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Executive summary 

In early 2012 the Intellectual Property Office funded Ofcom to conduct research intended to improve 
understanding of consumers’ behaviour and attitudes towards lawful and unlawful access of copyright 
material using the internet. The primary objective was to gather data and generate insights that could be 
used to assist policy making related to online copyright enforcement. This followed the adoption by 
Government of a recommendation made in the Hargreaves Review of Intellectual Property and Growth.  

We have now completed this research programme, with data and findings from the fourth quarterly wave 
published alongside this report – http://stakeholders.ofcom.org.uk/market-data-
research/other/telecoms-research/oci-wave4/. Kantar Media, who conducted the research, processed a 
total of 21,475 survey responses across the four waves, during the period May 2012 - May 2013.  This has 
provided a robust and substantial base which has been used in this report to conduct a more in-depth 
analysis on how attitudes, behaviours and spend differ between higher and lower volume infringers, and 
those who don’t infringe at all. 

This work expands upon the previous high-volume infringer analysis, which used data from the first two 
waves of the study, and can be found at: 
http://stakeholders.ofcom.org.uk/binaries/research/telecoms-research/online-copyright/deep-dive.pdf 

The research demonstrated the clear demand for online access to copyright material, with well over half 
(58%) of internet users downloading or streaming at least one item of content during the year. However, 
infringement was a minority activity; we estimate that 17% of internet users consumed at least one item 
of infringing content, which equates to around a third (29%) of all consumers of online content.   

When considering individual content types in isolation, infringement levels varied, but in absolute terms 
were low. The highest incidence of infringement occurred in music, but even here fewer than one in ten 
(9%) internet users infringed; for software and video games the figure dropped to just 2% of internet 
users.   However, in relative terms infringement appeared more prevalent; a third (33%) of all consumers 
of online film infringed film at least once, while a quarter (26%) of music consumers infringed music.  

On a volume basis, almost a quarter (22%) of all content consumed online during the year was infringing – 
that’s over 1.5bn files.  However, this differed by content type; infringing films accounted for 35% of all 
films consumed online, infringing music for 22%, while infringing TV programmes for just 18%. 

Looking more closely at the distribution of infringement, it becomes clear that infringement is heavily 
skewed; a small proportion of infringers account for the large majority of infringements. The data show 
that just 2% of internet users make up the top decile of infringers by volume, and these people accounted 
for three-quarters (74%) of all infringements. There is, therefore, a long tail of casual, low level or 
infrequent infringers.  

However, high volume infringement tends to be quite category-specific. For example, there was only 
limited overlap (a maximum of 36%, and typically much less) between the top 20% of infringers of any 
two different types of content. This tends to support the approach we have taken in this report of 
examining content types in isolation. It further suggests that the highest volume infringers are those who 
have a passion for a particular content type.  

http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/oci-wave4/
http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/oci-wave4/
http://stakeholders.ofcom.org.uk/binaries/research/telecoms-research/online-copyright/deep-dive.pdf
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We also found that some people appeared to be accessing vast amounts of infringing content. We 
estimate that on average the top 10% of film infringers consumed 80 infringing films over a three month 
period. This equates to almost one per day, a figure that is likely to be explained by a combination of 
interest in film as a content type, and hoarding or stacking films for viewing at a later date.  

This distribution of infringers also provides some interesting insights into claimed consumer spend on 
legitimate content and its relationship with infringement. During an average three-month period, 
infringers tend to spend more than non-infringers on legal digital content (£26 vs. £16). A similar pattern, 
although less pronounced, is seen when we include wider spend on offline content-related purchases 
(£110 vs. £83). Furthermore, the top 10% and top 20% of infringers tend to spend the most, in contrast to 
the bottom 80%, whose lower spend is more in keeping with non-infringers.  But this hides significant 
variation between content types. For example, among film, software and video game consumers, non-
infringers reported a higher average quarterly total spend than infringers. 

Infringers were generally skewed towards being male, 16-34, and C2DE compared to non-infringers. 
Music, film and TV programme infringers were also more likely to be unemployed. These trends were 
amplified among the top 10% and top 20% infringers. The bottom 80% infringers were typically older, 
and, for some content types, more likely to be female, than high-volume infringers. 

High volume infringers demonstrated a higher level of familiarity with online technology through the 
means and location they choose in order to access online content. The top 20% of infringers were 
significantly more likely than the bottom 80% of infringers to have streamed or accessed content either 
out of their home (37% vs. 25%) or using a mobile network (39% vs. 26%). Given the complexity involved 
in detecting infringing activity on mobile and out-of-home networks, this may have significant 
implications for enforcement, particularly if these trends spread to the long tail.  

Across all types of infringer, the most commonly given reasons for infringing copyright online were 
because ‘it’s free’, ‘it’s easy/convenient’ and ‘it’s quick’. However, there were significant differences 
between infringer groups; the highest volume infringers were more likely to say they already spend 
enough on content’ (19% for top 10% infringers vs. 7% among the bottom 80%); that ‘legal content is too 
expensive’ (38% vs. 13%), that they didn’t want to wait for content to become available on legal services 
(19% vs. 8%); and that ‘the industry makes too much money’ (19% vs. 8%). 

There were also differences in the attitudes towards potential measures designed to encourage people to 
stop infringing. The top 10% were more likely than the bottom 80% to claim they would stop if they 
thought they might be sued (25% vs. 17%); if they received a letter from their ISP informing them that 
their account had been used to infringe (19% vs. 11%); and if there were articles in the media about 
people being caught (13% vs. 7%). Although these figures are based on claimed rather than actual 
behaviour, they may suggest that enforcement measures are more likely to be effective with heavier 
infringers.  They also suggest that no single enforcement solution is likely to address online copyright 
infringement in isolation; a complementary mix of measures including better lawful alternatives, more 
education about copyright matters, and targeted enforcement is more likely to be successful.  
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Key data 

Infringers were segmented into deciles according to the overall volume of content they indicated they 
had accessed illegally. The main findings were as follows:  

 
 

Summary across all content types 
Non-

infringers 
All 

infringers 
Top 
10% 

Next 
10% 

Bottom 
80% 

Number of online content consumers (000s) 18063 7505 761 744 6000 

% of internet users 41% 17% 2% 2% 13% 
% of online content consumers  71% 29% 3% 3% 23% 

% of all online content consumed, by group  53% 47% 23% 6% 18% 

% of all legal content consumed, by group  68% 32% 8% 5% 19% 
% of all infringing content consumed, by group 0% 100% 74% 11% 14% 

% of all online content consumed by group, that infringed 0% 47% 71% 41% 17% 

Average spend on digital content £16.18 £26.41 £54.72 £30.37 £22.33 
% of total spend on digital content 60%  40% 8% 5% 27% 

Average spend on all categories £82.55  £109.89   £197.56 £127.25 £96.49  

% of total spend on all categories (among online consumers) 64%  36% 6% 4% 25% 

Internet users aged 12+ in the UK = 44,461,000;  

% of internet users who consumed content online = 58%;  

Infringements as % of all content consumed = 22% 

• Over the course of the year, 58% of internet users consumed content online1 and 29% of these 
infringed content at least once. This means that 17% of internet users were content infringers.   

• On average, infringing content accounted for 47% of the online content consumption of each 
infringer; in total, infringing content accounted for 22% of all content consumed online.  The top 10% 
of online content infringers, who accounted for just 3% of all online content consumers, were 
responsible for 74% of all online content infringements. 

• However, infringers also accounted for 32% by volume, and 40% by spend, of legally consumed digital 
content, driven by their higher quarterly spend per head (£26.41) than non-infringers (£16.18). They 
also spent more, combined, on physical purchases, concerts/cinema, and merchandise. This 
generated a total quarterly spend per head on content among infringers of £109.89, higher than for 
non-infringers (£82.55), and accounting for 36% of all content-related spend.  

• The top 10% of infringers accounted for 8% by both volume and spend of legally consumed digital 
content, driven by their substantially higher spend on this (£54.72), than either the bottom 80% 
(£22.33) or non-infringers (£16.18). They also spent more on non-digital content, giving them a 
combined content spend of £197.56, compared with bottom 80% spend of £96.49 and non-infringer 
spend of £82.55. In total, the top 10% of infringers contributed 6% of all content (and related) spend. 

 

                                                            
1 Any content = Music, films, TV programmes, computer software, books and video games. 
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Music: summary 
Non-

infringers 
All 

infringers Top 10% Next 
10% 

Bottom 
80% 

Number of online music consumers (000s) 11851 4103 410 340 3353 

% of internet users 27% 9% 1% 1% 8% 

% online music consumers  74% 26% 3% 2% 21% 

% of all online music consumed, by group  61% 39% 24% 4% 11% 

% of all legal music consumed, by group  84% 16% 6% 2% 8% 

% of all infringing music consumed, by group 0% 100% 74% 10% 16% 

% all online music consumed by group, that infringed 0% 64% 77% 60% 38% 

Average spend on digital music £11.79 £15.18 £19.17 £16.51 £14.56 

% total spend on digital music 69% 31% 4% 3% 24% 

Average spend on music category in total £43.76 £48.20 £81.71 £61.12 £42.79 
% total spend on music category  

(among online consumers) 72% 28% 5% 3% 20% 

Internet users aged 12+ in the UK = 44,461,000 

% of internet users who consumed music online = 36%  

Infringed music as % of all content consumed = 22% 

• Over the course of the year, 36% of internet users consumed music online and 26% of these infringed 
music content at least once. This means that 9% of internet users were music infringers.   

• On average, infringing content accounted for 64% of the online music consumption of each 
infringer; in total, infringing content accounted for 22% of all music consumed online.  The top 10% of 
online music infringers, who accounted for just 3% of all online music consumers, were responsible 
for 74% of all online music infringements. 

• However, infringers also accounted for 16% by volume, and 31% by spend, of legally consumed digital 
music, driven by their higher quarterly spend per head (£15.18) than non-infringers (£11.79). They 
also spent more combined on physical purchases, concerts/gigs, and merchandise. This generated a 
total quarterly spend per head on music among infringers of £48.20, higher than for non-infringers 
(£43.76), and accounting for 28% of all music-related spend.  

• The top 10% of infringers accounted for 6% by volume, and 4% by spend, of legally consumed digital 
music, driven by their higher spend on this (£19.17) than either the bottom 80% or (£14.56) or than 
non-infringers (£11.79). They also spent more on non-digital content, giving them a combined music 
spend of £81.71, which compares with bottom 80% spend of £42.79 and non-infringer spend of 
£43.76. In total, the top 10% of infringers contributed 5% of all music-related spend. 
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Films: summary 
Non-

infringers 
All 

infringers 
Top 
10% 

Next 
10% 

Bottom 
80% 

Number of online film consumers (000s) 5588 2795 253 289 2254 

% of internet users 13% 6% 1% 1% 5% 

% of online films consumers  67% 33% 3% 3% 27% 

% of all online films consumed, by group  53% 47% 24% 6% 17% 

% of all legal films consumed, by group  82% 18% 4% 1% 12% 

% of all infringing films consumed, by group 0% 100% 61% 14% 25% 

% of all online films consumed by group, that infringed 0% 82% 89% 84% 53% 

Average spend on digital films £7.40 £4.93 £12.54 £6.93 £3.82 

% of total spend on digital films 75% 25% 6% 2% 17% 

Average spend on films category in total £38.06 £30.74 £50.45 £38.91 £27.49 

% of total spend on films category  
(among online consumers) 71% 29% 4% 4% 21% 

Internet users aged 12+ in the UK = 44,461,000 

% of internet users who consumed films online = 19%  

Infringed films as % of all films consumed online = 35% 

• Over the course of the year, 19% of internet users consumed films online and 33% of these infringed 
film content at least once. This means that 6% of internet users were film infringers.   

• On average, infringing content accounted for 82% of the online film consumption of each infringer; in 
total, infringing content accounted for 35% of all films consumed online. The top 10% of online film 
infringers, who accounted for just 3% of all online film consumers, were responsible for 61% of all 
online film infringements. 

• Infringers also accounted for 18% by volume, and 25% by spend, of legally consumed digital films, but 
this was less per head (£4.93) than non-infringers (£7.40). They also spent less combined on physical 
purchases and rentals, and cinema visits. This generated a total quarterly spend per head on films 
among infringers of £30.74, lower than for non-infringers (£38.06), and accounting for 29% of all film-
related spend. 

• However, the top 10% of infringers accounted for 4% by volume, and 6% by spend, of legally 
consumed digital films, driven by their higher spend on this (£12.54) than either the bottom 80% or 
(£3.82) or than non-infringers (£7.40). They also spent more on non-digital content, giving them a 
combined film spend of £50.45, which compares with bottom 80% spend of £27.49, and non-infringer 
spend of £38.06. In total, the top 10% of infringers contributed 4% of all film-related spend. 
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TV programmes: summary Non-
infringers 

All 
infringers 

Top 
10% 

Next 
10% 

Bottom 
80% 

Number of online TV programme consumers (000s) 12433 2825 305 267 2254 

% of internet users 28% 6% 1% 1% 5% 

% of online TV programme consumers  81% 19% 2% 2% 15% 

% of all online TV programmes consumed, by group  71% 29% 13% 5% 11% 

% of all legal TV programmes consumed, by group  87% 13% 3% 2% 8% 

% of all infringing TV programmes consumed, by group 0% 100% 58% 17% 24% 

% of all online TV progs. consumed by group, that infringed 0% 63% 81% 61% 42% 

Average spend on digital TV programmes £1.90 £2.82 £6.68 £2.12 £2.34 

% of total spend on digital TV programmes 75% 25% 6% 2% 17% 

Average spend on TV programmes category in total £9.17 £11.63 £26.38 £7.56 £10.12 
% of total spend on TV progs. Category  

(among online consumers) 78% 22% 5% 1% 16% 

Internet users aged 12+ in the UK = 44,461,000 

% of internet users who consumed TV programmes online = 34%  

Infringed TV programmes as % of all TV programmes consumed online = 18% 

• Over the course of the year, 18% of internet users consumed TV programmes online and 19% of these 
infringed TV programme content at least once. This means that 6% of internet users were TV 
programme infringers.   

• On average, infringing content accounted for 63% of the online TV programme consumption of each 
infringer; in total, infringing content accounted for 18% of all TV programmes consumed online. The 
top 10% of online TV programme infringers, who accounted for just 2% of all online TV programme 
consumers, were responsible for 58% of all online TV programme infringements. 

• However, infringers also accounted for 13% by volume, and 25% by spend, of legally consumed digital 
TV programmes, driven by their higher quarterly spend per head (£2.82) than non-infringers (£1.90). 
They also spent more combined on physical purchases or rentals. This generated a total quarterly 
spend per head on TV programmes, among infringers, of £11.63, higher than for non-infringers 
(£9.17), and accounting for 22% of all TV programme spend (excluding pay TV). 

• The top 10% of infringers accounted for 3% by volume, and 6% by spend, of legally consumed digital 
TV programmes, driven by their higher spend on this (£6.68) than either the bottom 80% (£2.34) or  
non-infringers (£1.90). They also spent more on non-digital content, giving them a combined TV 
programme spend of £26.38, which compares with bottom 80% spend of £10.12, and non-infringer 
spend of £9.17. In total, the top 10% of infringers contributed 5% of all TV programme spend 
(excluding pay TV). 
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Computer software: summary Non-
infringers 

All 
infringers 

Top 
20%2 

Bottom 
80% 

Number of computer software consumers (000s) 4699 1074 217 858 

% of internet users 11% 2% 0.5% 2% 

% of online computer software consumers  81% 19% 4% 15% 

% of all online computer software consumed, by group  62% 38% 31% 8% 

% of all legal computer software consumed, by group  87% 13% 7% 6% 

% of all infringing computer software consumed, by group 0% 100% 88% 12% 

% of all online software consumed by group, that infringed 0% 75% 83% 43% 

Average spend on digital computer software £13.78 £8.22 £11.88 £7.30 

% of total spend on digital computer software 88% 12% 4% 9% 

Average spend on computer software category in total £28.69 £20.57 £32.68 £17.52 
% of total spend on computer software category  

(among online consumers) 86% 14% 5% 10% 

Internet users aged 12+ in the UK = 44,461,000 

% of internet users who consumed computer software online = 13%  

Infringed computer software as % of all software consumed online = 29% 

• Over the course of the year, 13% of internet users consumed computer software online and 19% of 
these infringed software at least once. This means that 2% of internet users were computer software 
infringers.   

