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Summary of key findings

Me(]iaticlue

= Media consumers undertake an increasing range of activities, although both broadcast TV and broadcast radio remain the largest
media in terms of activity and time spent. The scale of such activity varies by age group, with younger age groups reducing their
consumption of broadcast media at a faster rate than other groups; however, even among the youngest adults, TV and radio
remain two of the most used media

* In-home use of traditional broadcast equipment (standard analogue radio, TV via an aerial, set-top boxes) remain the primary
means of receiving and consuming video and audio content; although take-up and use of connected devices continue to increase

* Jrish audiences claim a wide range of tastes and preferences for video and audio content. News, talk, popular music and easy
listening are the most popular radio genres. Film, news, documentaries, drama and sport are the most popular TV genres

® |rish audiences claim broad satisfaction with the range and quality of content available on broadcast media. There is no consensus
around major gaps in provision - in broad terms, audiences believe that there is the right amount of content provision in key
genres including Irish music, Irish language and news

= There is some scope for Irish broadcasters to improve the way they reflect Irish culture and diversity, and to increase the amount
of available content that is made in Ireland; although on average, most audiences are happy with the performance of TV and radio
broadcasters

= |n summary, the survey reveals an increasingly complex picture of content consumption within a landscape that is still primarily
led by broadcast media. There is overall satisfaction with the nature and range of broadcast content provision, and the output and
performance of Irish broadcasters
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As part of our work for the BAI, we commissioned Kantar Media to undertake a consumer survey to interrogate
individuals about their claimed behaviours and viewpoints

Me(]iaticlue

= We were tasked with identifying the main needs and preferences of broadcast viewers and listeners in Ireland. To this end, we
commissioned Kantar Media to undertake a consumer survey to interrogate individuals about their claimed behaviours and
viewpoints

* The survey was structured in five main areas:
— Establishment questions — TV provider, other services
— Claimed usage of media activities, including video and audio services
— Content preferences by station/channel type and genre
— Views on the quality, distinctiveness and scale of provision of broadcast services in Ireland
— ..this included views on satisfaction with the amount of Irish content available on different media in Ireland

» The survey results give us insight into the underlying drivers of consumption outcomes, as well as highlighting attitudes towards
current service providers and range of content available

= This enabled us to identify potential gaps in provision, and potential concerns around the quality and distinctiveness of Irish
content. The responses are also used to inform our forecasts of future market outcomes

= This short document illustrates the key findings of the survey: most responses are expressed as a proportion of the entire
sample; in practice there are material differences among age groups and other categories (e.g., TV ownership, internet
penetration)
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Kantar Media constructed the survey to be representative of the Irish population, weighted by age, gender and

TV service market share

Me(]iaticlue

= The survey was undertaken in October 2017 using a combination of online and telephone interviews to a total sample of 1,515

adults living in the Republic of Ireland

= Claimed responses often vary from industry data, due to differences in definition (e.g., access to services, regularity of usage,

“ever” used) and over/under-reporting (particularly of habitual media). As a result, some claimed activity rates in the survey such
as Netflix usage will be higher than some industry figures

Female
54%

Gender

Source: Kantar Media Survey
Sample: all respondents
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Age

| -y

16-24 ),
8%

-

65+
18%

25-44
37%

Social class
DE
23% I AB
30%

Cc1
30%
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Establishment questions

Claimed usage of media activities
Content preferences
Views on quality and distinctiveness — radio

Views on quality and distinctiveness — TV
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Most Irish households own more than one TV set, and more than 75% of Irish TV homes are now able to receive
HD channels

Mec]iaticlue

How many TV sets there are in your household? Do you receive and watch TV channels in HD on the main TV set?
40% 70%
35%
60%
30%
50%
25%
40%
20%
15%
20%
10
10%
5% °
0% 0%
1 2 3 4 or more None My TV set receives My TV set receives My TV set does not Don’t know
TV channelsin HD TV channelsin HD receive TV channels
and | watch them but | don't watch in HD
them
Source: Kantar Media Survey Source: Kantar Media Survey
Sample: all respondents (1515) Sample: all respondents with a TV (1450)
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Satellite and cable are the primary delivery mechanisms to the primary TV set in Irish homes; Saorview (DTT) is
a major platform for secondary sets in the home

Mec]iaticlue

How do you receive TV programmes on the main TV set? ...and on other TV sets in the home?

45% 35%
40%

30%
35%

25%
30%
25% 20%

20%

33%
15%
27%
15%
10%
10% 7% [15%]
5% )
5% 8% 8%
50
2% 2%
0% 0%
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Source: Kantar Media Survey Source: Kantar Media Survey
Sample: all respondents with a TV (1450) Sample: all respondents with more than one TV (990)
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A material number of respondents claimed to subscribe to premium TV channels — and to SVOD services. These
results may be subject to over-reporting

Mec]iaticlue

Which if any of these types of channels do you pay extra for?

