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KEY FINDINGS 

• Video-on-Demand (VOD) is one of the most popular platforms for viewing films – three-fifths (61%) of the UK 

adult population have seen a film on VOD, while two-fifths (43%) watch at least one film per month on VOD.  

 

• VOD film consumption is particularly high amongst young people. It is also more prevalent amongst men, middle-

class professionals and university graduates than women, people in working-class professions and non-graduates 

respectively.  

 

• Netflix is presently the most popular VOD service (30% of UK adults watch at least one film on Netflix every 2-3 

months), followed by Amazon Prime Video (20%). VOD services which specialise in ‘indie’ or ‘arthouse’ films (e.g. 

MUBI, BFI Player, Curzon Home Cinema) are used by only 1% of the UK adult population. 

 

• Action, comedy and dramas are the most popular types of film viewed on-demand, while foreign-language, 

horror films and classic films are the least popular. Documentaries are more popular on-demand than might be 

expected from their performance at the UK box office. 

 

• Over a third (35%) of the UK adult population prefer to watch films on-demand – either through a paid VOD 

service (20%) or free VOD service (16%). Almost a third (32%) of UK adults prefer to watch films in the cinema, 

while another third (33%) are not interested in watching films on either VOD or in the cinema, or did not know 

how to respond to this question. 

 

• Convenience and cost are reported to be the main appeal of paid VOD services. Of those who prefer to pay to 

watch films on-demand rather than go to the cinema, 58% say this is because they ‘want to watch films at a 

time/location that suits [them]’, 57% says this is because VOD is ‘better value for money’, and 56% say this is 

because they ‘prefer watching films at home’. 

 

• Of those who prefer to download or stream films from the internet for free (whether legally or illegally), 

convenience and cost are also key factors – 45% say ‘it’s more convenient’, 40% think that ‘paid subscription or 

rental VOD services are too expensive’, and 35% say they ‘can’t afford to watch films via a paid subscription or 

rental VOD service’. 

 

• The technical aspects of the big screen experience seem to be the most important factor behind the appeal of 

cinemagoing. Of those who prefer to watch films at the cinema, 70% say it because they ‘like the cinema 

experience’, 62% say they prefer cinema because the ‘sound/picture quality is better’, and 49% say they want to 

‘see the film in the way the filmmaker intended’. 

 

• Although more films are consumed on VOD than at the cinema, the growth of VOD has not necessarily lessened 

the appeal of cinemagoing, particularly amongst middle-class professionals and university graduates, who can 

perhaps more easily afford the cost of cinema tickets. 

 

• Neither has it encouraged audiences to consume a greater diversity of films. With the exception of documentary 

features, specialised films (e.g. foreign-language films, arthouse films and classic films) are amongst the least 

popular types of films consumed on VOD. Moreover, they tend to appeal to narrow social demographic (e.g. 

university graduates). 

 

• Thus, the rise of VOD seems to be reinforcing prevailing movie tastes and interests, rather than challenge them. 

People end up watching more of the same.  
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INTRODUCTION 

The growth of Video-on-Demand (VOD) in the UK in recent years (notably since Netflix’s UK launch in 2012), 

coupled with the spread of high-speed internet access, has provided a new way of consuming films. Through 

access to services such as Netflix or Amazon Prime Video, consumers can watch a huge variety of films, 

whenever and wherever they want. 

This raises some basic research questions about the consumption of films on VOD:  

• How many people in the UK watch films on-demand?  

• What VOD services do they use most often?  

• What kinds of films do they watch on-demand?  

• Why do people like to watch films on-demand? 

Current research provides some answers to these questions. Ofcom’s Communication Market Report (2016, 

60), for example, shows that 26% of UK adults used a paid on-demand service on a weekly basis in 2016, up 

from 18% of UK adults in 2014. Usage is particularly high amongst young people – 57% of 16-24 year olds used 

a paid on-demand service on a weekly basis, compared with only 7% of people aged 65 or over. The Ofcom 

(2016, 61) report shows that Netflix is the most popular paid on-demand service (23% used the service on a 

weekly basis in 2016), followed by Amazon Video (9%), NowTV (4%) and iTunes (4%). The main reasons 

identified for subscribing to these services were: to access the back catalogue of TV programmes (39%) or films 

(38%); to watch original series made by the provider (31%); to access new movie releases (27%); and to watch 

content at a time that suits the consumer (27%) (Ofcom 2016, 62). Accessing niche content (5%) was identified 

as one of the least important driving factors for paying to use VOD services. 

Other research provides further insights into the market for films on VOD. The British Film Institute’s (BFI) 

Statistical Report (2016, 171), for example, estimates that the value of the VOD market for film in the UK was 

£500 million in 2015 – equivalent to about 12% of the total UK film market. Digital video still generates less 

revenue that physical video (i.e. DVD sales and rentals), but this may soon change. For example, while DVD 

sales have declined by 55% since 2006 and DVD rentals have virtually disappeared, the VOD market grew by 

516% in the period 2006-15. Subscription VOD (SVOD) services account for just under half (49%) of total on-

demand film revenue, digital rentals account for about a quarter (24%) of revenue, and digital sales account 

for just over a fifth (22%) of revenue (the remaining 5% of on-demand film revenue comes from advertising), 

though these figures relate to revenue from both feature film and TV programmes (BFI 2016, 149). Meanwhile, 

a report for the European Audiovisual Observatory (Ene and Grece 2015, 28) found that 68% of films available 

on mainstream VOD services in the UK were American productions, 11% were British, 9% from mainland 

Europe, and 12% from the rest of the world, suggesting that VOD services do provide some diversity of 

content. The proportion of American films available on VOD in the UK was 9 percentage points higher than the 

EU, while the proportion of European films was 7 percentage points lower. 

These industry reports provide a good general overview of trends in the market for VOD in the UK. However, 

the data is still quite limited in terms of specifically understanding the consumption of films on-demand. 

Ofcom’s market report, for example, does not differentiate between whether particular VOD services are used 

to watch films or TV programmes. Neither does it survey VOD services which specialise in ‘indie’ or ‘arthouse’ 

films, such as BFI Player, MUBI or Curzon Home Cinema. The amount of social demographic data is limited only 

to age, thereby ignoring how other factors such as gender, social class, education or geographical locality may 

affect the usage of VOD services, and there is no indication of the types of films people watch on-demand. 

There are also some wider questions which previous studies have not addressed: 

• How has the rise of VOD affected cinemagoing in the UK?  
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• Has it encouraged audiences to engage with a greater diversity of films?  

• Has it discouraged the use of illegal pirate or torrent websites? 

The purpose of this report is to answer these questions. As such, it is hoped that the data and analysis 

presented in this report will be of benefit to both film and media scholars and film industry professionals who 

are interested in film consumption on VOD in the UK. 

 

METHODOLOGY 

To answer the research questions outlined above, the ‘Digital Technologies and the Creative Industries: How 

On-Demand Platforms are Changing Film and Television Distribution and Consumption’ project team 

(hereafter referred to as the On-demand Project) based at the University of York employed the following 

methodology. 

First, we devised a small pilot survey on film consumption on VOD, which we circulated amongst academic 

colleagues through mailing lists and social networks.1 As well as allowing us to see which questions worked, 

the pilot survey allowed respondents to offer their own feedback on the survey questions. In total, we had 129 

responses. 