• On average, infringing content accounted for 75% of the online software consumption of each 
infringer; in total, infringing content accounted for 29% of all software consumed online. The top 20% 
of online computer software infringers, who accounted for just 4% of all online software consumers, 
were responsible for 88% of all online software infringements.   

• Infringers also accounted for 13% by volume, and 12% by spend, of legally consumed digital software, 
but this was less per head (£8.22) than non-infringers (£13.78). They also spent less combined on 
physical purchases. This generated a total quarterly spend per head on software, among infringers, of 
£20.57, lower than for non-infringers (£28.69), and accounting for 14% of all software spend. 

• The top 20% infringers accounted for 7% by volume, and 4% by spend, of legally consumed digital 
software, but again this was marginally less per head (£11.88) than non-infringers (£13.78). However, 
because they spent more on physical purchases, this generated a total quarterly spend per head on 
software among infringers of £32.68, marginally higher than for non-infringers (£28.69), and 
accounting for 5% of all software spend. 

  

                                                            
2 Please note that for computer software and video games infringement is less common and sample sizes are 
therefore smaller. The lower bases restricted how far the deciles could be broken down and the analysis is 
conducted on the top 20% and the bottom 80% of infringers.   
 



9 | P a g e  

 

Video games: summary Non-
infringers 

All 
infringers Top 20% Bottom 

80% 

Number of video game consumers (000s) 3956 820 161 659 

% of internet users 9% 2% 0% 1% 

% of online video games consumers  83% 17% 3% 14% 

% of all online video games consumed, by group  58% 42% 36% 6% 

% of all legal video games consumed, by group  77% 23% 18% 5% 

% of all infringing video games consumed, by group 0% 100% 90% 10% 

% of all online video games consumed by group, that was infringed 0% 59% 62% 43% 

Average spend on digital video games £14.64 £11.67 £19.13 £9.85 

% of total spend on digital video games 86% 14% 5% 10% 

Average spend on video games category in total £38.63 £28.80 £49.43 £23.77 

% of total spend on video games category 87% 13% 5% 9% 

Internet users aged 12+ in the UK = 44,461,000 

% of internet users who consumed video games online = 25% 

Infringed video games as % of all video games consumed online = 25% 

• Over the course of the year, 11% of internet users consumed video games online and 17% of these 
infringed video games at least once. This means that 2% of internet users were video game infringers. 

• On average, infringing content accounted for 59% of the online video game consumption of each 
infringer; in total, infringing content accounted for 25% of all video games consumed online. The top 
20% of online video game infringers, who accounted for just 4% of all online video game consumers, 
were responsible for 90% of all online video game infringements.  

• Infringers also accounted for 23% by volume, and 14% by spend, of legally consumed digital video 
games, but this was less per head (£11.67) than non-infringers (£14.64). They also spent less combined 
on physical purchases. This generated a total quarterly spend per head on video games among 
infringers of £28.80, lower than for non-infringers (£38.63), and accounting for 13% of all video game 
spend. 

• However, the top 20% of infringers accounted for 18% by volume, and 5% by spend, of legally 
consumed digital video games, driven by their higher spend on this (£19.13) than either the bottom 
80% (£9.85) or non-infringers (£14.64). They also spent more on non-digital content, giving them a 
combined video game spend of £49.43, which compares with bottom 80% spend of £23.77 and non-
infringer spend of £38.63. In total, the top 10% of infringers contributed 5% of all video game spend. 
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1. Research overview 

1.1 Background and objectives 
In early 2012 Ofcom commissioned research to track consumers’ behaviour and attitudes towards both 
lawful and unlawful accessing of copyright material using the internet. The work looked at six content 
types: music, films, TV programmes, computer software, books and video games. The primary objective 
was to furnish evidence to assist policy making related to online copyright enforcement. This followed the 
adoption by Government of a recommendation made in the Hargreaves Review of Intellectual Property 
and Growth; that Ofcom should not wait until its progress-reporting duties under the Digital Economy Act 
came into force to begin gathering trends and benchmarks on the consumption of content online.  

The research universe for this study was all aged 12+ in the UK. The survey used a mixed methodology 
approach, whereby data were collected using both an online and offline sample. All material relating to 
the main tracking study, including key findings and full technical details, can be found at: 
http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/copyright-infringement-tracker/ 

A total of 21,475 surveys were completed across all four waves of the tracking study (covering the period 
May 2012 – May 2013). This has provided a robust and substantial base which we have used to conduct 
the further statistical analysis in this report. The main aim of this in-depth analysis is to follow up and 
expand upon the previous high-volume infringer analysis, which was undertaken using the data from the 
first two waves of the tracking study, and can be found at: 
http://stakeholders.ofcom.org.uk/binaries/research/telecoms-research/online-copyright/deep-dive.pdf 

Specifically, this report examines in more detail those infringers who accounted for the largest volume of 
illegal consumption within each individual content type, and compares their attitudes and behaviours to 
those of lower volume infringers and those who don’t infringe at all. 

1.2 Analysis methodology 

The analysis segmented infringers into bands of 10% (decile groups) based on volume of content 
consumed illegally.  

• For music, films, and TV programmes, segments were created from the decile groups of infringers 
accounting for the top 10%, the next 10%, and the bottom 80% of infringements. 

• For video games and computer software, where infringement is less common and sample sizes 
are therefore smaller, the lower bases restricted how far the deciles could be broken down. For 
these content types the analysis is conducted on the top 20% and the bottom 80% of infringers.   

• For books, the base size for infringers was too low to split into deciles, so this content type is not 
analysed as an individual category.   

• Segments for the top 10% infringers, the next 10% and the bottom 80% were also created across 
all the six content types (i.e. among those who consumed any of them). For this analysis, 
infringing books were included within the calculations.  

In terms of volumes, all respondents were asked about their behaviour during the past three months. 
However, as the database is combined from separate waves, the periods differ. Therefore, all aggregated 
volumes are indicative of activities across the 13-month period. 

http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/copyright-infringement-tracker/
http://stakeholders.ofcom.org.uk/binaries/research/telecoms-research/online-copyright/deep-dive.pdf
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The decile groups were calculated in the following way: 

• The estimated volume of illegal content was derived for each respondent using the equation: 

𝑁𝑢𝑚𝑏𝑒𝑟 𝑖𝑙𝑙𝑒𝑔𝑎𝑙 𝑓𝑖𝑙𝑒𝑠 = (𝑓𝑖𝑙𝑒𝑠 𝑑𝑜𝑤𝑛𝑙𝑜𝑎𝑑𝑒𝑑 + 𝑓𝑖𝑙𝑒𝑠 𝑠𝑡𝑟𝑒𝑎𝑚𝑒𝑑) −  𝑙𝑒𝑔𝑎𝑙 𝑓𝑖𝑙𝑒𝑠 2F

3 

• Respondent data were then ranked in order of volume, and the decile groups were determined by the 
cumulative percentage of respondents, with the thresholds set at 10% intervals. 

The following table represents a hypothetical example of how it works. 

Infringed 
volume 

Number of 
respondents 

Total 
infringed 
volume 

Cumulative % 
of total 

infringed 
volume 

% of all 
respondents 

Cumulative 
% of 

respondents 
Infringer 

decile group 

1 370 370 1% 37.00% 100% Bottom 80% 
2 200 770 4% 20.00% 63% Bottom 80% 
3 70 980 7% 7.00% 43% Bottom 80% 
4 50 1180 12% 5.00% 36% Bottom 80% 
5 70 1530 17% 7.00% 31% Bottom 80% 
6 40 1770 23% 4.00% 24% Bottom 80% 
7 70 2260 31% 7.00% 20% Next 10% 
8 20 2420 40% 2.00% 13% Next 10% 
9 10 2510 49% 1.00% 11% Next 10% 

10 70 700 51% 7.00% 10% Top 10% 
11 4 44 51% 0.39% 3% Top 10% 
50 4 200 52% 0.40% 3% Top 10% 
60 4 240 53% 0.40% 2% Top 10% 
100 3 300 54% 0.30% 2% Top 10% 
110 5 550 56% 0.50% 2% Top 10% 
300 2 600 58% 0.25% 1% Top 10% 
450 3 1350 63% 0.29% 1% Top 10% 
500 3 1500 68% 0.30% 0% Top 10% 

3000 1 3000 79% 0.10% 0% Top 10% 
6000 1 6000 100% 0.08% 0% Top 10% 
Total 1000 28274 100% 100     

The decile groups do not necessarily equate to the exact percentage (e.g. 10%) of the infringer base 
(although they will generally be close). This is primarily because in some circumstances those below the 
threshold (e.g. the top 11-12% of infringers) consumed the same amount as someone on the threshold 
(e.g. 10%). 

In-depth profiling of the individual groups was undertaken, forming the content of this report. 
Throughout the report, where we comment on differences, these are statistically different at the 99% 
confidence level. 

 

                                                            
3 In wave 2 a change was made to the questionnaire where we included the number of paid illegal content for music and films. 
Therefore, all paid for content is assumed as legal in the calculations for wave 1.  
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2. Analysis across content types 

2.1 Why do they infringe, and what would make them stop? 

The top three reasons given for infringing content4 were consistent for each of our three decile infringer 
groups – these were because “it’s free,” “easy/convenient” and “quick”. However, these reasons were 
given particularly often by the top 10% of infringers, and in general, the higher the volume of 
infringement the more reasons given (4.9 on average for the top 10%, compared to 2.6 for the bottom 
80%). There were a number of strong relative differences between the top 10% and the bottom 80% 
group, and these can be categorised into the following general areas: 

• Justification through their existing spend – this was apparent through the higher responses of the 
top 10% to the statements: “I’ve already paid to see it…,” (22% v 8%),  “I already spend enough on 
content” (19% v 7%) and “I already owned content in another format (22% v 11%).  

• Dissatisfaction with legal services available - The top 10% were much more likely to say that legal 
content is too expensive (38% v 13%). They were also more than twice as likely to say “I don't 
want to wait for content to become available on legal services” (19% v 8%) 

• Lack of sympathy – The top 10% were more likely to believe that “no-one suffers” (11% v 3%), 
that “the industry makes too much money” (19% v 8%), and that they “shouldn’t have to pay for 
content online (11% v 5%)”. 

Response levels for factors that would encourage people to stop infringing were also generally higher 
among higher volume infringers, and again, this was reflected in the average number of responses given 
(3.9 for the top 10% of infringers v 2.6 for the bottom 80%). The highest responses across all infringement 
groups tended to be about improvements to legal services; e.g. becoming cheaper, having more content 
available, and greater clarity about what is and isn’t legal online. However, there were a number of strong 
relative differences between the top 10% group and the bottom 80% group, and these can be classified 
into the following general areas: 

• Improvements to legal services – The statement “if a subscription service I was interested in became 
available” was cited by twice as many of the top 10% infringers (28%) as the bottom 80% (15%). 
Furthermore, they were more likely to be encouraged to stop downloading or streaming files illegally 
“if everything I wanted was available legally” (27% v 19%) and “if legal services were more 
convenient/flexible” (28% v 15%). 

• Deterrents – A higher proportion of the top 10% cited “If I thought I might be sued” (25%) than the 
bottom 80% (17%). ISP letters, and in particular notification that their account had been used to 
infringe, also appeared to be more of a deterrent to hig volume infringers (19% v 11%). Furthermore, 
“If there were articles in the media about people being caught” was cited by twice as many (13% v 
7%). 

There was very little difference across the three groups in terms of the responses to two related 
statements “If it is clearer what is legal and what isn't,” and “If I knew where to go to see if something was 
                                                            
4 It is important to note that the attitude statements covered in this section include all content that each respondent had 
indicated infringement in. Therefore, the statements don’t necessarily reflect just one type of content. 
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illegal or not”. Furthermore, 6-7% of each of three infringement groups stated that nothing would make 
them stop. 

2.2 Where and how do they consume content online? 

Those who had consumed or shared any digital content in the last three months5 were asked what type of 
internet connection (fixed broadband, Wi-Fi or mobile) and which locations (inside or outside the home) 
they had used to do this. The following table shows a summary6 of consumption levels (downloading or 
streaming/accessing any of the content types) among all infringers across the four waves covered. 
Significance testing has been applied at the 99% confidence level, and the letters indicate where a 
significantly higher difference occurred (for example, the 34% figure for use of mobile networks is 
significantly higher than the 27% figure in wave 1); this technique is applied throughout this document. 

Table 2.2a Connections used for content consumption and sharing among infringers 

 Wave 1 
May-Jul 12 

Wave 2 
Aug-Oct 12 

Wave 3 
Nov-Jan 13 

Wave 4 
Mar-May 13 

Sig test (99%) A B C D 
Base 746 860 924 887 

Inside home 97% 97% 96% 98% 
Outside home 28% 28% 31% 29% 

Fixed broadband (inc. Wi-Fi) 96% 96% 95% 98% 
Mobile network (3G/4G) 27% 30% 31% 34% A 

Although there has been no significant change over time in terms of location (inside and outside the 
home), or the use of a fixed broadband connection, consumption of content via a mobile network 
increased among infringers over the 13 months covered - from 27% in wave 1 to 34% in wave 2. However, 
is important to note that this was a general question about content consumption and doesn’t relate 
specifically to the consumption of illegal content. It also reflects the general increase across the 13 
months in ownership of devices with mobile internet functionality, as can be seen in the table below. 

Table 2.2b Device ownership among all aged 12+ in the UK 

 Wave 1 
May-Jul 12 

Wave 2 
Aug-Oct 12 

Wave 3 
Nov-Jan 13 

Wave 4 
Mar-May 13 

Sig test (99%) A B C D 
Base 5099 5495 5437 5444 

Smartphone 41% 44% 46% 49% A 
Computer (desktop or laptop) 57% 60% 61% 60% 
Tablet 10% 12% 19% A 21% AB 
E-book reader 10% 12% 15% A 15% A 
Games console 29% 29% 30% 28% 
Mobile gaming device 11% 11% 11% 11% 

                                                            
5 The past three months was decided upon as the primary time-based metric for this study. Although this might have 
repercussions regarding respondents’ ability to recollect past behaviour accurately, it was chosen for two reasons - 1) it ties in 
with the future quarterly DEA reporting requirement, and 2) it is intended to avoid bias in the data caused by seasonality 
(especially regarding the Christmas period). 
6 For the full questionnaire refer to the following link http://stakeholders.ofcom.org.uk/binaries/research/telecoms-
research/online-copyright/w3/questionnaire.pdf 

http://stakeholders.ofcom.org.uk/binaries/research/telecoms-research/online-copyright/w3/questionnaire.pdf
http://stakeholders.ofcom.org.uk/binaries/research/telecoms-research/online-copyright/w3/questionnaire.pdf
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Perhaps most significantly in terms of internet consumption via a mobile network, smartphone ownership 
increased from 41% in wave 1 to 49% in wave 4. However, some tablets and e-books have 3G 
functionality, and take-up of both also rose substantially during the period. 

Rolling up the data from each individual wave, the following table expands on the above to show the 
relative proportions for non-infringers, all infringers, and the three infringer groups, across all content 
types7. It also splits this out by the three core activities (downloading, streaming/accessing and sharing).   

Table 2.5c connections used for content consumption and sharing across all six content types 

 Non-
infringers 

All 
infringers Top 10% Next 10% Bottom 

80% 

Sig test (99%) A B C D E 
 Base 5671 2804 311 317 2176 

Downloaded 
any content 

Inside home 98% 96% 99% 98% 96% 
Outside home 13% 19% A 24% 23% 18% 

Fixed broadband (inc. WiFi) 96% 95% 99% 96% 94% 
Mobile network (3G/4G) 15% 20% A 24% 25% 18% 

 Base 7220 3223 334 341 2548 

Streamed/ 
accessed any 

content 

Inside home 98% 97% 99% 100% 96% 
Outside home 19% 28% A 37% E 36% E 25% 

Fixed broadband (inc. WiFi) 97% 96% 98% E 97% 96% 
Mobile network 20% 28% A 39% E 39% E 26% 

 Base 1308 1211 151 138 922 

Shared any 
content 

Inside home 95% 96% 95% 99% 95% 
Outside home 20% 26% A 26% 27% 26% 

Fixed broadband (inc. WiFi) 94% 94% 96% 96% 93% 
Mobile network 19% 24% A 23% 29% 23% 

Across all content types, infringers were more likely than non-infringers to have downloaded, 
streamed/accessed and shared content outside the home, and via a mobile phone network (3G/4G). The 
likelihood of streaming via these methods also increased according to the volume of infringing content 
consumed in an average three months. Those in the top 10% and next 10% groups were significantly more 
likely than the bottom 80% to have streamed either via a mobile network or outside the home. Again, this 
doesn’t relate specifically to the consumption of illegal content; it just means that these groups of people 
were generally more likely to consume any online content in this way. The following table shows that it is 
also linked to higher levels of internet-enabled device ownership among higher-level infringers. 