Which of these services do you or someone else in your household

subscribe to in order to watch television programmes (or films)?

35%
50%
30% 45%
40%
25%
35%
20% 30%
25%
15%
20%
10% 15%
10%
5%
5%
3% 2%
0% 0% -
Sports channels Cinema/mobie Other premium Don’t know Netflix Amazon Prime NOW TV Other
channels channels Video
Source: Kantar Media Survey Source: Kantar Media Survey
Sample: all respondents with pay TV (1035) Sample: all respondents with internet (1498)
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More than 50% of respondents take broadband from their TV provider — ensuring that total bundled ARPU is

relatively high Mec]latlclue

Which other services does your household get from your TV provider?* Approximately how much are you paying for these in total each month?
60% 30%
50% 25%
40% 20%
30% 15%
20% 10%
10% 5% 9%
>
0% 0%
Fixed Mobile Landline Mobile phone None of these €0-€10 per €11-€20 €21-30per €31-€40 €41-50 per €51-70 per €71+ per
broadband broadband telephone month per month month per month month month month
*Which, if any, of the following services does your household also get
from <INSERT TV PROVIDER> in addition to your current TV service?
Source: Kantar Media Survey Source: Kantar Media Survey
Sample: all respondents with pay TV (1035) Sample: all respondents (1515)
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Establishment questions

Claimed usage of media activities

Content preferences
Views on quality and distinctiveness — radio

Views on quality and distinctiveness — TV
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Source: Kantar Media Survey
Sample: all respondents (1515)
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Mecliaticlue

The survey reveals wide differences in time spent with each media — emerging media activities such as short-

form video are more suited to snacking in short time periods
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Source: Kantar Media Survey
Sample: all respondents (1515)
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although the

.
’

The survey reveals a net decrease in consumption of broadcast TV and radio over the last year

Mec]iaticlue

ity have not changed their overall consumption at all

ing major

overwhelm
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About the same B More than a year ago
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100%

90%

80%

70%

60%

50%
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30%

20%

10%

0%

(Buiuaisi) punoudyoeq
J0J pasn Ajuiew noA ey} sas Jo sjpuueyd
09PIA JISNW *3°1) SOBPIA JISNW 03 PAUISI]

sade)] 9119sse2 J0o pJodal [AUIA ‘gD
U0 UOI1123]|02 JIsnwW [euosJtad 01 pauaisi]

(Aeld 9|8009
pue aisn|A uozewy 2isnip 9|ddy ‘Ayirods
"8°9) 21SNnW BuUIjUO pawWeaJls 0} PaUISI]

(-039 493ndwod
‘auoyduews ‘pod! ue uo *3-9) uo13I3||0d
olpne 4o d1snw |ensip |euosiad 01 pauaisi]

syseopod Jo sawwes3oud
olpedJ ,ulede uaisi],/puewap-uo 01 paualsi]

(3seapeoJq 4o awil ay3 1e) olped 03 paudisi]

(sous Supjaomian
|e120s ysnouayy 3uipnjdpul) agnnoa
*8'9 uo sdij2 03pIA dUI|UO 1J0YS PaYdIeA

03pIA
SHA “AeJ-n|g ‘QAQ UO Swily 4o AL PaYdIRM

21015 AYS ‘XI|}13N
‘09pIA dWlid uozewy ‘83 (Joj-pred) swii
JO AL PaWEaJ1S JO PIPERO|UMOP PaY1EMN

puewap-uo-AyS 4aAe|d 1Y 89 (9344)
swil} 40 AL dn-yoied / puewap-uo paydiep

(YAd 4nOA uo pauo3s swiiy
J0 sswwesdoud) AL pPapPI033J paydIem

(3seopeouq si 31 awil 3yl 18) AL dAI| PaYdIEM

Source: Kantar Media Survey
Sample: all respondents (1515)

13

© Mediatique Ltd 2017 |



Changes in media engagement are more pronounced among younger age groups — 16-24s are far more likely to
have reduced their consumption of broadcast media than older age groups

Me(liaticlue

For each of the following, please indicate if you do this more than, less than or about the same as a year ago

M Less than a year ago = About the same B More than a year ago m | don't do this
100%
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%
16-24 25-44 45-64 16-24 25-44 45-64
Live TV Live radio

Source: Kantar Media Survey
Sample: all respondents (1515)
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The survey reveals widespread usage of online services including social media, messaging and short-form
content — although time spent with these applications is relatively short across the entire day

Mec]iaticlue

Which of these social networks have you used in the last month? How long do you spend on these apps each day?