Taking this feedback into account, we then revised our survey questions and commissioned the polling 

company YouGov to conduct a nationwide survey using the revised survey questions. Because of the high cost 

of conducting a nationwide survey, we could only afford to include seven questions within the final survey. 

Nevertheless, using a professional polling company meant the survey would reach a large, representative 

sample of the UK population, something which could not have been achieved through distributing the survey 

ourselves. The seven questions included in the final YouGov survey are available in Appendix 1. 

YouGov describe their survey methodology as follows: 

This survey has been conducted using an online interview administered to members of the YouGov 

Plc UK panel of 800,000+ individuals who have agreed to take part in surveys. Emails are sent to 

panellists selected at random from the base sample. The e-mail invites them to take part in a survey 

and provides a generic survey link. Once a panel member clicks on the link they are sent to the survey 

that they are most required for, according to the sample definition and quotas. (The sample definition 

could be "GB adult population" or a subset such as "GB adult females"). Invitations to surveys don’t 

expire and respondents can be sent to any available survey. The responding sample is weighted to the 

profile of the sample definition to provide a representative reporting sample. The profile is normally 

derived from census data or, if not available from the census, from industry accepted data. 

A total of 2,088 adults completed the YouGov survey, with the fieldwork undertaken between 26-27 July 2017. 

The survey results were weighted, to be representative of all UK adults (aged 18+), then delivered to the On-

demand Project team for further analysis using SPSS, a software package for analysing quantitative data. 

The analysis of the survey data involved two stages. Firstly, certain variables were combined to create new 

variables. Thus, in order to identify how many respondents had seen a film on any type of VOD service, a new 

variable was created from the number of respondents who had seen a film on either subscription VOD (SVOD), 

                                                             
1 The pilot survey was circulated on the Media, Communication and Cultural Studies Association (MeCCSA) and the British Association of 
Film, Television and Screen Studies (BAFTSS) mailing lists, as well as the Mediating Cultural Encounters through European Screens 
(MeCETES) Twitter and Facebook pages.  
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transactional VOD (TVOD) or a website where movies can be downloaded or streamed for free (free VOD). 

Statistics which are based on our own calculations are indicated in the footnotes. 

Secondly, the survey findings were subjected to statistical testing using a two-sided test of equality for column 

proportions to determine whether variations in the data across age, gender, social grade and so on were 

statistically significant, rather than due to sampling error. As such, any findings relating to variations by social 

demographics (e.g. young people are more likely to watch films on VOD than older people) should be regarded 

as statistically significant at a confidence level of p<0.05.2 A full breakdown of the survey results by social 

demographics – including the results of the significance testing – is available in Appendix 2. 

 

HOW MANY PEOPLE IN THE UK WATCH FILMS ON-DEMAND? 

According to the results of the YouGov survey, three out of five (61%) of UK adults have watched a film on any 

type of VOD service.3 Almost half the UK adult population (47%) have watched a film on a subscription VOD 

service (SVOD) service such as Netflix; about a quarter (23%) have rented or bought a film from a transactional 

VOD (TVOD) service such as iTunes; and over a third (37%) have downloaded or streamed a film from the 

internet for free whether legally or illegally (free VOD). 

Traditional ‘linear’ television, where the viewer watches a film or TV programme “at the particular time it’s 

offered, and on the particular channel it’s presented on” (Interactive TV Institute 2010), is still the most 

popular platform for watching films in the UK – 56% of the UK adult population watch at least one film per 

month aired on a TV channel such as BBC One, Channel 4 or Sky Movies. However, watching films on-demand 

is almost as popular as linear TV and much more common than either renting or buying DVDs or going to the 

cinema – 43% of the UK adult population watch at least one film per month on VOD (35% on SVOD, 7% on 

TVOD, and 17% on a free VOD platform), compared with 28% for DVD and 15% for cinema (figure 1). 

 

 

Figure 1. Percentage of UK adult population who watch at least one film per month by platform used. Source: YouGov (2017) 

                                                             
2 Note that any percentages on bases fewer than 50 respondents have not been reported as they do not represent a wide enough cross-
section of the target population to the statistically reliable. 
3 ‘Any VOD service’ was calculated by determining the number of respondents who had seen a film on either SVOD, TVOD ore free VOD.  

17%

7%

35%

43%

28%

56%

15%

Free VOD service

TVOD

SVOD

Any VOD service

DVD

Linear TV

Cinema



6 

 

Young people are considerably more likely than older people to watch films on VOD – 69% of 18-24 year olds 

watch at least one film on VOD per month, compared with 43% of 45-54 year olds and only 22% of people 

aged 55 and over (see appendix 2, table 1). 61% of people aged 55 and over have never seen a film on VOD.4 

Men are more likely than women to watch films on VOD, particularly on VOD services where films can be 

watched for free (whether legally or illegally) – 46% of males watch at least one film on VOD per month, 

compared with 40% of females. 

People in ‘middle-class’ professions are more likely than those in ‘working-class’ professions to watch films on 

VOD, particularly on SVOD services – 44% of people in social grade ABC1 watch at least one film on VOD per 

month, compared with 41% of people in social grade C2DE. 

University graduates are more likely than non-graduates to watch films on VOD – 47% of people with a 

university degree watch at least one film on VOD per month, compared with 41% of people without a degree. 

Film consumption on VOD is fairly evenly spread throughout the UK, though people in Scotland are more likely 

than those in the North of England (52% v 39%) to watch at least one film per month on VOD. 

 

WHAT VOD SERVICES DO PEOPLE IN THE UK USE MOST OFTEN? 

Nearly half of UK adults (48%) have paid to watch a film on either a SVOD or TVOD service at some point in 

their life. 

As with previous research on the market for VOD (e.g. Ofcom 2016), our survey found that Netflix is the most 

popular VOD service on which people pay to watch films (29% of the UK adult population watch at least one 

film on this service every 2-3 months), followed by Amazon Prime Video (20%), various VOD services offered as 

part of subscription TV packages (e.g. SkyGo, Virgin TV Anywhere, BT Store) (10%), and NowTV (7%).5 

Less than 3% of the UK adult population pay to watch a film every 2-3 months on well-established TVOD 

services such as iTunes, Google Play or YouTube, while just 1% of the UK adult population use VOD services 

which specialise in ‘indie’ or ‘arthouse’ films, such as MUBI, Curzon Home Cinema or the BFI Player. 

                                                             
4 Conversely, older people are significantly more likely than younger people to watch films on linear TV – 66% of 45-54 year olds and 56% 
of people aged 55 and over watch at least one film per month on TV, compared with 43% of 18-24 year olds. 
5 These figures aggregate the results for both SVOD and TVOD. They have also been recalculated as percentages of the entire UK adult 
population, rather than as percentages of the population who use an SVOD or TVOD service every 2-3 months. Note that 9% of the UK 
adult population said they watched films on YouTube through a subscription service. However, since YouTube does not offer a film 
subscription service in the UK, these results were discounted. 
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Figure 2. Percentage of the UK adult population who have paid to watch a film on VOD in the last 2-3 months by VOD service used. 

Source: YouGov (2017) 

With the exception of Google Play, most of the VOD service surveyed are skewed in terms of usage towards 

young people (see appendix 2, table 2). Most are also skewed towards men, middle-class professionals 

(notably Amazon Prime Video and Netflix), and university graduates (notably Amazon Prime Video and Netflix), 

though the base samples are too low to differentiate usage by social demographics with any statistical 

certainty. 