Table 2.5d Device ownership 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 
Base 8142 3405 345 349 2723 

Smartphone 66% 75% A 83% E 85% E 72% 
Computer (desktop or laptop) 81% B 75% 85% E 81% E 73% 
Tablet 25% 27% 31% 30% 26% 
E-book reader 24% B 18% 20% 18% 17% 
Games console 44% 50% A 61% E 56% 47% 
Mobile gaming device 18% 20% 28% E 21% 19% 

                                                            
7 All content types = music, films, TV programmes, computer software, books and video games. 
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For several device types, ownership was more common among the top 10% infringers than the bottom 
80%. However, the fact that smartphone ownership (83%) was higher than the other groups is consistent 
with their higher out-of-home consumption (either via a mobile network or Wi-Fi). 

2.3 How many infringers are there, and how much do they infringe? 

The following table outlines the estimated population sizes of the groups created for each content type. 

Table 2.3a Population sizes and proportion of online content consumers, for groups assessed in the report 

 

      
 Pop 

(000s) % Pop 
(000s) %  Pop 

(000s) %  Pop 
(000s) %  Pop 

(000s) %  Pop 
(000s) % 

All consumers8 15954 100% 8384 100% 15258 100% 5744 100% 4775 100% 25568 100% 

Non-infringers 11851 74% 5588 67% 12433 81% 4669 81% 3956 83% 18063 71% 

Top 10% 9 410  3% 253 3% 305 2% 
217 4% 161 3% 

761 3% 

Next 10%  340 2% 289 3% 267 2% 744 3% 

Bottom 80%  3353 21% 2254 27% 2254 15% 858 15% 659 14% 6000 23% 

All infringers10 4103 26% 2795 33% 2825 19% 1074 19% 820 17% 7505 29% 

% of all internet 
users aged 12+ 9% 6% 6% 2% 2% 17% 

 Base: UK internet users aged 12+ (18519), consumers of online content aged 12+ (11572) 

We estimate that one in six (17%) UK internet users aged 12+ consumed at least one item of online 
content illegally over the 13-month period. This equates to 29% of those who consumed any of the six 
content types (including books, which is not assessed individually due to the low infringer base).   

Levels of infringement varied significantly by content type; we estimate that 9% of internet users aged 
12+ consumed at least some music illegally over the 13-month period, while 6% did so for films and TV 
programmes. For computer software and video games the figure was 2%. 

Across all content types the top 10% and the next 10% of infringers both equated to 3% of all online 
content consumers (representing 761,000 and 744,000 respectively of people aged 12+ in the UK).  

 

  

                                                            
8 ‘All consumers’ refers to anyone who had downloaded or streamed/accessed (i.e. consumed) each content type in the past 
three months. 
9 The decile groups will not necessarily equate to the exact percentage (e.g. 10%) of the infringer base. This is primarily because in 
some circumstances those below the threshold (e.g. top 11-12% of infringers) consumed the same amount as someone on the 
threshold (e.g. 10%). 
10 ‘% internet users’ is the proportion of all 12+ year olds in the UK who ever use the internet 
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The following table outlines the estimated total volume of infringing digital content that each group 
accounted for over the 13-month period (May 2012 - May 2013): 

Table 2.3b Infringed volumes consumed11 

 

      

 Vol. % Vol. %  Vol. % Vol. %  Vol. %  Vol. % 

All infringers 1076m 100% 132m 100% 208m 100% 69m 100% 54m 100% 1581m 100% 

Top 10%  794m 74% 81m 61% 122m 58% 
61m 88% 48m 90% 

1177m 74% 

Next 10%  105m 10% 18m 14% 36m 17% 179m 11% 

Bottom 80%  177m 16% 33m 25% 51m 24% 8m 12% 6m 10% 225m 14% 

We estimate that the 761,000 people who made up the top 10% of infringers consumed 1.177 billion 
(74%) of the 1.581 billion files infringed across all content types. The next 10% accounted for 11% of 
infringing content, while the bottom 80% accounted for only 14%.  

When looking at the individual content types it can be seen that the proportions of infringement volumes 
for music closely mirror what is calculated at the total (‘any’) level. This is because digital consumption of 
music is based on individual tracks (as opposed to the generally larger-sized single files for the other 
content types) and as such, the volume of music consumption dwarfs all other categories, accounting for 
68% of all infringing content. This is why it is important to examine each content type separately; if the 
analysis looked only at the total level it would be largely reporting music category insights. 

Compared to music (74%), the top 10% of film and TV programme infringers accounted for a lower 
proportion of infringing content - 61% and 58% respectively.  

For the more niche categories of software and video games, the top 20% accounted for around nine-
tenths of infringing content (88% and 90% respectively). This was closer to the top 20% for music (84%) 
than it was for films and TV programmes (both 75%).  

  

                                                            
11 The numbers below are based on music tracks consumed. Around ten music tracks equate to one album. 
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2.4 Do they infringe multiple content types? 

Taking all infringers into account, Table 2.4a shows the proportion of infringers within each content type 
who also infringed in each other content type. The figures shown are column percentages, so for 
example, 55% of those who infringed any music content; 32% of those who infringed music also infringed 
films. 

Table 2.4a Overlap of all infringers (column percentages) 
 

        

Base 3417 1965 1216 1189 506 449 238 

 
55%  47% 40% 50% 60% 43% 

 
37% 32%  41% 43% 46% 41% 

 
38% 27% 42%  39% 38% 38% 

 
14% 13% 7% 15%  33% 20% 

 
35% 12% 14% 11% 26%  16% 

 
7% 6% 8% 8% 10% 11%  

We have already seen that music, films and TV programmes were the most infringed content types of the 
six assessed in the research, and this is reflected in the overlap with infringement of other content types – 
those who infringed in one category were fairly likely to have infringed in another. For example, at least 
two in five infringers in all other content types also infringed music. This proportion was highest among 
video games infringers (60%) and lowest for TV programmes (40%). Forty-two per cent of film infringers 
also infringed TV programmes. For the content types with the lowest infringement levels (computer 
software, video games and books), the percentage who consumed illegally in other categories was 
generally higher. For example, 46% of video game infringers also infringed films. 

Table 2.4b is similar to the previous one, but this time it shows the overlap of the top 20% infringer 
groups within each content type. Again, the figures shown are column percentages; so for example, half 
of those in the top 20% overall infringer group were in the top 20% infringers group for music.  
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Table 2.4b Overlap of the top 20% of infringers (column percentage)12 

 
      

Base 694 357 245 219 122 104 

 
50%  29% 22% 28% 18% 

 
24% 21%  28% 36% 23% 

 
31% 17% 30%  21% 10% 

 
9% 8% 15% 8%  25% 

 
7% 4% 7% 3% 18%  

Within the top 20% infringer groups there were lower levels of overlap than seen among all infringers, 
suggesting that high volume infringement is more category-specific. For example, the most significant 
overlap was among the top 20% computer software infringers, who also fell into this decile group for films 
(36%). Similarly, 30% of the top 20% film infringers also fell into the top 20% of TV programme infringers.  
Although there are overlaps, the fact that these proportions are relatively low suggests that the top 
infringers in each category are distinct enough to warrant individual (content-specific) analysis. 

The following table validates this by showing the proportion of the top 20% infringers for each content 
type who didn’t appear in the top 20% for any other type.  

Table 2.4c Proportion of top 20% infringers exclusive to that content type 

 
     

 357 245 219 122 104 

Top 20% infringers in single content type 56% 38% 49% 39% 52% 

Mean number of content types  2.0 2.4 2.1 2.7 2.9 

The top 20% infringer group for music had the highest level of exclusivity (56% were not in the top 20% of 
for any other content type), with films and computer software the lowest (38% and 39% respectively). 

  

                                                            

12 Note: In order to provide a direct comparison with computer software and video games, the remaining three content types 
(music, films and TV programmes) combine the top 10% and next 10% for this analysis. 
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3. Music 

3.1 Top 10% of music infringers: summary 

Music infringers were segmented into deciles according to the volume of content they indicated they 
had accessed illegally. Primarily concentrating on the top 10% of infringers, the main findings are as 
follows: 

• Three-quarters of the top 10% music infringers were aged 16-34, a higher proportion than among the 
remaining music infringer groups. Although half of them were in work and 62% were ABC1s, they 
were also more likely than the bottom 80% of infringers to be unemployed (37%). The proportion in 
education (12%) was not significantly different to the other infringer groups, despite the fact that 
infringers in general were more likely than non-infringers to be studying (14% v 11%).  

• The use of ‘out of home’ internet (including via a mobile network) for consuming and sharing online 
content, as well as ownership of smartphones, was noticeably higher among the top 10% music 
infringers. However, it is important to bear in mind that the content consumed via these methods 
was not necessarily acquired illegally. 

• We estimate that on average, the top 10% infringers each consumed 485 digital tracks illegally over a 
period of three months (compared to 144 consumed legally), representing 77% of their total digital 
music consumption. This meant that the top 10% accounted for 74% of total music infringements. 

• At an aggregate level, infringers consumed proportionally fewer legal tracks than non-infringers; 26% 
of music consumers were infringers but these people accounted for 16% of all digital music tracks 
consumed legally.  However, this was not the case among the top 10% of infringers, who accounted 
for just 3% of online music consumers but were responsible for 6% of legally consumed music.  

• Despite consuming a high proportion of infringing content, the top 10% claimed to pay for 
comparatively high volumes as well - 120 tracks on average over a three-month period (compared to 
just ten for the bottom 80%). This suggests that although this group consumed the majority of their 
free content illegally, they paid for most of the content they consumed legally, and it is likely that a 
high proportion of this was consumed via paid streaming services.  

• The above findings are complemented by responses regarding the music services used by the top 
10% of infringers in the past three months: 

o Spotify (29%) and iTunes (33%) were used by a relatively high proportion of the top 10% 
infringers, compared to the remaining infringers. YouTube was also at its highest levels 
among this group (71%). 

o Peer-to-peer (P2P) use was much higher among the top 10% (53%) than the bottom 80% 
(28%), with uTorrent the service they mentioned most frequently (32%). Cyberlockers 
were also commonly used (16%). 
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• Twenty-six per cent of digital music consumers were infringers, but they also accounted for 31% of 
total spend on legally consumed digital music, driven by their higher quarterly spend per head 
(£15.18) than non-infringers (£11.79). They also spent more combined on physical purchases, 
concerts/gigs, and merchandise. This generated a total quarterly spend per head on music, among 
infringers, of £48.20, higher than for non-infringers (£43.76), and accounting for 28% of all music-
related spend.  

• The top 10% infringers accounted for just 3% of digital music consumers, but 4% of total spend on 
legally consumed digital music. They had a higher average spend on this (£19.17) than the bottom 
80% (£14.56) and the non-infringers (£11.79). They also spent more on non-digital content, giving 
them a combined quarterly music spend of £81.71, compared with bottom 80% spend of £42.79 and 
non-infringer spend of £43.76. In total, the top 10% of infringers contributed 5% of all music-related 
spend. 

• The proportion of people who said that they were willing to pay at least 39p for a music track was 
lower among the top 10% (60%) than the bottom 80% (77%). However, the average price per track 
they were willing to pay did not differ significantly between the infringer groups and the non-
infringers, ranging from 74p to 88p for a single track. (This is broadly in line with the current market 
price; for example, a music track download on iTunes costs around 79p).  

• Among the top 10% infringers, 65% expressed willingness to pay for an ‘all you can eat’ subscription 
service at the lowest price point offered (£3). Although this was not significantly higher than the 
other infringer groups (or non-infringers), it reflects the fact that a relatively high proportion of this 
group claimed to already use such services. 

• The top 10% were more likely than the bottom 80% to justify their infringing behaviour through their 
existing spend, and because they had concerns about legal music services (including price and 
availability).  A significantly higher proportion also expressed a lack of sympathy towards the 
industry; for example, 19% said they think the industry makes too much money. 

• Regarding motivations for stopping infringing, they were more likely than other infringers to respond 
positively to potential legal subscription services, and to ISP notifications that their account had been 
used to infringe (24%, compared to 13% among the bottom 80%). 

• The top 10% were generally more confident online than other infringers - 72% of them were either 
very, or slightly, confident that they knew what is and isn’t legal online in terms of downloading, 
streaming/accessing, and sharing content through the internet. 

• Prompted awareness of lawful services also tended to be higher among the top 10% than the bottom 
80% - and they tended to mention more services on average (7.2 v 5.0). 
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3.2 Demographic profiles 

The following table shows the demographic profiles of the various music infringer groups.  
 

Table 3.2 Demographic profile of music infringers 

 Internet 
population (12+) Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) - A B C D E 

Base 18519 5510 1965 183 174 1608 
Population (000s) 44461 11851 4103 410 340 3353 
 
Male 49% 53% 60% A 66% 63% 59% 
Female 51% 47%B 40% 34% 37% 41% 
 
12-15 7% 11% 13% 11% 15% 13% 
16-34 35% 49% 62% A 75% E 66% 60% 
35-54 34% 31% B 21% 13% 17% 22% C 
55+ 24% 10% B 5% 2% 2% 5% 
 
ABC1 61% 70% B 57% 62% 54% 57% 
C2DE 39% 30% 43% A 38% 46% 43% 
 
Working (FT or 
PT) 

55% 61% B 54% 50% 45% 55% 

In education  7% 11% 14% A 12% 15% 14% 
Unemployed13 26% 26% 31% A 37% E 40% E 29% 
Retired 11% 2% 1% - - 1% 

 

Music infringers in general skewed more towards males (60%) and 16-34 year olds (62%) than did non-
infringers. While music infringers also skewed towards ABC1 (57%), this proportion was significantly lower 
than among non-infringers (70%). Infringers were also less likely to be in work than the non-infringers – 
31% were unemployed, with a further 14% in education.  

When looking at the individual infringer groups, the top 10% infringers had a larger proportion of 16-34 
year olds (75%) than the bottom 80% (60%). The latter were more skewed towards 35-54 year olds (22%) 
than the former (13%). Both the top 10% (37%) and the next 10% (40%) were more likely to be 
unemployed than the bottom 80% (29%). The proportion in education (12%) was not significantly 
different to the other infringer groups, despite the fact that infringers in general were more likely than 
non-infringers to be studying (14% v 11%). 

  

                                                            
13 It is possible that a proportion of people who are in education may have indicated instead  that they were 
unemployed; as the majority of surveys were conducted using a self-completion online methodology, the chances of 
this are higher than when it is administered by an interviewer. According to BARB ES (Q4 2012) 47% of the 12+ UK 
population are not working. This compares to a figure of 52% when ‘in education’, ‘unemployed’ and ‘retired’ are 
combined in this dataset (among all aged 12+).  
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3.3 Digital music consumption and sharing 

3.3.1 General digital music consumption, and sharing  

Table 3.3.1 shows the mean14 volume of music tracks that those in each group claimed they had 
consumed in the past three months, including both legally and illegally obtained material. This is broken 
down by means of consumption (downloading and streaming) and sharing. 

Table 3.3.1a Consumption of music in the past three months  

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5510 1965 183 174 1608 

Downloaded music in past three months 70% 80% A 89% E 91% E 78% 

Streamed music in past three months 71% 78% A 93% E 85% E 75% 

Shared music in the past three months 10% 23% A 30% E 24% 22% 

Mean volume download, and % of total 4 (35%) 36 (35%) 224 (36%) 56 (44%) 11 (32%) 

Mean volume streamed, and % of total 7 (65%) 66 (65%) 404 (64%) 72 (56%) 24 (68%) 

Mean volume consumed in total 68 102 629  128 35 

Mean volume shared 5 46 333 112 4 

Streaming, downloading and sharing were all more prevalent among infringers than non-infringers, and 
this was particularly the case for the top 10% of infringers.  They were more likely to have downloaded 
(89% v 78%), streamed (93% v 75%) and shared (30% v 22%) music than the bottom 80%.  

