Majority of TV Viewing now “On-Demand” for 1 in
4 Brits
Rises to 1 in 3 Smart TV owners and 41% of 18-24 year olds
London, 30th April 2012: A YouGov survey of the nation’s TV habits reveals that one
in four (26%) Britons now claim to spend more time watching TV through “on-demand”
services, such as BBC’s iPlayer, than they do watching traditional “linear” TV.
This type of behaviour is even more pronounced amongst people aged 18 – 24 years;
41% of whom say the majority of the TV they watch is now “on-demand.” The likelihood
of doing this, however, decreases with age down to 14% of people aged 55 or older.

Amongst people who own Smart TVs (ones that connect directly to the internet without
requiring any other device) just over one in three (35%) say the majority of their TV
viewing is “on-demand.” This is also the case for over half (53%) of 18-24 year olds
with a Smart TV and half (51%) of Smart TV owners with pre-school children.
Dan Brilot, YouGov’s Media Consulting Director, “These figures show that we are
perhaps entering into a paradigm shift in the way that we consume Television – “TV
2.0.” Whilst we know (from industry sources such as BARB) that linear TV is still
growing, alongside this we are observing a huge growth in on-demand consumption.
TV 2.0 is all about consumers, rather than schedulers, deciding what to watch and
when. Whilst linear TV is still at the core of most things that most people watch, the
next generation who are growing up with the internet’s new mode of serving and
searching content will increasingly focus their viewing attention to on-demand
services.”
With 14% of UK households set to own one in the next year, Smart TV’s are having a
big impact on both programme and advertising viewing. Although four in ten (39%)
people say they are watching more “on-demand” TV than they were a year ago, this
increases dramatically to over one half (53%) of Smart TV owners. This positive impact
is also extending to TV advertising; only 14% of people say they pay attention to ads
on TV but this doubles to 29% amongst 18-24 year old Smart TV owners.
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Brilot comments, “TV 2.0 isn’t just about better programming choices but also more
effective and targeted advertising too. The appeal of clickable ads, for example, is clear
- almost a fifth of consumers want to be able to click on TV ads to find out more about
the products they are interested in. This desire for a ‘call to action’ relevant to them is
ideal for advertisers, particularly if the call to action is making an instant purchase using
their TV set and offers a measurable clickable return on advertising investment.”

This power of Smart TV has further potential for tapping as Smart TVs are not primarily
being bought because of their ‘smart’ capability – that is directly connecting to the
Internet without the need of another device. For example, only half (53%) of Smart TV
owners correctly selected this as a definition of a Smart TV and one in four (25%) have
never used their Smart TV to connect to the internet. Furthermore, only one third (37%)
of people planning to buy a Smart TV said that connecting to the internet was a reason
for considering a purchase – the most common factor was simply having a more up-todate TV (cited by 50% of people planning to buy one).

However, nearly half (47%) of all Smart TV owners are using their Smart TV to access
the internet at least once a week. Households with pre-school children tend to be the
groups doing this most frequently.
Brilot comments, “The ‘smart’ part of a Smart TV is not the main reason many people
are buying them at the moment; it’s more about future-proofing their TV set in the same
way that lots of people did when they bought HD TV’s. However, there is a strong hardcore of early Smart TV adopters who clearly ‘get it’ and are driving the impact that
Smart TV will increasingly have on future programme and advert consumption.”

Sony looks like it could be overtaken by Samsung as the manufacturer of choice for
Smart TV owners. Amongst Smart TV owners, over one third (36%) have a Sony,
followed by Samsung (33%) then Panasonic (16%). However, almost two-thirds (62%)
of people planning to purchase one in the next 12 months are considering Samsung
followed by Sony (48%) and Panasonic (40%).
Brilot concludes, “Sony is seen as the quality or premium brand favoured by many
early tech adopters – late twenty- or thirty-something men – but Samsung is the brand
working the hardest and most successfully to bring Smart TV to the masses through its
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advertising campaigns as well as leading the way in the availability of apps on the
sets.”
If you are interested in Connected TVs, the ‘Connected TV Summit’ is taking place in
London on the 2nd and 3rd May and may be of interest. The two day conference
includes sessions on Social TV & Apps; expanding the market for paid OTT content;
using Connected TV to extend reach and content discovery with over 70 global
speakers confirmed, including: Google TV, Verizon, LG, Deutsche Telekom, Vodafone,
Samsung, Sony, plus many more. You can also expect demos from the latest
Connected TVs and lively and interactive debates. Find out more here:
http://www.connectedtvsummit.com
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Notes to Editors
About YouGov
YouGov is an international, full service market research agency offering added value
consultancy, qualitative research, fast turnaround Omnibus research, syndicated
products such as the daily brand perception tracker BrandIndex and comprehensive
market intelligence reports. YouGov’s sector specialist teams serve consumer,
financial, media, technology and telecoms and public sector markets.

YouGov is considered a pioneer of online market research and has a panel of 2.5
million people worldwide, including over 350,000 people in the UK representing all
ages, socio-economic groups and other demographic types.
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As the most quoted market research agency in the UK, YouGov has a welldocumented and published track record illustrating the accuracy of its survey methods.

For further information visit www.yougov.co.uk
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