70% B Up to 15 minutes 15-30 minutes B 30 minutes to 1 hour
H 1-2 hours B 2-3 hours More than 3 hours
60%
100%

90%
50%
80%
40% 70%
60%
30% 50%
20%
30%
26% 26% 0
26%] 26
10%
0%

0%

~ [ = o ) + c - = += [« (] X [
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Source: Kantar Media Survey Source: Kantar Media Survey
Sample: all respondents (1515) Sample: all respondents (1515)
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Traditional analogue transmission is the most heavily used basis for listening to broadcast radio — largely at
home or in the car. This increasingly takes place alongside a range of other devices, however

Mec]iaticlue

Which of these devices do you use to listen to the radio?

70%
60%
50%

40%

DAB digital radio

Standard / analogue radio

Source: Kantar Media Survey
Sample: all respondents (1515)
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Computer

Tablet

Smartphone

TV set

20%
10%

MP3 player

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Where do you tend to be when you listen to the radio?

At home In the car At work Out and about,
using a portable
device

Source: Kantar Media Survey
Sample: all respondents who listen to radio (1112)
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The survey reveals a wide range of devices in use to watch TV programmes, although most viewing still takes
place on traditional devices (set-top boxes or via an aerial) and in the main living room

Mec]iaticlue

Which of these devices do you ever use to watch TV?

60%
50%
40%

30%

20% 37%
=
10%
0%
]

Source: Kantar Media Survey
Sample: all respondents (1515)

Standard TV (with aerial)
TV through STB
Smart TV
TV using streaming dongle
Desktop PC/computer
Laptop/netbook computer
Smartphone
Tablet

Games consol

© Mediatique Ltd 2017 |

Where do you use the following devices to watch TV most often?

m Other/ don't know H Out and about (e.g., café)

W At school/work B While travelling on transport

At home.in pther rooms B At home in the main living room

100%

90%

80%

70%

60%

50%

o
30%
20
10
0
0%

Smartphone Tablet Games
console/portable
games device

Laptop / netbook
computer

Source: Kantar Media Survey
Sample: all respondent who watch TV on relevant device (varies)
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Me(]iaticlue

Establishment questions
Claimed usage of media activities

Content preferences

Views on quality and distinctiveness — radio

Views on quality and distinctiveness — TV
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Irish TV audiences have a wide range of content tastes and preferences; the most popular programmes are
films, documentaries, news, drama and sport

Mec]iaticlue

Which of these types of TV programmes do you like to watch?

80%
70%
60%
50%

40%

0
30% 63% 67A>
54% 56%
20% 0% o
36A, 4<y 37A)
29% 29% 30% 29% > 32%
10% 23% 24% 2%
11? 5% 5% 6%
r %
0%

Source: Kantar Media Survey
Sample: all respondents (1515)

News
Documentaries
Sports

Sitcom

Kids

Reality TV
Soaps

Drama
Cartoons
Travel/holiday
Makeover
Lifestyle
Cookery
Gardening
Music
Animal/wildlife
Films
Other

Talk shows/chat shows
Game shows/quiz shows
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Similarly, radio listeners like a wide range of genres — with news, talk radio and popular music the most listened
to categories

Mec]iaticlue

Which of these types of radio stations or programmes do you like to listen to?

50%
45%
40%
35%
30%

25%

7%
20% | |41%] 42%
159% 34%
10% 23% 0% 4% 19% 22%
5% E 13% 13A> 2% 2%
0% %

Source: Kantar Media Survey
Sample: all respondents who listen to the radio (1112)

Pop music
Rock/alternative/indie music
Urban music
Dance/electronic music
Jazz/blues music

Easy listening music
Folk music
International music
Classical music
Community radio

Talk radio

News radio

Sports radio

Other

Country music (including Irish country
music)
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Me(]iaticlue

Establishment questions
Claimed usage of media activities
Content preferences

Views on quality and distinctiveness — radio

Views on quality and distinctiveness — TV
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Only a small minority of respondents express dissatisfaction with the radio sector; most Irish households are
satisfied with the range and quality of radio stations available to them

Me(liaticlue

Thinking about radio provision in Ireland, how much do you agree with the following statements?*

100%
90% .
W Disagree strongly
80%
70% M Disagree
60%
m Neither agree nor disagree
50%
40%
W Agree
30%
20% B Agree strongly
10%
0%
| have a wide choice of radio There is a lot of high quality Radio provides great coverage of  Radio caters for a wide range of
stations content on the radio local issues tastes

* 1is the lowest, 10 is the highest

Source: Kantar Media Survey
Sample: all respondents (1515)
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News content was widely seen as important to Irish radio listeners. Irish radio was also seen to have broadly
the right amount of key Irish content categories available

Mec]iaticlue

Thinking about your listening of Irish radio, on a scale of 1-10, how important are the following categories of content to your listening experience?*

10 * 1is the lowest, 10 is the highest

9

8

7

6

5

4

3 6.53 [ 6.40
5 4.98

1

0

Irish music Other categories of music Irish language International/national news  Regional./local news and Talk radio
and current affairs current affairdds

Thinking about these categories of content, do you think there is too much, too little or about the right amount of each?

