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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:

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

A 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

A 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.

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

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

A 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)

_“

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

Changes in work/lifestyle due to COVID-19:
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Base: Wave 7 Total sample (n= 1,001)
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