The proportion of content downloaded (35%) rather than streamed (65%) was the same among infringers 
as among non-infringers. A similar pattern was also seen among the top 10% of infringers (36:64). The 
next 10% downloaded proportionately more of their tracks (44%), while the bottom 80% group 
downloaded proportionately less (32%). 

The top 10% of infringers consumed on average a total of 629 tracks (including both legal and illegal 
content) during a  three-month period; this compared to 128 for the next 10%, 35 for the bottom 80%, 
and 68 for non-infringers. 

Those who consumed or shared any digital content15 were asked about the types of connection and 
locations they used for these activities. The following table outlines the findings for each of the music 
infringer groups. 

  

                                                            

14 Please note that throughout this analysis we have used the mean for volume comparisons, despite comparing medians only in 
the main report due to high levels of variation and outliers within the data (see main report for in depth discussion- 
http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/copyright-infringement-tracker/). However, as 
median figures generally show less variation, the use of the mean was necessary for this analysis in order to achieve sufficient 
discrimination within the data. 
15 ‘Any digital content’ includes music, films, TV programmes, software, video games and books. 

http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/copyright-infringement-tracker/
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Table 3.3.1b Location and connection types used for consuming any content online in the past three months 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 
Downloaded any content                       Base 4520 1743 168 161 1415 
Inside home 98% 98% 100% 98% 97% 
Outside home 15% 19%A 26% 17% 18% 
Fixed broadband (inc. WiFi) 96% 96% 99% 96% 95% 
Mobile network (3G/4G) 18% 20% 29% E 23% 19% 
Streamed/accessed any content          Base 5030 1840 177 171 1495 
Inside home 98% 98% 98% 99% 98% 
Outside home 26% 29% 42% E 29% 28% 
Fixed broadband (inc. WiFi) 97% 97% 97% 97% 97% 
Mobile network 28% 29% 43% E 36% 27% 
Shared any content                                 Base 1195 780 81 66 633 
Inside home 96% 96% 97% 94% 96% 
Outside home 23% 26% 26% 23% 26% 
Fixed broadband (inc. WiFi) 94% 94% 96% 94% 94% 
Mobile network 23% 24% 24% 24% 24% 

The use of fixed broadband and ‘inside home’ was consistently high for all digital music consumers 
(94%+), whether for downloading, streaming or sharing.  However, mobile network and ‘out of home’ 
connections (which includes public WiFi and mobile internet) were used by a noticeably higher proportion 
of the top 10% music infringers than the other groups consuming online content.  For example, 43% of 
the top 10% used a mobile network for streaming, compared to 27% of the bottom 80%. However, this 
doesn’t necessarily mean that the music consumed via these connections was acquired illegally; just that 
these groups of people were generally more likely to consume any online content in this way.  

The following table shows the proportion of each group who owned specific internet-related devices. 

Table 3.3.1c Device ownership 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5510 1965 183 174 1608 
Smartphone  75% 80% E 88% E 85% 78% 
Computer (desktop or laptop) 82% E 75% 86% E 81% 73% 
Tablet 28% 29% 29% 35% 28% 
E-book reader 22% E 17% 20% 19% 16% 
Mobile gaming device 21% 21% 28% 25% 20% 

The fact that the top 10% music infringers were more likely than the bottom 80% to own a smartphone 
(88%) is consistent with their higher out-of-home consumption (either via a mobile network or WiFi). 
However, again, this does not necessarily mean that their smartphone music consumption was illegal.  

The top 10% were also more likely than the other infringer groups to own a computer (86%). 
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3.3.2 Music infringement 

The following table sets out the proportions of each group who either consumed some of their music 
legally or who consumed all of it illegally. It also gives the average volumes and proportions for each.  

Table 3.3.2 Legality of music consumed online in the last three months 

 Non-
infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5510 1965 183 174 1608 
Consumed any legally  100%B 44% 40% 38% 45% 
Consumed all illegally 0% 56% A 60% 62% 55% 
Mean volume consumed legally, and % of total 68 (100%) 37 (36%) 144 (23%) 51 (40%) 22 (62%) 
Mean volume consumed illegally, and % of total 0 (0%) 66 (64%) 485 (77%) 77 (60%) 13 (38%) 
Mean volume consumed in total 68 102 629 128 35 
% of legal volume attributable for 84% 16% 6% 2% 8% 
% of illegal volume attributable for 0% 100% 74% 10% 16% 

Forty-four per cent of music infringers indicated that they consumed at least some tracks legally, meaning 
that the remaining 56% consumed all of their music illegally. This split was relatively similar across the 
infringement groups.   

The top 10% of music infringers consumed an average of 485 tracks illegally, and 144 legally, over the 
three-month period. This equates to around forty music tracks acquired per week illegally (about four 
albums), and twelve legally (about a single album). Even though infringing content accounted for 
proportionally more of their content by volume (77%) than it did for the other infringer groups, in actual 
terms they claimed to consume nearly three times as much (144) legally as the next 10% (51) and nearly 
seven times as much as the bottom 80% (22).   

Of all the tracks consumed legally, music infringers consumed proportionally fewer tracks; 26% of music 
consumers were infringers but these people accounted for 16% of all digital music tracks consumed 
legally. However, the top 10% infringers, who accounted for just 3% of online music consumers, were 
responsible for 6% of legally consumed music.  
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3.3.3 Online services used to consume or share music 

Table 3.3.3 shows the use of services for downloading, streaming or sharing music among each of the 
infringer groups. 

Table 3.3.3 Top ten services used in the past three months for downloading, streaming or sharing music 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5510 1965 183 174 1608 

Mean number of services used 2.1 2.9 A 4.3 E 3.6 E 2.7 

Use of top ten online services for music       
1. YouTube 49% 60% A 71% E 64% 58% 
2. iTunes 38% A 25% 33% DE 20% 24% 
3. Amazon mp3 25% 18% A 16% 21% 17% 
4. Spotify 17% 16% 29% E 19% 14% 
5. Facebook 13% 21% A 20% 21% 21% 
6. Google (search engine) 7% 13% A 12% 17% 13% 
7. uTorrent 3% 15% A 32% DE 19% 13% 
8. Email 4% 8% A 11% 6% 8% 
9. Last FM 4% 7% A 13% 9% 6% 
10. BitTorrent software 2% 10% A 26% E 17% E 8% 

Used peer-to-peer services16 6% 32% A 53% E 40% E 28% 
Used cyberlockers 2% 9% A  16% E 13% E 7% 

With the exception of iTunes and Spotify, all of the top ten most popular services used for digital music 
consumption or sharing had significantly higher claimed use among infringers than among non-infringers. 
YouTube had the highest incidence both among non-infringers (49%) and infringers (60%), and was also at 
its highest levels among the top 10% group (71% compared to 58% for the bottom 80%). 

Sixteen per cent of both infringers and non-infringers said they only used YouTube for music (not 
displayed on the chart)17.  This may suggest confusion among infringers as to what constitutes legal 
content on this service.  The infringers who only used YouTube didn’t differ demographically (i.e. sex, age, 
socio-economic group) from other infringers, but four out of five of them lay within the bottom 80% 
infringer group. 

The top 10% (4.3) and next 10% (3.6) of infringers used more services on average than the bottom 80% 
(2.7). Use of peer-to-peer (P2P) services was almost twice as high among the top 10% (53%) as the 
bottom 80% (28%). uTorrent was the most commonly used P2P service among all groups, and was used 
by nearly a third (32%) of the top 10% infringers - their third most popular service (similar to iTunes18 at 
33%). Cyberlockers were used by 16% of the top 10% group, and Spotify use was twice as high as it was 
for the bottom 80% (29% v 14%).    

                                                            
16 Peer-to-peer (net) comprises Bittorrent software, uTorrent, Pirate Bay, Isohunt, Limewire, eDonkey/eMule, Gnutella, 
KickAssTorrents, and Torrentz. Cyberlockers comprises Rapidshare, MediaFire and YouSendit. 
17 ‘YouTube only’ music infringers accounted for 291 respondents. 
18 As with YouTube, there appeared to be high claimed usage of iTunes among infringers. This could be partially explained by the 
iTunes Match service, which allows access to personal libraries where content may have been illegally obtained originally. 
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3.4 Music spend and willingness to pay 

3.4.1 Payment of digital music consumed 

The following table shows the proportions of two discrete groups: 

• those who paid for at least some of the music they consumed online, and 

• those who consumed all of it for free.  

It also shows how many tracks they paid for and their average spend. This enables us to assess the link 
with legality, as discussed earlier.  

Table 3.4.1 Payment for music consumed (downloaded or streamed) online in the past three months 

 Non-
infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5510 1965 183 174 1608 
Paid for any  56% 54% 31% 33% 38% 
Consumed all for free 44% 46% 69% 67% 62% 

Mean volume paid for, and % of total 30 (44%) 21 (21%) 120 (19%) 15 (12%) 10 (28%) 
Mean volume consumed free, and % of total 38 (56%) 81 (79%) 509 (81%) 113 (88%) 25 (72%) 
Mean volume consumed in total 68 102 629 128 35 

Mean spend on individual downloads/streams  £5.76 £5.00 £7.42 £5.57 £4.64 
Mean spend on music subscription services £6.04 £10.18 £11.75 £10.94 £9.92 
Mean spend on digital music total £11.79 £15.18 £19.17 £16.51 £14.56 
Proportion of total digital music spend 69% 31% 4% 3% 24% 

Despite consuming a high proportion of infringing content, the top 10% still claimed to pay for 
comparatively high volumes of content - 120 tracks on average over a three-month period (compared to 
just ten for the bottom 80% and 30 for non-infringers). These 120 tracks accounted for the majority of the 
144 tracks they claimed to access legally (see section 3.3.2). The high volume suggests that they use a 
paid streaming service for most of their legal content. This is supported by findings earlier in this report; 
that 93% claimed to have streamed music in the past three months, and Spotify use was also significantly 
higher among this group.  

Generally, infringers (£15.18) claimed to pay more in a three-month period for digital music than did non-
infringers (£11.79). There was also a linear pattern in terms of the infringer groups – the top 10% claimed 
to have paid the most, at £19.17, falling to £16.51 for the next 10% and £14.56 for the bottom 80%.  

All three infringer groups claimed to spend more on music subscription services than on individual 
purchases, with spend highest among the top 10% (£11.75) than the bottom 80% (£9.92). 

Twenty-six per cent of digital music consumers were infringers, but they accounted for 31% of all digital 
music spend. The top 10% of infringers accounted for just 3% of digital music consumers, but 4% of all 
digital music spend. 
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3.4.2 Overall spend on music 

As well as assessing ‘digital’ music spend, chart 3.4.2a shows the claimed total spend on music among the 
groups, encompassing various music-related items including physical discs, merchandise, and 
concerts/gigs.  

Chart 3.4.2 Mean spend on music categories in the past three months 

 

Base: Non-infringers (5510), all infringers (1965), top 10% (183), next 10% (416), bottom 80% (1366) 

As with spend on digital music, infringers spent more (£48.20) than non-infringers (£43.76), but the top 
10% group spent substantially more (£81.71) than either. They also spent more than the other two 
infringer groups. Furthermore, spend for the top 10% was generally higher in each category of 
expenditure. For example, they spent £37.99 on concerts and gigs (versus £22.43 for the next 10% and 
£16.64 the bottom 80%), and £11.98 on merchandise (versus £6.79 for the next 10% and £3.36 for the 
bottom 80%). 

Those in the bottom 80% group had similar levels of claimed spend as non-infringers, at £42.79.  

Infringers accounted for 28% of total spend on music, with the top 10% accounting for 5%. 
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3.4.3 Willingness to pay 

Within the survey we also set out to assess at what price people would be willing to pay, both for 
individual music tracks via a download service, and via a subscription service. A Gabor-Granger price 
sensitivity model was used for this purpose; an approach which delivers price elasticity to examine the 
likely effect of changes of price on demand. It is important to note that the price points used in the survey 
were pre-determined i.e. they were not spontaneously offered by survey respondents. 

With regard to a download service, the following question was asked: 

Assuming you saw a single music track on an online service that you wanted to own. The track would be high quality, 
and you knew it was a reputable and reliable service. How likely would you be to download it if it was the following 
prices? 

The following chart displays the proportion of each exclusive infringement group who claimed to be 
willing to pay (either quite likely or very likely) at certain price points for a single track. 

Chart 3.4.3a Willingness to pay for individual music downloads 

 
Base: Non-infringers (5506), top 10% (183), next 10% (416), bottom 80% (1366) 

In terms of willingness to pay for downloading individual tracks, the linear decrease at each price point 
was fairly even for all four groups. However, a higher proportion of non-infringers indicated they would 
be willing to pay more for a music track download at all except the highest price of £1.19, compared to 
the infringer groups. Within the infringer groups the top 10% and next 10% had similar responses, and 
were both less interested than the bottom 80%, at all price levels.  

The proportion of people in each group who said they were willing to pay at the lowest price point is 
displayed in the following table, along with the average price they said they would be willing to pay. 
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Table 3.4.3b Average price willing to pay for individual music downloads 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5510 1965 183 174 1608 
Proportion willing to pay at the lowest 
price point (39p) 85% B 74% 60% 63% 77% CD  

Base 3253 1197 116 103 978 
Average price per track willing to pay, 
among those willing to pay at the lowest 
price point 

88p 85p 81p 74p 86p  

A higher proportion of non-infringers (85%) than infringers (74%) indicated they were willing to pay to 
download a music track at the lowest price level asked - 39p. This proportion was lower among the top 
10% (60%) and the next 10% (63%) than the bottom 80% (77%). However, among these people the 
average price per track they were willing to pay did not differ significantly, varying from 74p - 86p per 
track. (This amount is in line with the current market; for example, a track download on iTunes tends to 
cost around 79p).  

Focusing on a subscription service, we asked the following question: 

Assume that the following online service became available…   

A monthly subscription service allowing you to stream/access unlimited music from any internet connected device. 
All the music you want would be available in high quality. The service would allow you to access the files offline. You 
would be allowed to cancel the service at any time  

How likely would you be to subscribe at the following prices per month? 

Again, the following chart displays the proportion of each exclusive infringer group who said they would 
be willing to pay (either quite likely or very likely) for a subscription service at certain monthly price 
points: 

Chart 3.4.3c Willingness to pay for music subscription service 

 
Base: Non-infringers (5506), top 10% (183), next 10% (416), bottom 80% (1366) 
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Willingness to pay for a music subscription service differed from willingness to pay for downloads, in that 
there was very little variation between the four groups assessed, at each price point. This is also 
demonstrated by the average price people were willing to pay (as shown in table 3.4.3d).  

Table 3.4.3d Average price willing to pay for a music subscription service 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5510 1965 183 174 1608 
Proportion willing to pay at the lowest 
price point (£3) 59% 59% 65% 58% 59% 

Base 3253 1197 116 103 978 
Average price per month willing to pay, 
among those willing to pay at the lowest 
price point (£3) 

£6.26  £6.48 £5.93 £6.40 £6.56 

The average price that infringers in general were willing to pay for a subscription stood at £6.48 per 
month, compared to £6.26 for non-infringers. The fact that these were fairly close also reflects the fact 
that the same proportions (59%) were willing to pay at the lowest price point of £3 per month. 

Each of the infringer groups sat close to this average; £5.93 for the top 10%, £6.40 for the next 10%, and 
£6.56 for the bottom 80%. Although not significantly higher than the other infringer groups, 65% of the 
top 10% were willing to pay for a subscription at the lowest price point of £3; this reflects the relatively 
high proportion of this group who claimed to use such services. 

Taking the claimed three-month average spend on music subscriptions covered in section 3.4.2, and 
dividing by three, it is possible to compare this to the amount they said they would be willing to spend per 
month, and this is displayed in the following chart. 

