py
allows you download or read e-books
online {e.g. Kindle Unlimited, Scribd etc.)
W1 Wwé w7
DIGITAL MAGAZINES
Paying a single fee to download or read £5 £6 £5
individual issues of digital magazines
through services such as the Mags Direct,
Newsstand.co.uk or Zinio
w1 Wwé w7
£7 £10

Pay for a subscription to a service or
publisher that allows you to download or £12
access multiple issues of digital magazines

w1 weé w7
AUDIOBOOKS
Payi ingle f d load £7 £8
Gudioboosz ltr;lggoou;Qgs;vieceezosucohwgsotae E‘S__ —— —e
Audible, Apple etc.
W1 Wwé w7
Pay for a subscription to a service that £8 £8

allows you listen to Audiobooks online £12 \’

(subscription to Audible, Scribd etc.)

Base: Wave 7 — ‘Number of publications downloaded/accessed’ (Weekly E-book consumers n=174, Weekly Digital magazine consumers n=71, Weekly Audiobook consumers n=74), Median amount spent
each month (Weekly users of sources of paid e-book n=40-105, Digital magazines n=21-26, Audiobooks n=. 9)




CATEGORY 05

E-publishing

Legality of sources:

E-BOOKS
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81% 82% sote
74% 74%
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Base: Wave 7 — ‘Legality of sources’ (Weekly E-books consumers n=169, Weekly Digital magazine consumers n=64, Weekly Audiobooks consumers n=72)




CATEGORY 05

E-publishing

Share of downloading/accessing across sources:

E-BOOKS
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w
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B Paying a single fee to download individual e-books

m Pay for a subscription to a service that allows you to download or
read e-books online

m Accessing content made available online by o library

m A free website which hosts or links to e-books | would otherwise
expect to pay for

m Accessing content made available for free by publishers on their
own social media or website

u A file hosting website or cyberlocker

m All other sources

DIGITAL MAGAZINES
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1% 1%

we T T WS

w

m Pay for a subscription to a service or publisher that allows you to
download or access multiple issues of digital magazines online

B Accessing content made available for free by publishers on their
own social media or website

® Paying a single fee to download or read individual issues of digital
magazines

B A free website which hosts or links to digital magazines | would
otherwise expect to pay for

B BitTorrent or another file-sharing or peer to peer service

Downloading/accessing for free from the internet, without really
being sure where it comes from

= All other sources

AUDIOBOOKS

3%
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5%
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5%
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5%
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B Pay for a subscription to a service that allows you listen to
audiobooks online

B Paying a single fee to download individual audiobooks

m Accessing content made available for free by publishers on their
own social media or website

B A free website which hosts or links to audiobooks | would otherwise
expect to pay for
B Ripping audio books from sites such as YouTube

= Accessing content made available online by a library

B All other sources

Base: Wave 7 — ‘Share of downloading/accessing across sources’ (Weekly E-books consumers n=174, Weekly Digital magazine consumers n=71, Weekly Audiobooks consumers n=44)




Digital Culture - Consumer Tracking Study

Other content consumption

Most categories saw small declines in week 7 in terms of the
frequency with which they were accessed compared with the
preceding six weeks of the study which took place during
lockdown.

Three of the categories that remained most resilient (i.e. where
results were consistent with or higher than some of the lockdown
weeks) related to gaming. This included "playing online
multiplayer video games" (23% had done so at least once in the
past week compared to 19-24% during lockdown), “watching live
streams of people playing video games" (15% compared to 14-
17%) and "watching e-sports" (11% compared to 11-13%).

Other cultural activities experienced small declines compared
with consumption during lockdown. "Watching filmed
performances of theatre, concerts and/or dance shows", at 11%,
continued its downward trend after peaking at 19% in the
second week of the study during lockdown.

"Looking at art, paintings and photographs online” followed a
similar pattern in that, after peaking at 17% in weeks 1 and 2, it
had declined to 12% in week 7.