Paying to watch films on VOD does not necessarily stop people from watching films on other media platforms. 

Indeed, those who watch at least one film per month on either a SVOD or TVOD service are more likely to 

watch at least one film per month at the cinema (62% compared with 32%), on linear TV (47% compared with 

23%), on DVD (52% compared with 30%) or on a free VOD service (62% compared with 31%). Put simply, SVOD 

and TVOD users are heavy film consumers across all media platforms. 

 

WHAT KINDS OF FILMS DO PEOPLE IN THE UK WATCH ON-DEMAND? 

The most popular type of films viewed on-demand in the UK are action films (e.g. adventure, crime, thriller 

etc.) (25% of the UK adult population pay to watch a film in this genre on VOD every 2-3 months), followed by 

comedy (24%), drama (22%) and fantasy/science-fiction (21%).6 The least popular types of film are foreign-

language film/arthouse films (7%), horror (11%) and classic films (11%). These patterns broadly mirror wider 

box office trends – though documentaries, one of the least popular genres in box office terms, with only 0.6% 

of the total UK box office (BFI 2016, 44), are perhaps more popular on VOD than might be expected. 

                                                             
6 These figures have been recalculated as percentages of the entire UK adult population, rather than as percentages of the population who 
use an SVOD or TVOD service every 2-3 months. 

30%

20%

10%
7%

3% 3% 2% 2% 2% 1% 1% 1%



8 

 

 

Figure 3. Percentage of UK adult population who have paid to watch a film on VOD in the last 2-3 months by types of film watched. 

Source: YouGov (2017)  

All types of film are skewed towards a younger people, though this partly reflects the fact that younger people 

watch more films on VOD than older people. 

Action, classic films and fantasy/sci-films are most skewed towards a male audience, while animations are 

most skewed towards a female audience (see appendix 2, table 3).  

Most genres of film except horror are skewed towards middle-class professionals, while classic, comedy, 

documentary, fantasy/sci-fi films and foreign-language films are most skewed towards graduates. 

People living in Scotland are more likely than people living in the Midlands and Wales to watch action films on 

VOD (38% v 23%), but generally the pattern of film consumption on VOD by genre is undifferentiated across 

the nations and regions of the UK.7 

Again, these patterns generally mirror previous studies (Follows 2017a, b, BFI 2011, Jones 2017) on how film 

audiences vary by genre. 

 

WHY DO PEOPLE IN THE UK LIKE TO WATCH FILMS ON-DEMAND? 

Respondents were asked whether they preferred watching films on a paid VOD service (i.e. SVOD or TVOD), a 

free VOD service (whether legal or illegal), at the cinema or none of these options. 

Over a third (35%) of the UK adult population prefer to watch films on-demand – either through a paid VOD 

service (20%) or by downloading or streaming films from the internet for free (16%) (figure 4). 

Almost a third (32%) of UK adults would prefer to watch films in the cinema, while the another third (33%) of 

the UK adult population either rejected any of these options or did not know how to respond to the question. 

                                                             
7 People living in London are significantly more likely to watch foreign-language films than people living in the North of England. However, 
the base samples are too low to be statically reliable. 
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Figure 4. Preferred platform for viewing films amongst UK adult population. Source: YouGov (2017) 

Young people particularly prefer watching films on VOD services (whether paid or unpaid) – 27% of 18-24 year 

olds say they would prefer to pay to watch films on VOD than the cinema, compared with only 11% of people 

aged 55 and over (appendix 2, table 4). However, there is no statistically significant difference in preference by 

gender, social grade, education or region. 

Meanwhile, cinema particularly appeals to middle-class professionals and university graduates. People living in 

London or the Midlands and Wales are also more likely to prefer cinema over people living in the North of 

England. However, there is no statistically significant difference in preference by age or gender. 

 

THE APPEAL OF PAID VOD SERVICES 

Convenience and cost are the main appeal of paid VOD services. Of those who prefer to pay to watch films on-

demand, 58% say this is because they ‘want to watch films at a time/location that suits [them]’, 57% says this 

is because VOD is ‘better value for money’, and 56% say this is because they prefer watching films at home 

(figure 5). 

Just over a third (36%) choose to watch films on paid VOD services because they offer a ‘better choice of films’, 

while a similar proportion (33%) prefer paid VOD services because they ‘want to watch older films which are 

no longer available in cinemas’. 

Only a small proportion of respondents (14%) prefer to watch films on paid VOD services because they ‘dislike 

the cinema experience’. Similarly, few choose to watch films on paid VOD services because they have no other 

alternative – 14% say they pay to watch films on-demand because they ‘cannot easily get to the cinema’ (e.g. 

due to physical mobility, carer responsibilities, etc.), 8% say they ‘want to watch new films which are not 

available in their local area’, and just 4% say they prefer VOD because ‘there are no cinemas in [their] area’. 
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16%

20%

Don't know

None of these

I prefer to watch films in the cinema

I prefer to download/ stream films from the internet for free

I prefer to pay to watch films on a video-on-demand service
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Figure 5. Reasons why UK adults prefer paying to watch films on VOD. Source: YouGov (2017)  

Young people aged 18-24 are more likely than older people aged 55 and over to prefer paid VOD services 

because they think it is better value for money (63% v 36%) or because they want to watch older films which 

are no longer available in the cinema (50% v 33%); women are more likely than men to choose paid VOD 

services in order to watch films at a time or location which suits them (63% v 52%); and middle-class 

professionals are more likely than those in working-class professions to prefer paid VOD services because they 

think there is a better choice of films available on-demand (40% v 30%) (appendix 2, table 5).  

Generally, though, there is little significant difference in terms of the reasons why different social groups 

prefer to pay to watch films on VOD or the base samples are too small to be statistically reliable. 

 

THE APPEAL OF FREE VOD SERVICES 

Not all who watch films on-demand like to pay for the experience. About 16% of the UK adult population 

prefer to download or stream films from the internet for free (whether legally or illegally), rather than visit the 

cinema or use a SVOD or TVOD service. This is most likely to be the case with 18-24 year olds – 27% of whom 

would prefer to watch films on a free VOD service. 

Again, convenience and cost are the key factors. Of those who prefer to download or stream films from the 

internet for free (whether legally or illegally) rather than use an SVOD or TVOD service, 45% say ‘it’s more 

convenient’, 40% think that ‘paid subscription or rental video-on-demand services are too expensive’, 35% say 

they ‘can’t afford to watch films via a paid subscription or rental video-on-demand service’, and 32% think it is 

an easier way to ‘find the films I want to watch’ (figure 6). 

However, few are forced to take this course of action because no other options are available. Only 21% say 

they prefer to download or stream films online (whether legally or illegally) because they ‘want to watch films 

which are not available on paid for video-on-demand services’, while just 6% do so because ‘want to see films 

before they are released in [their] local area/country’. 
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Figure 6. Reasons why UK adults prefer to use download or stream movies from the internet for free (whether legally or illegally). 

Source: YouGov (2017) 

 

THE APPEAL OF CINEMA 

Despite the widespread popularity of VOD services, almost a third (32%) of UK adults would still prefer to 

watch films at the cinema over VOD services. 

Of those who prefer to watch films in the cinema, 70% say this is because they ‘like the cinema experience’ 

(figure 7). In particular, audiences mainly appreciate the technical aspects of the cinema experience – 62% say 

they prefer cinema because the ‘sound/picture quality is better’ than other platforms, while 49% say they 

want to ‘see the film in the way the filmmaker intended’). 