Table 3.4.3e Average price willing to pay versus claimed actual spend for music subscription 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 3253 1197 116 103 978 
Average price per month willing to pay, 
among those willing to pay at the lowest 
price point (£3) 

£6.26  £6.48 £5.93 £6.40 £6.56 

Average monthly spend on subscriptions, 
among those willing to pay at the lowest 
price point (£3) 

£2.95 £5.22 A £4.22 £6.26 £5.26 

Difference (willing to pay minus actual) £3.31 £1.25 £1.71 14p £1.30 

Non-infringers indicated that they were willing to pay £3.31 more for a subscription than they had 
actually paid in the past three months. This was a substantially higher difference than among the non-
infringers (£1.25) or for any of the decile groups.   
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3.5 Attitudes towards infringement and online confidence 

3.5.1 Motivations for infringing content online 

Respondents who specifically indicated that they had infringed were asked: 
You indicated you have downloaded or streamed the following types of files in the past three months which you 
think may have been done so illegally [CONTENT TYPES]. What are your personal reasons for doing this? 

Table 3.5.1 summarises the responses among the infringer groups. The colour coding represents the 
relative percentages between the statements, and the three groups. Dark green indicates a relatively high 
percentage, whereas red indicates a relatively low percentage. 

Table 3.5.1 Reasons for infringing Top 10% Next 10% Bottom 80% 
Sig test (99%) A B C 

Base 183 174 1608 
It's free 71% C 68%  C 50% 
It's easy/convenient 67% C 57%  47% 
It's quick 60% C 49%  43% 
It means I can try something before I buy it 41% C 37% 28% 
I can't afford to pay 36% C 30% C 18% 
Because I can 28% C 31% C 19% 
I think legal content is too expensive 39% C 32% C 18% 
I already owned content in another format 25% C 20% 13% 
I've already paid to see it/them at the cinema/in concert, etc 23% C 17% C 10% 
The industry makes too much money 19% C 17% 11% 
The files I want are not available on legal services 20% C 12% 9% 
Don't want to wait for content to become available on legal services 21% BC 10% 10% 
I already spend enough on content 21% C 17% 9% 
It's what my friends or family do 15% 17% 11% 
I don't think I should have to pay for files online 13% C 8% 6% 
No one suffers 11% C 9% C 4% 
No one ever gets caught 6% 5% 3% 
I think legal content is too poor quality 3% 6% C 2% 
Average number of reasons 5.2 C 4.3 C 3.1 

The top three reasons given for infringing content19were consistent for all three groups assessed – these 
were because “it’s free,” “easy/convenient” and “quick”. They were all particularly common among the 
top 10% of infringers; indeed there was a strong correlation between volume of infringement and number 
of reasons given for infringing - the higher the volume the more responses given on average (5.2 for the 
top 10%, compared to 3.1 for the bottom 80%). 

There were a number of strong relative differences observed between the top 10% and the bottom 80% 
group, and these can be categorised into the following areas: 

• Justification through their existing spend – this was apparent through the higher response levels 
of the top 10% to the statements “I’ve already paid to see it…,”(23% v 10%),  “I already spend 
enough on content” (21% v 9%) and “I already owned content in another format” (25% v 13%).  

                                                            
19 It is important to note that the attitude statements covered in this section include all content types in which 
each respondent had indicated infringement. Therefore, the statements don’t necessarily reflect just music. 
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• Dissatisfaction with the lawful services available - The top 10% were much more likely to say that 
legal content is too expensive (39% v 18%), which to some extent reflected the findings that a 
lower proportion were willing to pay anything for downloading music. They were also more than 
twice as likely to say “I don't want to wait for content to become available on legal services” (20% 
v 9%). 

• Lack of sympathy – The top 10% were more likely to believe that “no-one suffers” (11% v 4%), 
that “the industry makes too much money” (19% v 11%), and that they “shouldn’t have to pay for 
content online” (13% v 6%). 

3.5.2 Factors that would encourage infringers to stop 

Infringers were also asked the following question: 

And which, if any, of the following do you think would make you stop downloading or streaming files illegally? 

The following table summarises the responses among the music infringer groups20: Again, the colour 
coding represents the relative percentages between the statements, and the three groups. Dark green 
indicates a relatively high percentage, whereas red indicates a relatively low percentage. 

Table 3.5.2 Factors that would encourage infringers to stop Top 10% Next 10% Bottom 80% 
Sig test (99%) A B C 

Base 183 174 1608 
If legal services were cheaper 42% C 47% C 32% 

If everything I wanted was available legally 37% C 32% C 23% 

If it is clearer what is legal and what isn't 29% 30% 24% 

If everything wanted was available legally online as soon as released elsewhere 29% C 22% 19% 

If I thought I might be sued 31% C 23% 19% 

If my ISP sent me a letter saying they would suspend my internet access 24% C 19% 17% 

If legal services were better 28% C 17% 17% 

If legal services were more convenient/flexible 28% C 24% C 16% 

If a subscription service I was interested in became available 30% C 24% C 15% 

If I thought I might be caught 28% C 20% 18% 

If I knew where to go to see if something was illegal or not 18% 13% 14% 

If friends or family were caught 16% 20% 15% 

If everyone else stopped doing it 20% 18% 14% 

If my ISP sent me a letter informing me my account had been used to infringe 24% C 14% 13% 

If my ISP sent me a letter saying they would restrict my internet speed 23% B 11% 13% 

If there were articles in the media about people being caught 16% C 10% 8% 

Nothing would make me stop 6% 7% 6% 
Average number of factors 4.3 C  3.5 C 2.8 

As was the case with reasons for infringing, responses for factors that would encourage people to stop 
were also generally higher among those who infringed a higher volume of music. The top four responses 

                                                            
20 The question was asked to anyone who had infringed any type of content. For this reason, although the analysis 
focuses on those who infringed music, the statements do not necessarily relate solely to the infringement of music. 
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across all infringement groups were all about improvements to legal services; i.e. becoming cheaper, 
having a wider availability of content, and greater clarity about what is and isn’t legal online. 

A number of areas showed strong relative differences between the top 10% group and the bottom 80% 
group, and these can be classified into the following general areas: 

• Improvements to lawful services – The statement “if a subscription service I was interested in became 
available” was cited by twice as many of the top 10% infringers (30%) as the bottom 80% (15%). 
Furthermore, they were more likely to be encouraged to stop downloading or streaming files illegally 
“if everything I wanted was available legally” (37% v 23%) and “if legal services were more 
convenient/flexible” (28% v 16%). 

• Deterrents – A higher proportion of the top 10% cited “If I thought I might be sued” (31%) than the 
bottom 80% (19%). ISP letters, and in particular notification that their account had been used to 
infringe, also appeared to be much more of a deterrent (24% v 13%). Furthermore, “If there were 
articles in the media about people being caught” was cited by twice as many (16% v 8%). 

There was very little difference across the three groups in terms of the responses to two related 
statements “If it is clearer what is legal and what isn't,” and “If I knew where to go to see if something was 
illegal or not”. Furthermore, 6-7% of all three infringement groups stated that nothing would make them 
stop. 

3.5.3 Confidence in knowing what is and isn’t legal online  

All internet users were asked the following question: 

How confident are you that you know what is legal and what isn’t in terms of downloading, streaming/accessing, 
and sharing content through the internet? 

The following chart illustrates the relative confidence levels of each of the groups. 

Chart 3.5.3 Confidence in knowing what is and isn’t legal online 

 
Base: Non-infringers (5510), all infringers (1965), top 10% (183), next 10% (416), bottom 80% (1366) 
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differed between the infringer groups; the top 10% music infringers showed the highest confidence levels 
– 36% were very confident, compared to 23% for the next 10% and 25% for the bottom 80%. 

It is worth noting that the question could be interpreted to relate not just to the identification of licensed 
services, but also to what one can do legally with purchased content – making personal copies or sharing 
with friends, for example. 

3.5.4 Awareness of legal music services 

The following table shows prompted awareness of lawful / licensed sites21  that offer digital music. These 
figures also include people who indicated that they had used any of these services in the past three 
months (since naturally this indicates that they are aware of them). 

Chart 3.5.4 Awareness of legal music services 

  Non-
infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5510 1965 183 174 1608 

Mean number of legal services aware of 6 5.6 7.2 6.5 5 
Aware of lawful music services  
(top ten among all online music consumers)           

1.  YouTube 91% B 88% 93% E 94% E 85% 

2.  iTunes 83% B 70% 80% E 79% E 66% 

3.  Amazon mp3 80% B 69% 79% E 77% E 66% 

4.  Play.com 66% B 57% 74% E 70% E 51% 

5.  Spotify 65% B 55% 77% E 67% E 48% 

6.  Napster 50% B 43% 63% E 54% E 37% 

7.  Google Play 40% 41% 57% E 51% E 35% 

8. Last FM 28% 31% 52% DE 39% E 25% 

9.  HMV digital 28% 25% 32% E 31% E 22% 

10.  Sony - Music unlimited 26% 25% 36% E 29% 23% 

Prompted awareness of most of the lawful services offering digital music was generally higher among 
non-infringers than infringers. However, when drilling down into the infringer groups, the lowest 
awareness tended to be among the bottom 80% infringers. Among the top 10% and next 10% of 
infringers, awareness was more comparable to non-infringers. This was also reflected in the number of 
mentions – they were aware of 7.2 lawful services on average, compared to 5 for the bottom 80%.  

In terms of individual services, awareness of Spotify was significantly higher among the top 10% of 
infringers (77%) than the bottom 80% (48%), reflecting the vast difference in claimed use between these 
two groups. 

  

                                                            
21 Note that unlawful activities are possible on some of these services (such YouTube, iTunes, Google Play, etc). 
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4. Films 

4.1 Top 10% film infringers: summary 

Film infringers were segmented into deciles according to the volume of content they indicated they had 
accessed illegally. Primarily concentrating on the top 10% of infringers, the main findings are as follows: 

• The top 10% of film infringers skewed towards C2DE (55%). They also had the highest proportion of 
males (72%) and 16-34s (72%) across all the groups. 

• The top 10% film infringers were more likely than the bottom 80% to have downloaded (84% v 57%), 
streamed (87% v 76%) and shared (24% v 11%) films. The proportion of films downloaded (rather 
than streamed) was also higher for the top 10% (61%), than the next 10% (46%) and the bottom 80% 
(38%). 

• Downloading online content when outside the home, and the use of mobile networks for 
downloading, was higher for the top 10% than for the bottom 80% film infringers. They were also 
more likely to own a tablet (43%). However, it is important to bear in mind that this doesn’t 
necessarily mean that the content consumed via these methods was acquired illegally. 

• We estimate that on average, the top 10% infringers each consumed 80 digital films illegally over a 
period of three months (compared to ten consumed legally), representing 89% of their total digital 
film consumption. This compares to 47% for the bottom 80%. 

• At an aggregate level, infringers consumed proportionally fewer legal films than non-infringers; 33% 
of film consumers were infringers but these people accounted for 18% of all digital films consumed 
legally. However, the top 10% infringers, who accounted for just 3% of online film consumers, were 
responsible for 4% of legally consumed films.  

• Despite consuming a high proportion of infringing films, the top 10% claimed to pay for 
comparatively high levels as well – ten films on average over a three-month period, compared to just 
two for the bottom 80%. This suggests that they pay for almost all of their legally consumed films, 
and that most of the films they consumed for free were obtained illegally. 

• On average, the top 10% claimed to use more online content services (3.6) than the next 10% (2.6) 
and the bottom 80% (2.4). Amazon was the service with the highest penetration among the top 10% 
(44%). However, aggregated peer-to-peer (P2P) use was 68%, with uTorrent being mentioned most 
frequently in this realm (17%). Cyberlockers were also commonly used (11%). 

• Thirty-three per cent of digital film consumers were infringers, but they accounted for a lower 
proportion of the total spend on legally consumed digital films (25%); this was driven by the fact that 
they paid less per head (£4.93) than non-infringers (£7.40). They also spent less combined on 
physical purchases and rentals, and cinema visits. This generated a total quarterly spend per head on 
films among infringers of £30.74, lower than for non-infringers (£38.06), and accounting for 29% of 
all film-related spend. 
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• However, the top 10% of infringers (3% of online film consumers) accounted for 6% of total spend on 
legally consumed digital films, and this was higher per head (£12.54) than both the bottom 80% 
(£3.82) and the non-infringers (£7.40). They also spent more on non-digital content, giving them a 
combined film spend of £50.45, compared with bottom 80% spend of £27.49, and non-infringer 
spend of £38.06. In total, the top 10% of infringers contributed 4% of all film-related spend. 

• The proportion of people willing to pay for a film download at the lowest stated price of £3 was 
lower among the top 10% (51%) than the bottom 80% (63%). However, among those who were 
willing to pay, those in the top 10% group indicated a higher average amount - £6.45 versus £5.62.  

• The proportion of people willing to pay for an online film subscription  service at the lowest price of 
£4 did not significantly differ among the individual infringer groups, and neither did the average 
amount they were willing to pay – this was £7.52 for both the top 10% and bottom 80% of infringers. 

• Compared to music, for all film infringer groups there was a much higher difference in the average 
amount that they indicated they were willing to pay for a subscription, compared to the amount they 
currently paid. This is because, unlike music, a high proportion of those willing to pay did not already 
subscribe to such a service. However, the difference was lower among the top 10% (£4.04) than it 
was for the bottom 80% (£6.66), reflecting the findings that the top 10% already spend a lot more on 
subscription services. 

• A comparatively high proportion of the top 10% film infringers indicated that they feel legal content 
is too expensive (36%). They were also twice as likely to cite “it’s what friends and family do” (20% v 
9%) and “no-one suffers” (15% v 6%).  

• Regarding motivations for stopping infringing, there was little difference between the film infringer 
groups. The only statement where there was a significant difference was: “nothing would make me 
stop,” which was cited by 11% of the top 10% of infringers, compared to 9% for the next 10%, and 5% 
for the bottom 80%. The top two responses for all three infringer groups were “if legal services were 
cheaper” (cited by 2 in 5), and “if everything I wanted was available legally” (cited by 3 in 10). 

• The top 10% were generally more confident than other infringers in knowing what is and isn’t legal 
online, in terms of downloading, streaming/accessing, and sharing content through the internet - 
39% were very confident, compared to 26% for the next 10%, and 23% for the bottom 80%.  

• Awareness of lawful services that offer digital films was roughly the same among the infringer 
groups, although non-infringers showed greater awareness of some of the larger services e.g. 
Lovefilm, Netflix, and iTunes. 
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4.2 Demographic profiles 

The following table shows the demographic profiles of the various film infringer groups.  
 

Table 4.2 Demographic profile of film infringers 

 Internet 
population (12+) Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) - A B C D E 

Base 18519 2465 1216 119 126 971 
Population (000s) 44461 5588 2795 253 289 2254 
Gender 
Male 49% 58% 62% 72% 67% 60% 
Female 51% 42% 38% 28% 33% 40% 
Age 
12-15 7% 9% 9% 12% 10% 9% 
16-34 35% 56% 68% A 72% 69% 68% 
35-54 34% 29% B 19% 14% 17% 20% 
55+ 24% 6% 4% 2% 4% 4% 
Socio-economic group (16+ year olds only) 
ABC1 61% 71% B 55% 45% 54% 57% 
C2DE 39% 29% 45% A 55% 46% 43% 
Working status 
Working (FT or 
PT) 

55% 64% B 53% 54% 48% 54% 

In education  7% 10% 10% 12% 10% 9% 
Unemployed22 26% 26% 36% A 33% 42% 36% 
Retired 11% 1% 1% 1% - 1% 

Film infringers in general skewed more than non-infringers towards 16-34 year olds (68% v 56%). They 
were also more likely to be ABC1 (55%), although less so than non-infringers (71%). Infringers were also 
less likely to be in work than the non-infringers, with 36% unemployed (v 26%). Around 10% of all online 
film consumers were in education.  

The top 10% of film infringers tended to be C2DE (55%), male (72%) and 16-34 (72%). However, unlike 
music, there were no significant demographic differences across the three infringer groups.  

  

                                                            
22 It is possible that a that a proportion of people who are in education may have indicated instead  that they were 
unemployed; as the majority of surveys were conducted using a self-completion online methodology, the chances of 
this are higher than when it is administered by an interviewer. According to BARB ES (Q4 2012) 47% of the 12+ UK 
population are not working. This compares to a figure of 52% when ‘in education’, ‘unemployed’ and ‘retired’ are 
combined in this dataset (among all aged 12+).  
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4.3 Digital film consumption and sharing 

4.3.1 General digital film consumption, and sharing  

Table 4.3.1 shows the mean23 volume of films that those in each group claimed they had consumed in the 
past three months, including material obtained both legally and illegally. This is broken down by means of 
consumption (downloading and streaming) and sharing. 