Radio content consumption, which had only been asked about
for the first time in week 6 (i.e. the last week of the study
during lockdown), had become more frequent. The proportion
listening to the radio offline at least once a week grew by 5%
to 51%, while those doing so online grew by 3% to 48%. The
proportion listening to podcasts at least once a week
remained unchanged at 24%.

Use of video software for "social activities” had ranged
between 49-54% during the lockdown weeks of the study, but
fell to 41% in week 7. Using it for work meetings remained
more resilient at 25% when, during the lockdown weeks, it had
been between 26-28%.

Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7
M n last week (total)
0.1 READ/WATCH v
M |n last week (daily)
“Ever done” measured week 1only In last week (less than daily)
and added here as a baseline
90% 92% 91% 9% 90% 90%
77% 77% 76% 75% 75% %%

Watch or read news content online or on TV

Watch videos made by other users (e.g. tutorials,
song/dance covers, funny clips)

Watch live social media streams/
broadcasts from other users

Watch filmed performances of theatre, concerts
and/or dance shows online

Look at art, paintings and photographs
online {e.g. from a virtual collection)

Watch live streams of people playing
video games (e.g. on Twitch)

Watch e-sports (i.e. watch people online play
a multiplayer video game competitively)

42%

[19%

64%

17%
4%,

17%

15%

- 6%
-

12%

I75°/o

39%

I14%
]

2% 37% 32%

15%

66% 62%

n%

64%

33%

19%

o 0, o o
' 7% " /ow, 3% “ /ow, M%ye
R B8 [ [ [ -
o
A 16% 1% 9 3% 495 3% 9% 2%
17%6 . 16% 6%, 4%, b, 5%,
o .
3% 2% 12% 9%, 1%49% %305 %39

Base: Wave 7 Total sample (n=1,001)



Digital Culture - Consumer Tracking Study

Other content consumption

0.2 INTERACT WORK/SOC|AL Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7
W In lost week (total) W In last week (daily) In last week (less than daily)
Look at, comment on, or 'like' social media posts 7% 3% 70% 70% 69% 66% 66%

N o N % 5% % 46%

(V)

Use video software for social activities 51% 54% 53% 52% 51% 49%

1%
wnrersery e L Bl bk B3 Bl
°

Look at, comment on, or ‘like’ social media

. 39% 40% % 38% 36% 37% 35%
content posted by celebrities i

E bk ki h b L L

Conduct work meetings via video software N Y 3 S 28% S S

11% 9 1% %

0.3 ACTIVELY PARTICIPATE

M |n last week (total) M n |ost week (daily)

than daily)

Online learning such as watch free to access

videos (e.g. YouTube Tutorials) or enrolling on S S5 s S 53 S

24%
Play online multiplayer video games (e.g.
Minecraft, Fortnite) on any device inc. s - - 20%_ 20% 0%, 23%

smartphones [ B P % % 10%
(v N v

>

Take part in online fitness classes (e.g. on
Instagram Live, YouTube Live or Zoom) 2% 2% S0 20% 19% %

% 1%,

%

W In last week (total)
0'4 CREATE/SHARE M |n lost week (daily)
In last week (less than daily)

63% Sharing images or videos online
ever

36% 38% 36% 35% 34% 33% 30%
done that are not created by you 9 9 %

8% 6% 7% 6%

50% Create and post your own
ever videos/written/audio content online (e.g. on : > »
il e / (eg S 26% Do 26% 24% 24% 20%

Instagram, YouTube, TikTok)

:‘9’:/: Make content you own (e.g. music,
done films/shows, books) publicly available by

uploading files or links online 2% 2% % %49 My 10%q, %39,

Base: Wave 7 Total sample (n
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Other content consumption

Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7
W n last week (total)
“Ever done" measured week 7 and N .
added here as a baseline In last week (daily)
In lost week (less than daily)
Listen to the radio online (e.g. BBC Sounds) %% 8%

Listen to the radio offline (e.g. DAB, radio 46% 51%

receiver, through TV) I I

Listen to podcasts (e.g. Serial, The Joe Rogan
Experience) 24% 24%

Base: Wave 7 Total sample (n=
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