Indeed, the technical aspects of the big screen experience seem to be a more important motivating factor 

behind cinemagoing than the actual films themselves – only 35% of those who prefer cinema over VOD say this 

is because they ‘want to watch the latest film releases’. 

However, there is less appreciation for the social aspects of the cinema experience – 21% prefer cinema over 

VOD because they ‘want to socialise with friends/family’, while 20% say it is because they ‘like to be part of a 

collective experience’. 

The gastronomic aspects of the cinema experience are also not much appreciated – only 14% say they prefer 

cinema over VOD because they ‘enjoy the popcorn/food/drink served in the cinema’. 
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Figure 7. Reasons why UK adults prefer to watch films at the cinema. Source: YouGov (2017) 

There are significant differences in terms of how different age groups value cinemagoing. Young people aged 

18-24 are significantly more likely than older people aged 55 and over to go to the cinema as a treat (47% v 

26%), to socialise with friends or family (34% v 16%), to see the latest film releases (54% v 27%), or to enjoy 

popcorn, food and drink (25% v 6%), while older people aged 55 and over are significantly more likely than 

younger people aged 18-24 to go to the cinema in order to see a film in the way the filmmaker intended (60% 

v 31%) (appendix 2, table 7). 

There are also differences in terms of gender. Men are significantly more likely than women to value the 

picture or sound quality at the cinema (68% v 55%) or to see the film in the way the filmmaker intended (54% v 

44%), while women are more likely than men to go to the cinema as a treat (40% v 34%) or to socialise with 

friends or family (24% v 19%), though these differences is not statistically significant. 

However, there are no significant differences in terms of the value attributed to cinemagoing by education, 

social grade or region, with the exception that Londoners are more likely than people in the rest of the UK to 

say that they prefer cinema because ‘like to be part of a shared/collective experience’. 

  

CONCLUSION 

In recent years, there has been a dramatic rise in the use of VOD services such as Netflix and Amazon Prime 

Video in the UK. Our survey demonstrates that three-fifths (61%) of the UK adult population have used a VOD 

service to watch films, while two-fifths (43%) of UK adults watch at least one film per month on VOD. Usage is 

particularly high amongst young people, as well as more prevalent amongst men, middle-class professionals 

and university graduates than women, people in working-class professions and non-graduates respectively. 

Netflix is the most popular VOD service, followed by Amazon Prime Video, while the main reasons for watching 

films on-demand are convenience and cost. 

These findings are consistent with previous research on VOD usage in the UK (e.g. Ofcom, 2016). At the same 

time, they provide a much more detailed picture on film consumption on VOD in UK than earlier studies. In 

particular, the survey findings demonstrate how the consumption of film on VOD varies not only by age, but 

also by gender, social class, educational and geographical locality. 
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The picture/ sound quality is better

I like the cinema experience
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The survey findings also address some of the wider questions about how VOD might affect film consumption in 

the UK.  Firstly, they suggest that the rise of VOD has not necessarily reduced the appeal of cinemagoing.8 For 

although more people watch films on VOD than go to the cinema, many UK adults would still prefer to watch 

films on the big screen than TV sets or tablets. As the survey data shows, cinema remains popular because it 

offers better picture and sound quality than most home entertainment systems, and so allow audiences to see 

films in the way the filmmaker intended. Certainly, there are some people (particularly the young) who prefer 

to VOD to cinema, because it allows them to watch films at a time or location of their choice for a fraction of 

the cost of a cinema ticket. But just as cinemas survived the advance of VHS and DVD, there is no suggestion 

they are seriously under threat from the rise of VOD either. Indeed, those who regularly watch films on VOD 

tend to go to the cinema more often than the UK adult population as a whole. 

Secondly, there is little evidence that the rise of VOD has encouraged UK adults to engage with a greater 

diversity of films. Although VOD services provide more opportunity to consume so-called ‘specialised films’9, 

which are not always widely circulated in cinemas, the most popular types of films are still mainstream genres, 

such as action films and comedies.  Only 7% of the UK adult population, for example, pay to see a foreign-

language film on VOD every 2-3 months, while just 1% use VOD services which specialise in ‘indie’ or ‘arthouse’ 

films. Though more people probably consume foreign-language films on VOD than the cinema – box office 

figures suggest there were about 1 million cinema admissions for foreign-language films every 2-3 months in 

2016 (BFI 2017), equivalent to about 2% of the UK adult population – this is still one of the least popular 

genres of film in the UK. Furthermore, as with cinema audiences, the consumption of foreign-language films on 

VOD is heavily skewed towards London-based university graduates, which suggests that the rise of VOD has 

also not encouraged a more socially-diverse audience to engage with such films (see BFI 2011, Jones 2016). 

That said, there are some types of specialised film which may have become more popular due to VOD. Our 

survey, for example, found that 14% of the UK adult population watch at least one documentary every 2-3 

months. This is considerably more than might be expected from how these films generally perform in the UK 

box office. Box office figures, for example, suggest that there were about 200,000 admissions for documentary 

features every 2-3 months in 2016 (BFI 2017), equivalent to less than 0.5% of the UK adult population. 

Finally, there is no suggestion that the rise of SVOD or TVOD services have lessened the appeal of illegal pirate 

or torrent websites where films can be streamed or downloaded for free. For example, the main reasons why 

people prefer free VOD platforms to paid VOD services are because they are cheaper and more convenient, 

not because they are the only way for consumers to access films which are not available on SVOD or TVOD. 

In conclusion, we should be careful not to overstate the impact of VOD on film consumption practices in the 

UK. Services like Netflix and Amazon Prime Video have certainly enabled people to watch more films, 

whenever and wherever they like. But this has not necessarily lessened the appeal of cinemagoing or 

encouraged audiences to engage with a greater diversity of films. In many ways, VOD seems to reinforce 

prevailing movie tastes and interests, rather than challenge them. People end up watching more of the same. 

Further research, however, is needed to understand why this is the case. 

  

                                                             
8 This is backed up by the latest box office figures which shows that UK cinema admissions have remained relatively stable over the past 
five years, with 168 million admissions in 2016 compared with 172 million in 2011 (BFI 2017, 3).  
9 The BFI defines ‘specialised films’ as follows: “Generally, non-mainstream films. This category includes foreign language and subtitled 
films, feature documentaries, ‘arthouse’ productions and films aimed at niche audiences” (BFI 2016, 275).  
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APPENDIX 1 –  SURVEY QUESTIONS 

1. For the following question, by "feature film", we mean a film originally made for cinema release, rather 

than a film made for television. Feature films typically have a duration of at least 80 minutes. 