Table 4.3.1a Consumption of films in the past three months  

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 2465 1216 119 126 971 

Downloaded films in past three months 39% 61% B 84% E 76% E 57% 

Streamed films in past three months 87% 78%  B 87% E 83% 76% 

Shared films in the past three months 5% 12% B 24% DE 10% 11% 

Mean volume download, and % of total 2 (25%) 8 (51%) 55 (61%) 8 (46%) 3 (38%) 

Mean volume streamed, and % of total 7 (75%) 7 (49%) 35 (39%) 10 (54%) 4 (62%) 

Mean volume consumed in total 9 16 90 18 7 

Mean volume shared 0 2 22 1 0 

Streaming, downloading and sharing were all more prevalent among infringers than non-infringers, and 
this was particularly the case for the top 10%. They were also more likely than the bottom 80% to have 
downloaded (84% v 57%), streamed (87% v 76%) and shared (24% v 11%) films.  

In general, the ratio of downloaded to streamed content was much more even among infringers (51:49) 
than it was among non-infringers (25:75). Furthermore, the proportion of films downloaded was higher 
for the top 10% (61%), than the next 10% (46%) or the bottom 80% (38%). 

The top 10% infringers consumed a total of 90 films (including both legal and illegal content) during an 
average three-month period, of which 55 were downloaded; this compared to 18 for the next 10% and 
seven for the bottom 80%. Non-infringers consumed nine films in total, of which seven were streamed. 
(Note, our definition of ‘consumed’ is that they downloaded or streamed the films, not that they actually 
watched them). 

Those who consumed or shared any digital content24  were asked about the types of connection and 
locations they used for these activities. The following table outlines the findings for each of the film 
infringer groups. 

  

                                                            

23 Please note that throughout this analysis we have used the mean for volume comparisons, despite comparing medians only in 
the main report due to high levels of variation and outliers within the data. (see main report for in-depth discussion- 
http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/copyright-infringement-tracker/). However, as 
median figures generally show less variation, the use of the mean was necessary for this analysis in order to achieve sufficient 
discrimination within the data. 
24 ‘Any digital content’ includes music, films, TV programmes, software, video games and books. 

http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/copyright-infringement-tracker/
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Table 4.3.1b Location and connection types used for consuming any content online in the last three months 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 
Downloaded any content                      Base 1927 1046 110 115 821 
Inside home 99% 97% 100%  94% 97% 
Outside home 21% 23% 32% E 30% E 21% 
Fixed broadband (inc. WiFi) 98% 97% 98%  93% 98%  
Mobile network (3G/4G) 22% 22% 31% E 33% E 19% 
Streamed/accessed any content          Base 2398 1165 117 125 923 
Inside home 99% 97% 96% 98% 97% 
Outside home 30% 32% 35% 40% 30% 
Fixed broadband (inc. WiFi) 98% 97% 94% 98% 97% 
Mobile network 33% 33% 37% 45% E 31% 
Shared any content                                 Base 648 462 66 48* 348 
Inside home 96% 97% 100% 100% 96% 
Outside home 29% 25% 33% 16% 24% 
Fixed broadband (inc. WiFi) 96% 96% 98% 96% 96% 
Mobile network 26% 26% 30% 30% 25% 

The use of fixed broadband and ‘inside home’ was consistently high for all digital film consumers (93%+) 
whether for downloading, streaming or sharing.  However, mobile network and ‘out of home’ connections 
(which includes both public WiFi and mobile internet) were higher for both the top 10% and next 10% of 
films infringers than they were for the bottom 80% infringers. However, this doesn’t necessarily mean 
that the films consumed via these connections were consumed illegally; just that these groups of people 
were generally more likely to consume online content in this way.  

The following table shows the proportion of each group who owned specific internet related devices: 

Table 4.3.1c Device ownership 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 2465 1216 119 126 971 
Smartphone  79% 79% 86% 78% 78% 
Computer (desktop or laptop) 84% B 80% 81% 84% 79% 
Tablet 34% B 29% 43% E 31% 28% 
E-book reader 23% B 17% 23% 22% 16% 
Mobile gaming device 23% 23% 31% 21% 23% 

The top 10% of film infringers were more likely than the bottom 80% to own a tablet (43%), and this 
tallies with their higher out-of-home consumption (either via a mobile network or WiFi). However, again it 
does not necessarily mean that any consumption of films via tablets was done illegally by this group. 
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4.3.2 Film infringement 

The following table sets out the proportions of each group who either consumed some of their films 
legally, or consumed all of them illegally.  It also gives the average volumes and proportions for each. 

Table 4.3.2 Legality of films consumed online in the last three months 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 
Base 2465 1216 119 126 971 
Consumed any legally  100% 35% 35% 27% 36% 
Consumed all illegally 0% 65% 65% 73% 64% 
Mean volume consumed legally, and % of total 9 (100%) 4 (18%) 10 (11%) 3 (16%) 3 (47%) 
Mean volume consumed illegally, and % of total 0 (0%) 12 (82%) 80 (89%) 16 (84%) 4 (53%) 
Mean volume consumed in total 9 16 90 18 7 
% of legal volume attributable for 82% 18% 4% 1% 12% 
% of illegal volume attributable for 0% 100% 61% 14% 25% 

Thirty-five per cent of film infringers indicated they had consumed at least some films legally in the past 
three months, meaning that the remaining 65% consumed all of their films illegally. This split didn’t differ 
significantly across the infringement groups.   

The top 10% of film infringers consumed an average of 80 films illegally, and ten legally over the three-
month period. Even though infringing content accounted for proportionally more of their content by 
volume  (89%) than it did for the bottom 80% (53%), in absolute terms the legal volume was around three 
times as high (10 v 3). 

Of all the films consumed legally, infringers consumed proportionally fewer. A third of film consumers 
were infringers, but they accounted for 18% of all digital films consumed legally. However, the top 10% of 
infringers, who accounted for just 3% of all online film consumers, were responsible for 4% of legally 
consumed films.  
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4.3.3 Online services used to consume or share films 

Table 4.3.3 shows the use of services for downloading, streaming or sharing films among each of the 
infringer groups. 

Table 4.3.3 Top ten services used in the last three months for downloading, streaming or sharing films 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 2465 1216 119 126 971 
Mean number of services used 2.0 B 2.5 3.6 DE 2.6 2.4 
Usage of top ten online services for films            

1.        YouTube 35%  43% A 36% 40% 44% 
2.        Lovefilm 29% B 17% 20% 17% 17% 
3.        Netflix 25% B 16% 22% 26% 14% 
4.        Sky Go 14% B 10% 12% 9% 9% 
5.        Amazon 5% 23% A 44% DE 25% 20% 
6.        iTunes 11% 11% 7% 6% 12% 
7.        uTorrent 8% 14% A 17% 13% 13% 
8.        Google (search engine) 10% 8% 5% 10% 8% 
9.        Facebook 7% 9% 7% 11% 9% 
10.     BitTorrent software 3% 14% A 30% DE 13% 13% 

Used peer-to-peer services25 12% 45% A 68% DE 49% 41% 
Used cyberlockers 3% 7% A 11% D 3% 7% 

Four of the top ten most popular services used for digital film consumption or sharing had significantly 
higher claimed use among infringers than among non-infringers. These were YouTube, Amazon, uTorrent 
and Bittorrent software. In contrast, non-infringers were more likely to use Lovefilm, Netflix and Sky Go. 

YouTube was the most commonly used service, both among non-infringers (35%) and infringers (43%), 
but usage levels did not differ significantly between the infringer groups.  Eleven per cent of all film 
infringers said they only used YouTube for films (not displayed on the chart)26. This figure was the same 
among non-infringers. This may suggest confusion as to what constitutes legal content on this service. 
Ninety-seven per cent of the infringers who only mentioned YouTube lay within the bottom 80% group. 

The top 10% of film infringers used more online content services on average (3.6) than the next 10% (2.6) 
or the bottom 80% (2.4). Significantly more top 10% infringers than other infringing groups used either 
Amazon or BitTorrent software. BitTorrent is one of a number of peer-to-peer (P2P) services: when these 
are grouped together, we see that seven in ten of the top 10% of film infringers used these services. 
Cyberlockers were also used by a relatively higher proportion of the top 10% infringer group (11%).  

                                                            
25 Peer-to-peer (net) comprises Bittorrent software, uTorrent, Pirate Bay, Isohunt, Limewire, eDonkey/eMule, Gnutella, 
KickAssTorrents, and Torrentz. Cyberlockers comprises Rapidshare, MediaFire and YouSendit. 
26 ‘YouTube only’ film infringers accounted for 123 respondents. 
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4.4 Films spend and willingness to pay 

4.4.1 Payment for digital films consumed 

The following table shows the proportions of each group who either paid for at least some of the films 
they consumed online, or who consumed all of them for free. It also shows how many films they paid for, 
and their average spend. This enables us to assess the link with legality, as discussed earlier. 

Table 4.4.1a Payment of films consumed (downloaded or streamed) online in the past three months 

 Non-
infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 2465 1216 119 126 971 
Paid for any  56% 28% 32% 32% 27% 
Consumed all for free 34% 72% 68% 68% 73% 

Mean volume paid for, and % of total 5 (56%) 3 (17%) 10 (11%) 4 (20%) 2 (25%) 
Mean volume consumed free, and % of total 4 (44%) 13 (83%) 80 (89%) 15 (80%) 5 (75%) 
Mean volume consumed in total 9 16 90 18 7 

Mean spend on individual downloads/streams  £3.05 £2.43 £5.91 £3.15 £1.95 
Mean spend on films subscription services £4.35 £2.50 £6.63 £3.78 £1.87 
Mean spend on digital films  £7.40 £4.93 £12.54 £6.93 £3.82 
Proportion of total digital music spend 75% 25% 6% 2% 17% 

Despite consuming a high proportion of infringing content, the top 10% still claimed that they paid for 
comparatively high levels of content - ten films on average over a three-month period (compared to four 
for the next 10% and two for the bottom 80%). This is exactly the same as the average number they 
consumed legally, suggesting that the large majority (if not all) of the films consumed legally by this group 
were paid for. They consumed the same number (80) for free as they consumed illegally. 

Generally, infringers claimed to pay less than non-infringers (£4.93 v £7.40) in a three-month period for 
online films. However, there was a linear pattern in terms of the infringer groups, with the top 10% 
claiming to have paid the most, at £12.54, falling to £3.82 for the bottom 80%.  

Unlike the bottom 80% of infringers, the top 10% and next 10% of infringers claimed to spend slightly 
more on film subscription services than on individual purchases.  

Thirty-three per cent of digital film consumers were infringers, and these people accounted for 25% of all 
digital film spend. But while the top 10% infringers accounted for just 3% of digital film consumers, they 
accounted for 6% of all digital film spend. 
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4.4.2 Overall spend on films 

As well as assessing ‘digital’ film spend, chart 4.4.2a shows the claimed total film spend levels among the 
groups, encompassing physical purchases or rentals, pay-per-view films, and cinema tickets.  

Chart 4.4.2 Mean spend on film categories in the past three months 

 

Base: Non-infringers (2465), all infringers (1216), top 10% (119), next 10% (126), bottom 80% (971) 

As with online film spend, the average three-month total spend (£30.74) by infringers on the expenditure 
categories we examined was lower than that for non-infringers (£38.06). However, within the infringer 
groups there were big differences.  

The top 10% had a higher average three-month total film spend than the other two infringer groups, at 
£50.45. Furthermore, spend was generally higher in each category of expenditure. For example, they 
spent £21.51 on films shown at the cinema (versus £17.26 for the next 10% and £13.74 the bottom 80%). 

Those in the next 10% group claimed similar spend levels as non-infringers, at £38.91, while the bottom 
80% of infringers spent the least, at £27.49.  

Thirty-three per cent of digital film consumers were infringers and these people accounted for 29% of 
total film spend. But while the top 10% infringers accounted for just 4% of digital film consumers, they 
accounted for 6% of all total film spend. 
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4.4.3 Willingness to pay 

Within the survey we set out to assess at what price people would be willing to pay, both for individual 
films via a download service, and via a subscription service. A Gabor-Granger price sensitivity model was 
used for this purpose; an approach which delivers price elasticity to examine the likely effect on demand 
to changes of price. It is important to note that the price points used in the survey were pre-determined 
i.e. they were not spontaneously offered by survey respondents. 

With regard to a download service, the following question was asked: 

Assuming you saw a newly released film on an online service that you wanted to own. The film would be near-DVD 
quality, and you knew it was a reputable and reliable service. How likely would you be to download it if it was the 
following prices? 

The following chart displays the proportion of each group who claimed to be either quite, or very, likely to 
pay for a single film download at certain price points. 

Chart 4.4.3a Willingness to pay for individual film downloads 

 
Base: Non-infringers (2465), top 10% (119), next 10% (126), bottom 80% (971) 

In terms of willingness to pay to download a film, there were more pronounced differences between the 
four groups at the cheaper price points than at the higher ones. At the entry price of £3, seven in ten non-
infringers indicated they would be likely to pay, falling to 51% for the top 10% infringers. However, there 
was convergence as the price increased; at the highest price point of £12.50, between 5 and 10% of all 
groups indicated willingness to pay.  

The following table shows the proportions of each group who said they were likely to pay at the lowest 
price point of £3, along with the average price they would be willing to pay. 
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Table 4.4.3b Average price willing to pay for individual film downloads 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 2465 1216 119 126 971 
Proportion willing to pay at the lowest 
price point (£3) 70% B 62% 51%  58% 63% C 

Base 1734 765 78* 92* 629 
Average price per film willing to pay, 
among those willing to pay at the lowest 
price point (£3) 

£5.81 £5.69 £6.45 E £5.73 £5.62 

A higher proportion of non-infringers (70%) than infringers (62%) indicated they were willing to pay to 
download a film at the lowest price level asked of £3. This proportion was lower among the top 10% 
(51%) than the bottom 80% (63%), although the top 10% were willing to pay a higher amount on average - 
£6.45 versus £5.62.  

Focusing on a subscription service, we asked the following question: 

Assume that the following online service became available…   

A monthly subscription service allowing you to stream/access unlimited films from any internet connected device. 
All the films you want would be available in near-DVD quality. The service would allow you to access the files offline. 
You would be allowed to cancel the service at any time. How likely would you be to subscribe at the following prices 
per month? 

Again, the following chart displays the proportion of each group who said they would be either quite, or 
very, likely to pay for a subscription service at certain monthly price points: 

Chart 4.4.3c Willingness to pay for film subscription service 

 
Base: Non-infringers (2465), top 10% (119), next 10% (126), bottom 80% (971) 

Willingness to pay for a film subscription service followed a similar pattern to willingness to pay for 
individual film downloads. There was more variance between the four groups at the lower prices, 
although not as pronounced as for downloads. At the entry price of £4, non-infringers were the most 
likely to pay, at 74%, falling to 61% for the top 10% infringers. However, at the highest price point; £12.00, 
there were no significant differences between any of the groups; around one in ten indicated they would 
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be likely to pay. This is reflected in both the average price they were willing to pay and the proportion of 
people in each group who said they were willing to pay anything at all, as displayed in the following table. 

Table 4.4.3d Average price willing to pay versus claimed actual spend for film subscription 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 
Sig test (99%) A B C D E 
Base 5510 1965 183 174 1608 
Proportion willing to pay at the lowest 
price point (£4) 74% B 65% 61% 71% 64% 

Base 1813 799 78* 92* 629 
Average price per month willing to pay, 
among those willing to pay at the lowest 
price point (£4) 

£7.43 £7.46 £7.52 £6.99 £7.52 

*caution – base under 100 

A higher proportion of non-infringers (74%) than infringers (65%) indicated they would be willing to pay 
for an online film subscription at the lowest price level asked; £4. This proportion did not significantly 
differ among the individual infringer groups, and neither did the average amount – this was £7.52 for both 
the top 10% and the bottom 80% of infringers. 

Taking the claimed three-month average spend on music subscriptions, covered in section 4.4.2, and 
dividing by three, it is possible to compare this to the amount people said they would be willing to spend 
per month, and this is displayed in the following chart. 