° 9% 7%
80% 0 H Don't know
70%

60% B Too much

63% 6

>0% 52%

o
X

40% About right
30%
20% B Too little
10%
0%
Irish music Other categories of music Irish language International/national  Regional./local news and Talk radio
Source: Kantar Media Survey news and current affairs current affairdds
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There was consensus that news programmes on all categories of Irish radio broadly reflected diversity and
covered a broad range of viewpoints and issues

Mec]iaticlue

Thinking about Irish radio stations, how would you rate them against the following statements on a scale of 1-10? *

B National Regional M Local/community
10
9
8
7
6
5
4
?
2
1
0
Celebrate the diversity of Reflects my culture fairly News and current affairs  Help me understand issues in Cover issues from around the Have programmes that offer
Ireland programmes offer different our society world a different perspective and
points of view alternative views

* 1is the lowest, 10 is the highest

Source: Kantar Media Survey
Sample: all respondents (1515)
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As a comparison across all media categories, a minority expressed dissatisfaction with the amount of Irish-made
content available — this was highest among VOD services, followed by TV channels and lastly radio stations

Mecliaticlue

Thinking about content that is produced in Ireland for Irish people, how satisfied are you with the amount of content produced in Ireland that is

available on the following services?

100%
90%
. 1
80% Don't know
70% . .
B Very dissatisfied
60%
0% M Dissatisfied
50%
40% B Neither satisfied nor unsatisfied
30%
m Satisfied
20%
10% B Very satisfied

0%

TV channels Radio stations Video-on-demand services

Source: Kantar Media Survey
Sample: all respondents (1515)
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Me(]iaticlue

Establishment questions

Claimed usage of media activities

Content preferences

Views on quality and distinctiveness — radio

Views on quality and distinctiveness — TV

© Mediatique Ltd 2017 |
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Only a small minority of respondents expressed dissatisfaction with the range and quality of TV channels
available in Ireland; the amount of sport available to free TV users was a potential issue, however

Mecliaticlue

How much do you agree with each of the following statements?

100%
90% M Disagree strongly
80%
70% B Disagree
60%
50% B Neither agree nor disagree
40%
30% = Agree
20%
10% B Agree strongly

0%

There are plenty of channelsto  You can get access to the latest  There is more than enough sport | don't think I'll ever pay for extra
choose from on free TV programmes on free TV on free TV TV channels

Source: Kantar Media Survey
Sample: all respondents (1515)
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There was broad consensus that Irish TV channels reflected diversity and delivered plurality fairly well...

Mec]iaticlue

Thinking about Irish broadcasters*, how would you rate them against the following statements?**

10

9

6
5
4
3 642
2
1
0

Irish broadcasters celebrate Irish broadcasters reflect my Irish broadcaster news and  Irish broadcasters help me Irish broadcasters cover issues  Irish broadcasters show
the diversity of Ireland culture fairly current affairs programmes understand issues in our from around the world programmes that offer a
show different points of view society different perspective and

alternative views

* Defined as RTE, TV3, TG4
** 1 is the lowest, 10 is the highest

Source: Kantar Media Survey
Sample: all respondents (1515)
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Less than 15% of free TV homes would consider getting a pay TV subscription in the near future, and less than 25%
of pay TV homes would consider cancelling theirs — suggesting a potential trend away from traditional pay TV

Mecliaticlue

How likely do you think you are to consider getting a pay TV subscription How likely do you think you are to consider cancelling your pay TV

in the next 6 months? (Free TV households) subscription in the next 6 months? (Pay TV households)

100%
m Don’t know
90%
80%
H Not at all likely
70%
60% B Not very likely
50%
B Neither likely nor unlikely
40%
30%
Quite likely
20%
°
10% 9% H Very likely
0% 4%
Getting a pay TV subscription (Free TV homes) Cancelling a pay TV subscription (Pay TV homes)

Source: Kantar Media Survey
Sample: all respondents with free TV on the main set (285) or all respondents with pay TV on the main set (1035)
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Me(]iaticlue

Mediatique Ltd

65 Chandos Place
London WC2N 4HG
United Kingdom

Telephone: +44 (0)20 7836 5050
www.mediatique.co.uk
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