 

How often, if at all, do you watch feature films on each of the following platforms? (Please select one 

option on each row) 

 

a) At the cinema 

b) On a television channel (e.g. BBC, ITV, Channel 4, Channel 5, or satellite, cable, digital, pay-TV, etc.) 

c) On DVD (or Blu-ray disc) 

d) On a subscription video-on-demand service (e.g. Netflix, Amazon Prime, MUBI, etc.) where you pay a 

monthly or annual subscription fee to watch unlimited films 

e) On a transactional video-on-demand service (e.g. iTunes, Google Store, Sky Box Office, etc.) where 

you pay to watch a specific film on a one-off basis 

f) Downloaded or streamed from the internet for free (either legally or illegally) 

Options: 

• Every day 

• 4 to 6 days a week 

• 2 to 3 days a week 

• Once a week 

• Once every 2 to 3 weeks 

• Once a month 

• Once every 2 to 3 months 

• Once every 4 to 5 months 

• Once every 6 months 

• Less often than once every 6 months 

• Never 

• Don’t know/can’t recall 

• Prefer not to say 

Base: all UK adults 
Sample size: 2,088 

 

2. You previously said that you watch feature films on the following platform(s) at least once every 2 to 3 

months. Which, if any, of the following services do you use? (Please select all that apply on each row) 

 

• Amazon Prime Video 

• BFI Player 

• Curzon Home Cinema 

• Google Play 

• iTunes 

• MUBI 

• Netflix 

• Now TV 

• YouTube 

• A video-on-demand TV subscription services (e.g. Sky Go, Virgin TV On Demand, BT TV on Demand) 
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• Other 

• Don’t know/can’t recall 

Base: All UK adults who watch films on an on-demand service (at least once every 2 to 3 months) 
Sample size: 832 

 

3. You previously said that you have watched feature films on a paid for video on-demand service in the last 

2 to 3 months. Which, if any, of the following types/ genres of film have you watched? (Please select all 

that apply) 

 

• Action (e.g. adventure, crime, thriller etc.) 

• Animation/family film 

• British (i.e. with stories set in the UK) 

• Classic film 

• Comedy 

• Documentary 

• Drama 

• Fantasy/science fiction 

• Foreign-language/world cinema/art-house 

• Horror 

• Other 

• Don’t know/can’t recall 

Base: All UK adults who watch films on an on-demand service (at least once every 2 to 3 months) 
Sample size: 218 (TVOD) / 885 (SVOD) 

 

4. For the following question, please remember that your answers are always treated confidentially and are 

never analysed individually. Which ONE, if any, of the following statements do you MOST agree with? 

(Please select the option that best applies) 

 

• I prefer to pay to watch films on a video-on-demand service, rather than go to the cinema or 

download/ stream films from the internet for free 

• I prefer to watch films in the cinema, rather than pay for a video-on-demand service to watch films or 

download/ stream films from the internet for free 

• I prefer to download/ stream films from the internet for free, rather than pay to watch films on a 

video-on-demand service or in the cinema 

• None of these 

• Don’t know 

Base: All UK adults 
Sample size: 2,088 

 

5. You previously said that you prefer to watch films on a video-on-demand service, rather than go to the 

cinema or download/ stream films from the internet for free. Which, if any, of the following are reasons 

for this? (Please select all that apply) 

 

• I cannot easily get to the cinema (e.g. due to limited physical mobility, carer responsibilities, etc.) 

• I prefer watching films at home 
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• I dislike the cinema experience 

• I want to watch films at a time/ location that suits me 

• I want to watch **new** films which are not available in my local cinema 

• I want to watch **older** films which are no longer available in the cinema 

• It's better value for money 

• It is too complicated/ risky to access films online for free 

• It is wrong to watch films online without paying for them 

• There are no cinemas in my local area 

• There is a better choice of films available on a video-on-demand service 

• Other 

• Don't know 

Base: All UK adults who prefer to watch films on an on-demand service rather than go to the cinema 
Sample size: 410 

 

6. You previously said that you prefer to watch films in the cinema, rather than pay for a video-on-demand 

service to watch films or download/ stream films online for free. Which, if any, of the following are 

reasons for this? (Please select all that apply) 

 

• I enjoy the popcorn/ food/ drink served in the cinema 

• I like my local cinema venue 

• I like to be part of a shared/ collective experience (i.e. watching films with other people) 

• I like the cinema experience 

• I like to see the film in the way the filmmakers intended 

• I like to treat myself/ my partner/ my family 

• I prefer watching films with fewer distractions 

• I want to socialise with friends/ family 

• I want to support the cinema industry/ local economy 

• I want to watch the latest film releases 

• The picture/ sound quality is better 

• Other 

• Don't know 

Base: All UK adults who prefer to watch films in the cinema than pay to watch films on an on-demand 
service 
Sample size: 661 

 

7. For the following question, please remember that your answers are always treated confidentially and are 

never analysed individually. We have provided you with a "Prefer not to say" option if you would rather 

not share your experiences. 

 

You previously said that you prefer to download/ stream films from the internet for free, rather than pay 

to watch films on a video-on-demand service or in the cinema. Which, if any, of the following are reasons 

for this? (Please select all that apply) 

 

• I can't afford to watch films via a paid subscription or rental video-on-demand service 

• I don't like paying money to big corporations or studios 
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• I think paid subscription or rental video-on-demand services are too expensive 

• I want to see films before they are released in my local area/ country 

• I want to see if I like a film before paying to watch it 

• I want to watch films which are not available on paid for video-on-demand services 

• It's a habit/ I'm used to viewing films in this way 

• It's easier to find the films I want to watch 

• It's more convenient 

• I don't like advertisements 

• Other 

• Don't know 

• Prefer not to say 

Base: All UK adults who prefer to download/ stream films from the internet for free than pay to watch 
films on an on-demand service or in the cinema 
Sample size:  329



APPENDIX 2 –  SURVEY RESULTS BY SOCIAL DEMOGRAPHICS 

Table 1. Percentage of UK adult population who watch at least one film per month by platform used. Source: YouGov (2017)  

 

 

Table 2. Percentage of the UK adult population who have paid to watch a film on VOD in the last 2-3 months by VOD service used. Source: YouGov (2017) 

 

18-24 25-34 35-44 45-54 55+ Male Female ABC1 C2DE No-degree Degree London Rest of South

Midlands and 

Wales North Scotland

Watch at least one film per month in/on… (A) (B) (C) (D) (E) (A) (B) (A) (B) (A) (B) (A) (B) (C) (D) (E)

Cinema 23.9%D E 18.6%E 14.80% 12.80% 10.40% 16.3%B 12.80% 16.9%B 11.20% 13.20% 17.9%A 19.4%D 12.80% 16.00% 12.10% 13.20%

Linear TV 43.20% 50.10% 57.0%A 65.8%A B E 56.6%A 57.00% 54.60% 56.20% 55.30% 55.90% 55.60% 55.00% 50.80% 58.30% 56.70% 60.90%

DVD 27.90% 35.4%E 35.4%E 30.7%E 20.00% 30.6%B 25.50% 28.40% 27.40% 27.00% 30.60% 29.30% 24.70% 31.60% 28.30% 26.40%

SVOD 58.3%D E 49.7%D E 47.2%D E 32.7%E 16.00% 35.50% 33.70% 37.6%B 30.70% 32.40% 40.7%A 37.00% 34.10% 34.80% 31.50% 40.50%

TVOD 10.3%E 9.3%E 10.9%E 10.1%E 2.70% 8.30% 6.50% 7.40% 7.30% 7.60% 6.60% 9.70% 5.00% 6.40% 8.40% 6.30%

Free VOD 37.0%B C D E 24.1%D E 17.7%E 14.6%E 7.90% 19.6%B 14.10% 16.60% 17.00% 17.30% 15.20% 19.50% 16.80% 14.70% 16.70% 20.10%

Any VOD service 69.1%C D E 59.4%D E 54.4%D E 42.8%E 22.00% 46.1%B 39.60% 44.30% 40.70% 41.10% 47.3%A 45.30% 41.20% 42.60% 39.30% 51.9%D

Results are based on two-sided tests. For each significant pair, the key of the category with the smaller column proportion appears in the category with the larger column proportion.