Table 4.4.3e Average price willing to pay versus claimed actual spend for film subscription 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 
Base 1813 799 78* 92* 629 
Price per month willing to pay, among 
those willing to pay at the lowest price 
point (£4) 

£7.43 £7.46 £7.52 £6.99 £7.52 

Claimed monthly spend on subscriptions, 
among those willing to pay at the lowest 
price point (£4) 

£1.77 £1.15 £3.49 DE £1.38 86p 

Difference (willing to pay minus actual) £5.66 £6.32 £4.04 £5.62 £6.66 

Compared to music, there was a much higher difference in the average amount each group indicated they 
were willing to pay for a subscription, compared to the amount they currently paid. This is because, unlike 
music, a high proportion of those willing to pay did not already subscribe to such a service. However, the 
difference was lower among the top 10% (£4.04) than it was for the bottom 80% (£6.66), reflecting the 
fact that the top 10% already claimed to spend a lot more on subscription services. 
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4.5 Attitudes towards infringement and online confidence 

4.5.1 Motivations for infringing content online 

Respondents who specifically indicated that they had infringed were asked: 
You indicated you have downloaded or streamed the following types of files in the past three months which you 
think may have been done so illegally [CONTENT TYPES]. What are your personal reasons for doing this? 

Table 4.5.1 summarises the responses among the infringer groups. The colour coding represents the 
relative percentages between the statements, and the three groups. Dark green indicates a relatively high 
percentage, whereas red indicates a relatively low percentage. 

Table 4.5.1 Reasons for infringing Top 10% Next 10% Bottom 80% 
Sig test (99%) A B C 

Base 119 126 971 
It's free 64% 67% 57% 
It's easy/convenient 53% 65% C 50% 
It's quick 48% 52% 46% 
I think legal content is too expensive 36% C 23% 24% 
It means I can try something before I buy it 34% 39% 29% 
I can't afford to pay 33% C 29% 21% 
Because I can 31% C 30% C 19% 
I've already paid to see it/them at the cinema/in concert, etc 25% C 18% 14% 
The industry makes too much money 24% C 20% 12% 
I don't want to wait for content to become available on legal services 23% 16% 13% 

It's what my friends or family do 20% C 11% 9% 

I already spend enough on content 18% 17% 12% 
I already owned content in another format 15% 15% 13% 
No one suffers 15% C 9% 6% 
The files I want are not available on legal services 12% 18% 11% 
I don't think I should have to pay for files online 12% 5% 6% 
No one ever gets caught 8% C 6% 3% 
I think legal content is too poor quality 5% 4% 2% 
Average number of reasons 4.8 C 4.5 C 3.5 

The top three reasons given for infringing content27were consistent for all three groups assessed – these 
were because “it’s free,” “easy/convenient” and “quick”. However, there were some notable differences 
among the infringer groups.  

Generally, the top 10% and next 10% groups gave more reasons than the bottom 80% (4.8 and 4.5 on 
average, compared to 3.5), and this was also reflected in the fact that there were no significant 
differences between the top 10% and next 10%.  

There were some distinguishing factors between the top 10% and bottom 80% groups. For example, a 
comparatively high proportion of the top 10% indicated that they feel “legal content is too expensive” 
(36% v 24%), that “it’s what friends and family do” (20% v 9%) and “no-one suffers” (15% v 6%).  

                                                            
27 It is important to note that the attitude statements covered in this section include all content that each respondent had 
indicated infringement in. Therefore, the statements don’t necessarily reflect just films. 
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4.5.2 Factors that would encourage infringers to stop 

Infringers were also asked the following question: 

And which, if any, of the following do you think would make you stop downloading or streaming files illegally? 

The following table summarises the responses among the film infringer groups28: Again, the colour coding 
represents the relative percentages between the statements, and the three groups. Dark green indicates 
a relatively high percentage, whereas red indicates a relatively low percentage. 

Table 4.5.2 Factors that would encourage infringers to stop Top 10% Next 10% Bottom 
80% 

Sig test (99%) A B C 
Base 119 126 971 

If legal services were cheaper 39% 38% 40% 

If everything I wanted was available legally 33% 29% 29% 

If everything I wanted was available legally online as soon as released elsewhere 29% 27% 25% 

If it is clearer what is legal and what isn't 24% 24% 28% 

If legal services were better 24% 22% 23% 

If legal services were more convenient/flexible 24% 26% 20% 

If a subscription service I was interested in became available 22% 22% 20% 

If I thought I might be sued 21% 24% 21% 

If my ISP sent me a letter saying they would suspend my internet access 17% 26% 22% 

If everyone else stopped doing it 17% 15% 15% 

If my ISP sent me a letter saying they would restrict my internet speed 17% 16% 15% 

If my ISP sent me a letter informing me my account had been used to infringe 16% 11% 15% 

If I thought I might be caught 15% 22% 18% 

If friends or family were caught 14% 17% 15% 

Nothing would make me stop 11% C 9% 5% 

If there were articles in the media about people being caught 10% 9% 9% 

If I knew where to go to see if something was illegal or not 9% 13% 15% 

Average number of factors 3.3 3.4 3.3 

Compared to music infringement, there was much less differentiation between the three film infringer 
groups in terms of motivations for stopping infringement – the only statement which showed a significant 
difference across the groups was “nothing would make me stop,” which was 11% among the top 10% 
infringers compared to 5% for the bottom 80%. This was reflected by the fact that all three groups gave 
an average of around three responses to the question. The top two responses for all three infringer 
groups were “if legal services were cheaper” (cited by two in five), and “if everything I wanted was 
available legally” (cited by three in ten). 

  

                                                            
28 The question was asked to anyone who had infringed any type of content. For this reason, although the analysis focuses on 
those who infringed films, the statements do not necessarily relate solely to the infringement of films. 
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4.5.3 Confidence in what is and isn’t legal online 

All internet users were asked the following question: 

How confident are you that you know what is legal and what isn’t in terms of downloading, streaming/accessing, 
and sharing content through the internet? 

The following chart illustrates the relative confidence levels of each of the groups. 

Chart 4.5.3 Confidence in knowing what is and isn’t legal online 

 
Base: Non-infringers (2465), all infringers (1216), top 10% (119), next 10% (126), bottom 80% (971)  

Confidence in what is and isn’t legal online was generally lower among film infringers than among non-
film infringers; 76% of the latter were either very or slightly confident, compared to 65% for the former. 
Among the infringer groups the top 10% showed the highest confidence – 39% were very confident, 
compared to 26% for the next 10%, and 23% for the bottom 80%. 

It is worth noting that the question we asked could be interpreted to relate not just to the identification 
of licensed services, but also to what one can do legally with purchased content – making personal copies 
or sharing with friends, for example. 
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4.5.4 Awareness of legal film services 

The following table shows prompted awareness of nine lawful / licensed sites that offer digital films. 
These figures also include people who indicated that they had used any of these services in the past three 
months (since, naturally, this indicates they are aware of them). 

Chart 4.5.4 Awareness of legal film services 

  Non-
infringers 

All 
infringers Top 10% Next 10% Bottom 

80% 
Sig test (99%) A B C D E 
Base 2465 1216 119 126 971 
Mean number of legal services aware of 6.1 5.8 6.0 6.0 5.7 
Aware of lawful online films services 
(top ten among all online film consumers)           

1. YouTube 91% 91% 91% 95% 90% 

2. Lovefilm 84% B 75% 68% 77% 75% 

3. Netflix 81% B 75% 76% 75% 75% 

4. iTunes 80% B 71% 68% 82% E 70% 

5. Play.com 64% 60% 56% 59% 61% 

6. Sky Go 52% 51% 57% 50% 50% 

7. Google Play 45% 45% 49% 44% 45% 

8. Blinkbox 31% 29% 32% 30% 29% 

9. Sony entertainment network - video unlimited 30% 28% 33% 32% 27% 

Four of the lawful services offering digital films (that were prompted) scored higher in terms of awareness  
among non-infringers than infringers; two of these (Lovefilm and Netflix), as shown in section 4.3.3, are 
used more  by non-infringers, and this appears to be reflected in awareness levels.  

Among the infringer groups, only iTunes differed significantly, with 82% of the next 10% group being 
aware of it, compared to 70% of the bottom 80% group. 
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5. TV programmes 

5.1 Top 10% of TV programme infringers - summary 

TV programme infringers were segmented into deciles according to the volume of content they 
indicated they had accessed illegally. Primarily concentrating on the top 10% of infringers, the main 
findings are as follows: 

• Three-quarters (73%) of the top 10% of TV programme infringers were aged 16-34, a higher 
proportion than among the remaining TV infringer groups.  They were also more likely to be male 
(68%). 

• The top 10% were more likely than the bottom 80% to download TV programmes (61% v 40%), and a 
higher proportion of the programmes they consumed were downloaded rather than streamed. 

• We estimate that on average the top 10% infringers each consumed 100 digital TV programmes 
illegally over the three-month period (compared to 23 consumed legally), representing 81% of their 
total digital TV programme consumption. This compares to 42% for the bottom 80%. 

• Use of peer-to-peer (P2P) services to consume TV programmes was around twice as high among the 
top 10% (52%) as the bottom 80% (25%). 

• Despite consuming a high proportion of infringing TV content, the top 10% also claimed to pay for 
comparatively high volumes – four TV programmes on average over a three-month period, compared 
to two for the bottom 80%.  

• At an aggregate level infringers consumed proportionally fewer legal TV programmes than non-
infringers; 19% of TV programme consumers were infringers but these people accounted for 13% of 
all digital TV programmes consumed legally. However, the top 10% infringers, who accounted for just 
2% of online TV programme consumers, were responsible for 3% of legally consumed TV 
programmes.  

• Nineteen per cent of digital TV programme consumers were infringers, but they accounted for 25% 
of total spend on legally consumed digital TV programmes. This was driven by their higher quarterly 
spend per head (£2.82) than non-infringers (£1.90). They also spent more on physical purchases or 
rentals. This generated a total quarterly spend per head on TV programmes among infringers of 
£11.63, higher than for non-infringers (£9.17), and accounting for 22% of all TV programme spend 
(excluding pay TV). 

• The top 10% of infringers (2% of online TV programme consumers) accounted for 6% of total spend 
on legally consumed digital TV programmes. This was driven by their spend per head (£6.68); higher 
than either the bottom 80% or (£2.34) or the non-infringers (£1.90). They also spent more on non-
digital content, giving them a combined quarterly TV programme spend of £26.38, which compares 
to £10.12 for the bottom 80% and £9.17 for non-infringers. In total the top 10% of infringers 
contributed 5% of total TV programme spend (excluding pay TV). 



52 | P a g e  

 

• A comparatively high proportion of the top 10% of TV programme infringers indicated that they feel 
legal content is too expensive (40% v 18% for the bottom 80%). They were also twice as likely to 
justify infringement due to having already paid to see the content (21% v 11% for the bottom 80%). It 
is worth noting that only 5% of those who stated this, overall, had infringed only TV programmes. It is 
therefore likely that the majority were thinking about films or music (in the cinema or in concert) 
when giving this as a reason.  

• The top 10% were significantly more likely than the bottom 80% to mention the majority of the top-
cited factors as reasons for infringing. Most of these specifically related to legal services and included 
price, content availability and flexibility. 

• The top 10% were generally more confident than other infringers in knowing what is and isn’t legal 
online in terms of downloading, streaming/accessing, and sharing content through the internet  - 
39% were very confident, compared to 28% for the next 10% and 24% for the bottom 80%. 

• Awareness of the various lawful services that offer digital TV programmes were typically higher 
among the top 10% of infringers than among the bottom 80%. 
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5.2 Demographic profiles 

The following table shows the demographic profiles of the TV programme infringer groups.  
 

Table 5.2 Demographic profile of TV programme infringers 

 Internet 
population (12+) Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) - A B C D E 

Base 18519 5470 1189 116 103 970 
Population (000s) 44461 12433 2254 305 267 2254 
 
Male 49% 51% 56% A 68% E 59% 54% 
Female 51% 49% B 44% 32% 41% 46% C 
 
12-15 7% 8% 7% 4% 5% 8% 
16-34 35% 45% 60% A 73% E 73% E 56% 
35-54 34% 31% B 24% 20% 19% 26% 
55+ 24% 16% B 9% 3% 4% 10% 
 
ABC1 61% 71% B 62% 63% 62% 61% 
C2DE 39% 29% 38% A 37% 38% 39% 
 
Working (FT or 
PT) 

55% 60% B 55% 58% 55% 55% 

In education  7% 8% 8% 4% 5% 8% 
Unemployed29 26% 28% 33%  A 36% 38% 32% 
Retired 11% 4% 4% 2% 2% 4% 

TV programme infringers in general skewed more than non-infringers towards males (56%) and 16-34 
year olds (60%). TV programme infringers also skewed towards ABC1 (62%), although less so than non-
infringers (71%). Infringers were less likely to be in work than the non-infringers, with 33% (v 28%) 
unemployed. Around 8% of TV programme infringers were in education, but this proportion was the same 
for both infringers and non-infringers.  

When looking at the individual infringer groups, the top 10% and next 10% of infringers had higher 
proportions of 16-34 year olds (both 73%) than the bottom 80% (56%). The top 10% were also more likely 
than the bottom 80% to be male (68% v 54%). 

  

                                                            
29 It is possible that a that a proportion of people who are in education may instead have indicated they were 
unemployed; as the majority of surveys were conducted using a self-completion online methodology, the chances of 
this are higher than when it is administered by an interviewer. According to BARB ES (Q4 2012) 47% of the 12+ UK 
population are not working. This compares to a figure of 52% when ‘in education’, ‘unemployed’ and ‘retired’ are 
combined in this dataset (among all aged 12+).  
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5.3 Digital TV programme consumption and sharing 

5.3.1 General digital TV programme consumption and sharing  

Table 5.3.1a shows the mean volume of TV programmes that those in each group claimed to have 
consumed in the past three months, including material obtained both legally and illegally. This is broken 
down by means of consumption (downloading and streaming) and sharing. 

Table 5.3.1a Consumption of TV programmes in the past three months  

 Non-
infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 
Base      
Downloaded TV progs. in past three months 22% 43% A 61% E 52% 40% 
Streamed TV progs. in past three months 96% B 93% 92% 93% 93% 
Shared TV progs. in the past three months 3% 7% A 12% 5% 7% 
Mean volume download, and % of total 2 (13%) 10 (33%) 51 (42%) 17 (31%) 3 (23%) 
Mean volume streamed, and % of total 14 (87%) 20 (67%) 71 (58%) 38 (69%) 10 (77%) 
Mean volume consumed in total 16 29 123 55 13 
Mean volume shared 0 2 10 1 1 

Downloading TV programmes was more common among infringers (43%) than non-infringers (22%), as 
was sharing (7% v 3%). However, streaming was the dominant activity among both groups (93% among 
the former, and 96% among the latter). 

Streaming levels were similar among infringers. Downloading, however, was more prominent among the 
top 10%, with 61% consuming TV programmes in this way. This was reflected in the ratio of downloaded 
to streamed programmes, which was more even (42:58) for the top 10% than for the other groups, which 
were skewed more heavily towards streamed programmes. 

The top 10% of infringers consumed a total of 123 TV programmes (including both legal and illegal 
content) during an average three-month period; this compared to 55 for the next 10% and 13 for the 
bottom 80%. 

We asked those who consumed or shared any digital content30 about the types of connection and 
locations they used for these activities. The following table outlines the findings for each of the TV 
programme infringer groups. 

 

 

 

  

                                                            
30 ‘Any digital content’ includes music, films, TV programmes, software, video games and books. 
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Table 5.3.1b Location and connection types used for consuming any content online in the past three months 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 
Downloaded any content                       Base 3587 884 99 81 705 
Inside home 98% 97% 98% 97% 97% 
Outside home 17% 23% A 19% 26% 23% 
Fixed broadband (inc. WiFi) 98% 96% 99% 96% 96% 
Mobile network (3G/4G) 17% 22% A 21% 25% 21% 
Streamed/accessed any content           Base 5385 1153 112 101 944 
Inside home 98% 97% 98% 100% 97% 
Outside home 23% 29% A 32% 45% E 26% 
Fixed broadband (inc. WiFi) 98% 97% 96% 98% 96% 
Mobile network 24% 30% A 38% 49% E 27% 
Shared any content                                 Base 996 362 Base too low Base too low 292 
Inside home 96% 97% - - 95% 
Outside home 25% 27% - - 29% 
Fixed broadband (inc. WiFi) 96% 97% - - 97% 
Mobile network 24% 22% - - 23% 

The use of fixed broadband and ‘inside home’ was consistently high for all digital TV programme 
consumers (95%+), whether for downloading, streaming or sharing. However, streaming via a mobile 
network (45%) and ‘out of home’ (49%) were more common among the next 10% group than for the 
other two infringer groups. This does not mean that TV programmes streamed in this way were consumed 
illegally; just that this group were generally more likely to have consumed content in this way. There was 
little difference shown between the responses from the top 10% and the bottom 80% groups. 