 Significance level for upper case letters (A, B, C): p<.05 [1],[2]

[1] Tests are adjusted for all pairwise comparisons within a row of each innermost subtable using the Bonferroni correction.

[2] Cell counts of some categories are not integers. They were rounded to the nearest integers before performing column proportions tests.

Age Gender Social grade Education Region

18-24 25-34 35-44 45-54 55+ Male Female ABC1 C2DE No-degree Degree London Rest of South

Midlands and 

Wales North Scotland

Which of the following VOD services do you use? (A) (B) (C) (D) (E) (A) (B) (A) (B) (A) (B) (A) (B) (C) (D) (E)

Amazon Video 27.7%E 27.0%E 29.3%D E 19.6%E 9.20% 21.20% 17.90% 22.9%B 14.90% 17.60% 24.7%A 21.50% 20.40% 18.30% 17.50% 22.50%

BFI Player 3.6%E 1.50% 1.40% 1.50% 0.40% 1.60% 1.10% 1.8%B 0.70% 1.40% 1.10% 3.20% 1.30% 0.80% 0.80% 0.90%

Curzon Home 3.1%E 0.90% 0.90% 0.50% 0.20% 0.90% 0.80% 1.00% 0.60% 0.80% 0.80% 2.1%D 0.60% 0.90% 0.20% 1.00%

Goolge Play 3.4%E 4.2%E 5.4%E 2.0%E 0.10% 3.1%B 1.70% 2.80% 1.80% 2.10% 3.20% 4.1%C 2.20% 1.10% 2.80% 2.50%

iTune 7.0%E 4.1%E 4.9%E 2.50% 0.70% 3.50% 2.60% 3.40% 2.50% 3.00% 3.10% 4.60% 4.10% 2.20% 2.00% 3.00%

MUBI 3.9%E 1.8%E 0.60% 0.90% 0.10% 1.30% 0.80% 1.30% 0.70% 1.00% 1.30% 2.40% 1.50% 0.50% 0.50% 0.90%

Netflix 55.3%C D E 46.4%D E 38.0%D E 25.3%E 12.50% 28.40% 30.70% 33.1%B 24.90% 26.40% 38.1%A 33.60% 29.50% 27.50% 27.00% 34.90%

NowTV 14.0%D E 12.2%D E 11.6%D E 4.50% 2.10% 7.70% 6.60% 7.50% 6.60% 6.50% 8.80% 7.00% 7.30% 7.40% 7.80% 5.80%

YouTube 30.7%B C D E 15.9%D E 14.5%D E 7.3%E 2.10% 11.90% 9.50% 11.9%B 9.00% 10.00% 12.40% 11.60% 12.70% 9.50% 10.40% 9.40%

TV subscription 14.5%E 12.8%E 13.8%E 10.2%E 4.30% 9.20% 9.90% 10.50% 8.30% 9.20% 10.50% 10.60% 7.70% 11.50% 9.40% 8.20%

Other 3.30% 1.50% 3.5%E 1.50% 0.90% 1.80% 1.80% 2.00% 1.60% 1.80% 1.80% 1.50% 1.80% 1.90% 1.50% 3.10%

Don't know / can't recall 2.30% 4.9%E 2.90% 2.80% 1.40% 2.50% 2.70% 2.60% 2.60% 2.90% 1.70% 3.70% 1.90% 2.20% 2.00% 4.20%

Results are based on two-sided tests. For each significant pair, the key of the category with the smaller column proportion appears in the category with the larger column proportion.

 Significance level for upper case letters (A, B, C): p<.05 [1],[2]

[1] Tests are adjusted for all pairwise comparisons within a row of each innermost subtable using the Bonferroni correction.

[2] Cell counts of some categories are not integers. They were rounded to the nearest integers before performing column proportions tests.

Age Gender Social grade Education Region
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Table 3. Percentage of UK adult population who have paid to watch a film on VOD in the last 2-3 months by types of film watched. Source: YouGov (2017) 

 

 

Table 4. Preferred platform for viewing films amongst UK adult population. Source: YouGov (2017)  

 

18-24 25-34 35-44 45-54 55+ Male Female ABC1 C2DE No-degree Degree London Rest of South

Midlands and 

Wales North Scotland

(A) (B) (C) (D) (E) (A) (B) (A) (B) (A) (B) (A) (B) (C) (D) (E)

Action (e.g. adventure, crime, thriller etc.) 41.2%D E 36.4%D E 32.8%E 25.2%E 12.00% 27.6%B 23.10% 28.0%B 21.60% 24.40% 27.60% 28.30% 22.50% 23.20% 23.80% 37.5%B C D

Animation/ family film 33.3%D E 27.2%D E 23.1%D E 12.5%E 4.80% 14.30% 18.0%A 17.7%B 14.20% 15.60% 17.80% 15.30% 18.50% 15.70% 14.70% 17.90%

British (i.e. with stories set in the UK) 37.8%B C D E 22.8%E 14.7%E 15.7%E 6.70% 16.70% 15.20% 18.8%B 12.20% 15.20% 18.00% 19.40% 16.00% 15.20% 14.50% 16.40%

Classic film 20.3%D E 13.4%E 11.8%E 12.0%E 6.70% 13.2%B 9.40% 12.4%B 9.60% 10.30% 13.8%A 13.60% 10.80% 9.60% 9.60% 15.40%

Comedy 47.1%C D E 38.7%D E 34.2%D E 20.6%E 7.70% 23.80% 24.40% 27.2%B 19.90% 22.00% 29.7%A 25.20% 22.80% 24.50% 22.60% 29.00%

Documentary 32.5%C D E 22.5%D E 16.3%E 11.6%E 4.20% 13.60% 14.10% 16.1%B 10.80% 12.80% 16.5%A 15.50% 14.60% 11.70% 13.90% 16.10%

Drama 34.6%D E 27.6%E 23.9%E 23.3%E 13.00% 21.20% 22.10% 23.5%B 19.10% 20.60% 24.40% 25.90% 20.30% 18.70% 19.80% 30.4%C D

Fantasy/ science fiction 39.5%C D E 29.3%E 26.8%E 23.1%E 7.50% 25.2%B 16.80% 23.0%B 18.10% 19.60% 24.3%A 23.00% 20.70% 19.80% 19.10% 27.20%

Foreign-language/ world cinema/ art-house 12.8%E 8.5%E 7.2%E 8.3%E 2.60% 7.20% 6.00% 7.50% 5.40% 5.30% 10.0%A 11.3%C D 6.00% 4.80% 5.00% 8.30%

Horror 20.4%D E 17.3%E 13.4%E 10.8%E 4.40% 11.00% 11.10% 10.20% 12.20% 11.20% 10.70% 9.70% 12.80% 10.40% 12.10% 9.80%

Other 2.70% 1.20% 1.30% 0.80% 1.00% 0.90% 1.50% 1.30% 1.10% 1.20% 1.50% 1.70% 0.90% 1.00% 1.40% 1.00%

Results are based on two-sided tests. For each significant pair, the key of the category with the smaller column proportion appears in the category with the larger column proportion.

 Significance level for upper case letters (A, B, C): .051,2

1 Tests are adjusted for all pairwise comparisons within a row of each innermost subtable using the Bonferroni correction.

2 Cell counts of some categories are not integers. They were rounded to the nearest integers before performing column proportions tests.

Region
Which, if any, of the following types/genres of 

film have you watched on VOD in the last 2-3 

months?

Age Gender Social grade Education

18-24 25-34 35-44 45-54 55+ Male Female ABC1 C2DE No-degree Degree London Rest of South

Midlands and 

Wales North Scotland

(A) (B) (C) (D) (E) (A) (B) (A) (B) (A) (B) (A) (B) (C) (D) (E)

I prefer to pay to watch films on a video-on-

demand service, rather than go to the cinema or 

download/ stream films from

27.3%E 24.4%E 28.6%E 20.4%E 10.90% 18.00% 21.20% 20.30% 18.80% 19.60% 19.80% 18.80% 22.40% 17.60% 21.10% 16.60%

I prefer to watch films in the cinema, rather than 

pay for a video-on-demand service to watch films 

or download/ stream

28.10% 31.90% 35.30% 32.10% 30.90% 33.20% 30.20% 35.8%B 26.20% 28.80% 39.5%A 36.9%D 31.00% 34.7%D 25.60% 32.50%

I prefer to download/ stream films from the 

internet for free, rather than pay to watch films on 

a video-on-demand servi

27.1%C D E 20.8%E 14.40% 14.70% 11.00% 15.90% 15.60% 14.90% 16.90% 16.10% 14.90% 13.50% 15.60% 14.00% 17.80% 19.80%

None of these 9.80% 15.50% 18.00% 27.8%A B C 44.1%A B C D 28.40% 27.90% 24.40% 33.1%A 30.6%B 21.60% 24.90% 25.80% 29.60% 30.50% 26.60%

Don't know 7.6%E 7.4%E 3.60% 5.00% 3.20% 4.50% 5.10% 4.50% 5.10% 5.00% 4.30% 5.90% 5.30% 4.10% 5.00% 4.40%

Results are based on two-sided tests. For each significant pair, the key of the category with the smaller column proportion appears in the category with the larger column proportion.

 Significance level for upper case letters (A, B, C): p<.05 [1],[2]

[1] Tests are adjusted for all pairwise comparisons within a row of each innermost subtable using the Bonferroni correction.

[2] Cell counts of some categories are not integers. They were rounded to the nearest integers before performing column proportions tests.

Age Gender Social grade Education Region

Which ONE, if any, of the following statements do 

you MOST agree with?
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Table 5. Reasons why UK adults prefer paying to watch films on VOD. Source: YouGov (2017) 

 

18-24 25-34 35-44 45-54 55+ Male Female No-degree Degree ABC1 C2DE London Rest of South

Midlands and 

Wales North Scotland

(A) (B) (C) (D) (E) (A) (B) (A) (B) (A) (B) (A) (B) (C) (D) (E)

I cannot easily get to the cinema (e.g. due to 

limited physical mobility, carer responsibilities, 

etc.)

9.80% 19.00% 16.00% 13.70% 9.80% 10.20% 16.90% 13.80% 14.20% 13.10% 15.10% 17.10% 13.00% 9.10% 13.50% 26.00%

I prefer watching films at home 56.90% 56.60% 49.50% 62.30% 56.90% 52.70% 59.00% 55.50% 58.00% 58.10% 53.50% 60.70% 55.70% 44.80% 62.70% 64.40%

I dislike the cinema experience 12.50% 14.80% 7.40% 14.30% 22.00% 17.50% 11.40% 15.10% 11.40% 13.30% 15.30% 7.70% 14.70% 25.1%A D 9.30% 15.40%

I want to watch films at a time/ location that suits 

me
70.60% 53.70% 49.10% 62.50% 57.90% 51.80% 62.8%A 55.50% 64.40% 59.70% 55.40% 54.50% 62.00% 60.70% 54.50% 56.00%

I want to watch **new** films which are not 

available in my local cinema
6.20% 5.40% 12.20% 5.20% 8.30% 9.00% 6.60% 6.80% 10.10% 6.50% 9.40% 6.50% 10.10% 6.90% 7.30% 8.60%

I want to watch **older** films which are no 

longer available in the cinema
49.7%D 33.50% 30.10% 23.40% 33.30% 35.20% 31.70% 30.80% 39.80% 37.00% 27.90% 33.20% 27.50% 30.90% 37.00% 44.10%

It's better value for money 63.4%E 56.70% 64.7%E 66.5%E 36.20% 55.60% 58.80% 58.70% 53.80% 61.20% 51.80% 56.30% 63.10% 57.20% 51.20% 58.70%

It is too complicated/ risky to access films online 

for free
31.5%E 23.20% 14.10% 19.20% 9.30% 14.70% 22.10% 17.10% 23.40% 21.80% 14.60% 17.70% 19.60% 16.20% 21.30% 17.70%

It is wrong to watch films online without paying for 

them
37.30% 20.50% 24.60% 26.00% 21.90% 27.30% 24.10% 25.50% 25.40% 30.0%B 19.10% 23.30% 27.20% 27.40% 21.70% 36.80%

There are no cinemas in my local area 5.20% 3.30% 1.10% 5.20% 5.70% 2.80% 4.90% 3.70% 4.70% 4.30% 3.50% 3.70% 4.50% 2.30% 4.80% 5.40%

There is a better choice of films available on a 

video-on-demand service
44.20% 40.90% 32.40% 24.70% 40.10% 36.20% 36.10% 36.70% 34.50% 40.2%B 30.20% 28.60% 32.80% 39.90% 36.70% 45.20%

Other 2.70% 5.60% 4.30% 3.10% 3.90% 6.2%B 2.30% 3.70% 4.80% 2.70% 5.90% 2.00% 1.90% 4.60% 7.40% 2.80%

Don't know 1.30% 2.30% 0.0%1 1.50% 1.00% 0.90% 1.40% 1.20% 1.10% 1.00% 1.40% 0.0%1 1.20% 1.40% 2.20% 0.0%1

Results are based on two-sided tests. For each significant pair, the key of the category with the smaller column proportion appears in the category with the larger column proportion.

 Significance level for upper case letters (A, B, C): p<.05 [1],[2], [3]

[1] This category is not used in comparisons because its column proportion is equal to zero or one.

[2] Tests are adjusted for all pairwise comparisons within a row of each innermost subtable using the Bonferroni correction.

[3] Cell counts of some categories are not integers. They were rounded to the nearest integers before performing column proportions tests.

You prevoiously said you prefer to watch films on 

paid VOD. Which, if any, of the following are 

reasons for this?

Age Gender Education Social grade Region
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Table 6. Reasons why UK adults prefer to use download or stream movies from the internet for free (whether legally or illegally). Sour ce: YouGov (2017) 

 

 

18-24 25-34 35-44 45-54 55+ Male Female No-degree Degree ABC1 C2DE London Rest of South

Midlands and 

Wales North Scotland

(A) (B) (C) (D) (E) (A) (B) (A) (B) (A) (B) (A) (B) (C) (D) (E)

I can't afford to watch films via a paid subscription 

or rental video-on-demand service
36.40% 42.9%D 33.80% 16.40% 31.30% 27.60% 37.40% 37.0%B 19.60% 27.70% 38.3%A 22.20% 34.60% 34.00% 35.10% 32.70%

I don't like paying money to big corporations or 

studios
25.00% 14.00% 24.20% 23.30% 16.40% 18.70% 21.10% 21.10% 16.40% 20.50% 19.30% 22.30% 18.40% 12.80% 22.80% 21.90%

I think paid subscription or rental video-on-

demand services are too expensive
50.30% 39.60% 32.60% 25.90% 46.40% 39.70% 40.30% 41.50% 35.80% 34.60% 46.3%A 33.00% 34.70% 38.50% 45.80% 45.10%

I want to see films before they are released in my 

local area/ country
11.20% 4.70% 7.60% 6.80% 1.70% 8.30% 3.90% 6.30% 5.20% 6.30% 5.70% 1.40% 9.10% 4.80% 4.50% 14.30%

I want to see if I like a film before paying to watch 

it
19.00% 24.6%E 16.90% 12.70% 6.60% 15.00% 16.30% 15.50% 15.90% 17.40% 13.50% 19.50% 25.60% 11.10% 10.40% 9.30%

I want to watch films which are not available on 

paid for video-on-demand services
34.2%C 24.10% 6.10% 21.90% 15.20% 23.00% 18.80% 20.50% 21.80% 20.90% 20.80% 26.60% 20.10% 18.90% 16.30% 31.10%

It's a habit/ I'm used to viewing films in this way 35.5%C E 16.70% 9.00% 14.70% 11.70% 22.3%B 13.20% 18.60% 15.00% 17.10% 18.30% 17.60% 17.40% 18.60% 16.90% 19.50%

It's easier to find the films I want to watch 28.40% 35.10% 24.70% 26.40% 38.40% 33.30% 29.90% 33.20% 26.90% 29.00% 34.70% 23.20% 39.90% 27.50% 31.90% 29.90%

It's more convenient 45.30% 33.90% 42.10% 42.10% 57.5%B 47.30% 42.60% 45.40% 43.60% 45.80% 43.80% 33.80% 48.70% 41.80% 48.20% 49.10%

I don't like advertisements 31.40% 35.70% 24.40% 27.90% 29.90% 33.90% 26.90% 30.90% 28.80% 24.70% 36.9%A 30.80% 37.00% 25.10% 30.30% 28.20%

Other 1.30% 5.00% 4.00% 5.50% 7.30% 4.70% 4.80% 3.70% 7.80% 3.50% 6.30% 4.50% 9.40% 3.60% 4.70% 0.0%1

Don't know 0.0%1 3.20% 2.10% 4.30% 1.90% 0.50% 4.0%A 2.30% 2.10% 3.40% 0.90% 3.80% 3.20% 3.50% 1.00% 0.0%1

Prefer not to say 0.0%1 5.40% 0.0%1 1.40% 0.0%1 1.30% 1.50% 1.20% 2.00% 1.50% 1.40% 0.0%1 3.10% 3.70% 0.0%1 0.0%1

Results are based on two-sided tests. For each significant pair, the key of the category with the smaller column proportion appears in the category with the larger column proportion.

 Significance level for upper case letters (A, B, C): p<.05 [1],[2], [3]

[1] This category is not used in comparisons because its column proportion is equal to zero or one.

[2] Tests are adjusted for all pairwise comparisons within a row of each innermost subtable using the Bonferroni correction.

[3] Cell counts of some categories are not integers. They were rounded to the nearest integers before performing column proportions tests.

Age Gender Education Social grade Region

You prevoiously said you prefer to downlaod or 

stream movies from the internet for free (whether 

legally or illegally). Which, if any, of the following 

are reasons for this?
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Table 7. Reasons why UK adults prefer to watch films at the cinema. Source: YouGov (2017) 

 

 

18-24 25-34 35-44 45-54 55+ Male Female No-degree Degree ABC1 C2DE London Rest of South

Midlands and 

Wales North Scotland

(A) (B) (C) (D) (E) (A) (B) (A) (B) (A) (B) (A) (B) (C) (D) (E)

I enjoy the popcorn/ food/ drink served in the 

cinema
25.1%E 22.7%E 18.9%E 10.30% 5.80% 10.20% 17.5%A 14.00% 13.40% 13.60% 14.10% 15.50% 16.00% 12.60% 11.80% 8.20%

I like my local cinema venue 28.50% 25.20% 24.20% 33.00% 34.50% 30.70% 29.70% 30.80% 29.10% 28.10% 34.10% 27.80% 32.20% 28.20% 30.50% 33.40%

I like to be part of a shared/ collective experience 

(i.e. watching films with other people)
29.10% 25.10% 16.60% 23.80% 15.60% 21.40% 19.20% 18.20% 24.60% 21.60% 18.00% 32.7%B C E 14.60% 18.50% 19.90% 12.30%

I like the cinema experience 69.20% 71.80% 68.20% 79.0%E 64.50% 71.50% 67.90% 67.70% 73.60% 69.00% 70.90% 74.70% 66.10% 65.30% 69.60% 79.90%

I like to see the film in the way the filmmakers 

intended
31.40% 50.60% 40.60% 45.80% 59.9%A C 54.3%B 44.00% 46.90% 54.00% 51.50% 45.30% 53.10% 45.10% 50.90% 47.60% 50.00%

I like to treat myself/ my partner/ my family 47.1%E 46.1%E 46.0%E 37.10% 25.80% 34.40% 40.00% 38.10% 35.30% 35.50% 40.10% 32.30% 41.50% 39.90% 31.30% 38.10%

I prefer watching films with fewer distractions 33.60% 35.90% 23.90% 31.90% 31.60% 32.30% 30.10% 30.50% 32.50% 31.30% 31.00% 34.70% 33.70% 32.70% 27.10% 23.00%

I want to socialise with friends/ family 33.9%C E 30.2%E 15.90% 20.90% 16.40% 19.00% 23.70% 20.80% 22.30% 23.10% 18.00% 22.80% 19.30% 20.90% 20.70% 23.90%

I want to support the cinema industry/ local 

economy
29.50% 30.80% 27.90% 25.50% 27.90% 30.90% 25.20% 26.80% 30.70% 28.00% 28.20% 28.70% 28.00% 26.90% 31.40% 25.60%

I want to watch the latest film releases 54.1%D E 44.7%E 34.40% 31.00% 26.90% 34.40% 35.20% 34.00% 36.40% 35.50% 33.50% 36.80% 32.40% 31.30% 37.70% 36.40%

The picture/ sound quality is better 78.0%C 65.30% 56.50% 58.80% 59.60% 68.3%B 54.90% 60.50% 64.20% 63.10% 59.30% 68.50% 58.70% 63.10% 60.80% 54.40%

Other 0.0%1 0.0%1 0.70% 3.10% 1.90% 1.60% 1.20% 1.10% 2.10% 1.50% 1.30% 1.90% 0.0%1 1.20% 1.40% 4.50%

Don't know 0.0%1 0.0%1 0.0%1 0.0%1 0.80% 0.30% 0.30% 0.40% 0.0%1 0.20% 0.50% 0.0%1 1.40% 0.0%1 0.0%1 0.0%1

Results are based on two-sided tests. For each significant pair, the key of the category with the smaller column proportion appears in the category with the larger column proportion.

 Significance level for upper case letters (A, B, C): p<.05 [1],[2], [3]

[1] This category is not used in comparisons because its column proportion is equal to zero or one.

[2] Tests are adjusted for all pairwise comparisons within a row of each innermost subtable using the Bonferroni correction.

[3] Cell counts of some categories are not integers. They were rounded to the nearest integers before performing column proportions tests.

Age Gender Education Social grade Region

You prevoiously said you prefer to watch films in 

the cinema. Which, if any, of the following are 

reasons for this