The table below shows the proportion of each group who said they owned specific internet-related 
devices. 

Table 5.3.1c Device ownership 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5470 1189 116 103 970 
Smartphone  67% 75% A 82%  85% E 72% 
Computer (desktop or laptop) 85% 82% 86% 88% 80% 
Tablet 27% 27% 31% 28% 27% 
E-book reader 22% 19% 19% 29% E 17% 
Mobile gaming device 20% 22% 25% 27% 21% 

There were no significant differences between the top 10% and the bottom 80% groups. The next 10% 
group was the most likely to own a smartphone (88%) or an e-book reader (29%). This is consistent with 
their higher out-of-home consumption (either via a mobile network or WiFi). However, again it doesn’t 
necessarily mean that any consumption of TV programmes content via these devices was done illegally.  

  



56 | P a g e  

 

5.3.2 TV programme infringement 

The following table sets out the proportions of each group who either consumed some of their TV 
programmes legally, or who consumed all of them illegally. It also sets out the average volumes and 
proportions for each. 

Table 5.3.2. Legality of TV programme consumed online in the past three months 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5470 1189 116 103 970 
Consumed any legally  100% 39% 38% 53% E 38% 
Consumed all illegally 0% 61% 62% 47% 62% D 
Mean volume consumed legally, and % of total 16 (100%) 10 (37%) 23 (19%) 21 (39%) 8 (58%) 
Mean volume consumed illegally, and % of total 0 (0%) 19 (63%) 100 (81%) 34 (61%) 6 (42%) 
Mean volume consumed in total 16 29 123 55 13 
% of legal volume attributable for 87% 13% 3% 2% 8% 
% of illegal volume attributable for 0% 100% 58% 17% 24% 

Thirty-nine per cent of TV programme infringers indicated that they consumed at least some online 
programmes legally, meaning that the remaining 61% consumed all of them illegally. This was similar for 
the top 10% and bottom 80% groups, but the next 10% group was less likely to have consumed all 
programmes illegally (47%).   

The top 10% TV infringers consumed an average of 100 programmes illegally, and 23 legally, over the 
three-month period. Even though infringing content accounted for proportionally more of their content 
by volume (81%) than it did for the bottom 80%, in absolute terms their legal volume was around three 
times as high on average (23 v 8). This figure was similar for the next 10% (21), but that group indicated a 
much lower volume of infringements (34). 

Of all the TV programmes consumed legally, infringers consumed proportionally fewer; 19% of TV 
programme consumers were infringers but they accounted for 13% of all digital TV programmes 
consumed legally. However, the top 10% infringers, who accounted for just 2% of online TV programme 
consumers, were responsible for 3% of legally consumed TV programmes.  
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5.3.3 Online services used to consume or share TV programmes 

Table 5.3.3 shows the use of services for downloading, streaming or sharing TV programmes among each 
of the infringer groups. 

Table 5.3.3 Top ten services used in the last three months for downloading, streaming or sharing TV programmes 

 Non-infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5470 1189 116 103 970 

Mean number of services used 2.7 3.6 4.8 4.2 3.4 
Usage of top ten online services for TV 
progs.           

1. BBC iPlayer 75% B 62% 66% 72% 60% 
2. YouTube 34% 47% B 55% 55% 45% 
3. ITV Player 36% 34% 33% 35% 33% 
4. 4OD 34% 35% 50% E 53% E 31% 
5. Demand 5 11% 11% 14% 16% 9% 
6. Netflix 9% 11% 16% 15% 10% 
7. Sky Go 9% 11% 16% 15% 10% 
8. Google (search engine) 7% 16% B 22% 12% 16% 
9. iTunes  8% 11% B 16% 9% 10% 
10. Facebook 7% 13% B 12% 13% 13% 

Used peer-to-peer services31 4% 29% B 52% E 41% E 25% 

Used cyberlockers 1% 6% B 9% 7% 5% 

BBC iPlayer was, by some distance, the most commonly-cited service used for consuming TV programmes 
online, among all online consumers, but particularly among non-infringers (75%). By contrast, YouTube, 
Google (search engine), iTunes and Facebook were all higher among infringers.  

Despite none of the peer-to-peer (P2P) services individually appearing on the list above for TV 
programmes, they were used by 29% of infringers for this type of content. Furthermore, they were used 
by over half (52%) of the top 10% of infringers, falling to 41% for the next 10% and 25% for the bottom 
80%.  

The fact that 4oD was higher among the top 10% infringers is consistent with a higher proportion being in 
the key target demographic for this service (16-34 year olds). 

  

                                                            
31 Peer-to-peer (net) comprises Bittorrent software, uTorrent, Pirate Bay, Isohunt, Limewire, eDonkey/eMule, Gnutella, 
KickAssTorrents, and Torrentz. Cyberlockers comprises Rapidshare, MediaFire and YouSendit. 
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5.4 TV programmes spend and willingness to pay 

5.4.1 Payment for digital TV programmes consumed 

The following table shows the proportions of each group who either paid for at least some online TV 
programmes, or who consumed all of them for free. It also shows how may TV programmes they paid for, 
and their overall spend. This enables us to assess the link with legality, as discussed earlier. 

Table 5.4.1a Payment for TV programmes consumed (downloaded or streamed) online in the past three months 

 Non-
infringers All infringers Top 10% Next 10% Bottom 80% 

Sig test (99%) A B C D E 

Base 5470 1189 116 103 970 
Paid for any  15% 13% 11% 15% 13% 
Consumed all for free 85% 87% 89% 85% 87% 

Mean volume paid for, and % of total 3 (15%) 2 (8%) 4 (3%) 4 (8%) 2 (15%) 
Mean volume consumed free, and % of total 14 (85%) 27 (92%) 120 (97%) 51 (92%) 11 (85%) 
Mean volume consumed in total 16 29 123 55 13 
Mean spend on digital TV programmes  £1.90 £2.82 £6.68 £2.12 £2.34 
Proportion of total digital TV spend 75% 25% 6% 2% 17% 

Despite consuming a high proportion of infringing content, the top 10% claimed to pay for an average of 
four TV programmes over a three-month period (the same number as the next 10%, but twice as many as 
the bottom 80%). That said, these four TV programmes accounted for just 3% of the 123 TV programmes 
they said they had consumed in the past three months.  

Generally, infringers claimed to pay more than non-infringers over a three-month period for digital TV 
programmes (£2.82 v £1.90). However, there were differences between the infringer groups – the top 
10% claimed to have paid a higher amount (£6.68) than the next 10% (£2.12) and the bottom 80% (£2.34). 

Nineteen per cent of digital TV programme consumers were infringers, and these people accounted for 
25% of all digital TV programme spend. But while the top 10% of infringers accounted for just 2% of all 
digital TV programme consumers, they accounted for 6% of all digital TV programme spend. 
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5.4.2 Overall spend on TV programmes 

As well as assessing ‘digital’ TV programme spend, chart 5.4.2a shows the claimed total TV programme 
category spend among the groups, encompassing physical disc purchases and rentals32.  

Chart 5.4.2a Mean spend on TV programme categories in the past three months 

 

Base: Non-infringers (5470), all infringers (1189), top 10% (116), next 10% (103), bottom 80% (970) 

As we have seen for individual digital TV programmes, the average three-month spend among infringers 
(£11.63) was marginally higher than among non-infringers (£9.17), when including physical purchases and 
rentals. However, this figure was very different for the top 10% compared to the other infringer groups. 
They claimed to have spent substantially more (£19.69) than the other two groups on physical discs, and 
this meant that their total spend was by far the highest, at £26.38 over three months. 

Nineteen per cent of digital TV programme consumers were infringers, and these people accounted for 
22% of total TV programme spend. But while the top 10% infringers accounted for just 2% of digital TV 
programme consumers, they accounted for 5% of total TV programme spend. 

  

                                                            
32 Spend on merchandise was added in wave 3. Since the calculations above includes respondents from waves 1 and 2 (and thus 
these have a zero value for merchandise), we have excluded this item of spend for TV programmes. 
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5.5 Attitudes towards infringement, and online confidence 

5.5.1 Motivations for infringing content online 

Respondents who specifically indicated that they had infringed were asked: 
You indicated you have downloaded or streamed the following types of files in the past three months which you 
think may have been done so illegally [CONTENT TYPES]. What are your personal reasons for doing this? 

Table 5.5.1 summarises the responses among the infringer groups. The colour coding represents the 
relative percentages between the statements, and the three groups. Dark green indicates a relatively high 
percentage, whereas red indicates a relatively low percentage. 

Reasons for infringing Top 10% Next 10% Bottom 80% 
Sig test (99%) A B C 

Base 116 103 970 
It's free 71% C 64% C 50% 
It's easy/convenient 61% C  52% 44% 
It's quick 50% C 48% 37% 
I think legal content is too expensive 40% C 31% C 18% 
It means I can try something before I buy it 35% 46% C 24% 
I can't afford to pay 35% C 32% C 18% 
I don't want to wait for content to become available on legal services 30% C 26% C 11% 
The files I want are not available on legal services 25% C 28% C 11% 
Because I can 24% 32% 18% 
I've already paid to see it/them at the cinema/in concert, etc 21% C 14% C 11% 
The industry makes too much money 20% C 13% C 11% 
I already spend enough on content 18% C 22% C 10% 
It's what my friends or family do 15% 11% 8% 
I already owned content in another format 14% 26% C 11% 
No one suffers 11% C 9%  5% 
I don't think I should have to pay for files online 8% 2% 8% 
I think legal content is too poor quality 5% 4% 3% 
No one ever gets caught 3% 6% 3% 
Average number of reasons 4.9 C 4.7 C 3 

The top three reasons given for infringing content33 were consistent across all three groups assessed – 
these were because “it’s free,” “easy/convenient” and “quick”. However, there were some notable 
differences among the infringer groups.  

Generally, the top 10% and next 10% groups gave more responses than the bottom 80% (4.9 and 4.7 on 
average, compared to 3.0), and there were no significant differences between these two groups.  

There were some factors that distinguished the top 10% group, particularly from the bottom 80%. For 
example, a comparatively high proportion indicated that they feel legal content is too expensive (40% v 
18%). They were also twice as likely to justify their behaviour by saying that they had already paid to see 
the programme (21% v 11%). It is worth noting that only 5% of those who made this claim had infringed 
only TV programmes; it is therefore likely that many were thinking about films or music when answering 
this question. 
                                                            
33 It is important to note that the attitude statements covered in this section include all content that each respondent had 
indicated infringement in. Therefore, the statements don’t necessarily reflect just TV programmes. 
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5.5.2 Factors that would encourage infringers to stop 

Infringers were also asked the following question: 

And which, if any, of the following do you think would make you stop downloading or streaming files illegally? 

The following table summarises the responses among the TV programme infringer groups. Again, the 
colour coding represents the relative percentages between the statements and the three groups. Dark 
green indicates a relatively high percentage, whereas red indicates a relatively low percentage. 

Factors that would encourage infringers to stop Top 10% Next 10% Bottom 80% 
Sig test (99%) A B C 

Base 116 103 970 
If legal services were cheaper 49% C 58% C 30% 
If everything wanted was available legally online as soon as released elsewhere 38% C 44% C 22% 
If everything I wanted was available legally 35% 48% C 28% 
If legal services were better 29% C 36% C 16% 
If legal services were more convenient/flexible 28% C 41% C 17% 
If a subscription service I was interested in became available 27% C 32% C 16% 
If it is clearer what is legal and what isn't 26% 20% 24% 
If I thought I might be sued 24% 24% 20% 
If I thought I might be caught 23% 18% 18% 
If my ISP sent me a letter saying they would suspend my internet access 21% 28% 19% 
If friends or family were caught 17% 20% 13% 
If everyone else stopped doing it 16% 11% 14% 
If my ISP sent me a letter informing me my account had been used to infringe 15% 16% 12% 
If my ISP sent me a letter saying they would restrict my internet speed 13% 21% 13% 
If I knew where to go to see if something was illegal or not 11% 9% 14% 
Nothing would make me stop 8% 4% 5% 
If there were articles in the media about people being caught 7% 12% 8% 
Average number of factors 3.8 C 4.4 C 2.9 

The top 10% and next 10% of infringers were relatively similar in their responses to factors that might 
encourage them to stop infringing, and they were significantly more likely than the bottom 80% to have 
mentioned the majority of the top-cited factors overall. Most of these specifically related to legal services 
and included price, availability of content and flexibility. The general similarity between the two groups is 
also reflected in the average number of factors mentioned; 3.8 and 4.4, versus 2.9. 
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5.5.3 Confidence in what is and isn’t legal online  

All internet users were asked the question: 

How confident are you that you know what is legal and what isn’t in terms of downloading, streaming/accessing, 
and sharing content through the internet? 

The following chart illustrates the relative confidence levels of each of the groups. 

Chart 5.5.3 Confidence in knowing what is and isn’t legal online 

 
Base: Non-infringers (5470), all infringers (1189), top 10% (116), next 10% (103), bottom 80% (970) 

Confidence in what is and isn’t legal online was generally lower among TV programme infringers than 
among non-infringers – 73% of the latter were either very or slightly confident, compared to 64% for the 
latter. Among the infringer groups the top 10% showed the highest confidence levels – 39% were very 
confident, compared to 28% for the next 10% and 24% for the bottom 80%. 

It is worth noting that the question could be interpreted to relate not just to the identification of licensed 
services, but also to what one can do legally with purchased content – making personal copies or sharing 
with friends, for example. 
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5.5.4 Awareness of legal TV programme services 

The following table shows prompted awareness of eight licensed sites that offer digital TV programmes. 
These figures also include people who indicated that they had used any of these services in the past three 
months (since this indicates they are aware of them). 

Chart 5.5.4 Awareness of legal TV programme services 

  Non-
infringers 

All 
infringers Top 10% Next 10% Bottom 

80% 
Sig test (99%) A B C D E 
Base 5470 1189 116 103 970 
Mean number of legal services aware of 4.6 4.5 5.6 6 4.2 
Aware of lawful online TV programmes services 
(top ten among all online TV programme consumers)           

1.     BBC iPlayer 95% B 87% 91% 96% E 85% 

2.     YouTube 92% B 89% 97% DE 98% E 87% 

3.     ITV Player 86% B 79% 83% 91% E 77% 

4.     Lovefilm 82% B 75% 83% 87% E 73% 

5.     iTunes 80% B 72% 84% DE 88% E 69% 

6.     Netflix 77% B 73% 89% DE 83% E 70% 

7.     4OD 70% B 64% 82% DE 82% E 60% 

8.    Sky Go 49% 47% 57% DE 63% E 43% 

Prompted awareness of all lawful services offering digital TV programmes (except for Sky Go) were lower 
among infringers than among non-infringers. However, when drilling down into the infringer groups, 
awareness appeared to be much higher among the high-volume infringers (particularly the next 10%) 
than among the bottom 80%; this was the case for all listed services. 
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6. Computer software 

6.1 Top 20% computer software infringers summary 

Computer software infringers were segmented into deciles according to the volume of content they 
indicated they had accessed illegally. Primarily concentrating on the top 20% of infringers, the main 
findings are as follows: 

• There were more (55%) C2DEs among the top 20% computer software infringers than among the 
bottom 80% (39%). Seventy-eight per cent of them were male, and 19% were aged 12-15. This was 
consistent across the two infringer groups, but the proportion of 12 -15 year olds was significantly 
lower among non-infringers. 

• Accessing software directly online was more prominent among the top 20%; 79% consumed it in this 
way (versus 60% for the bottom 80%). This compares to 83% who downloaded software. 

• We estimate that on average the top 20% infringers each consumed 70 digital software products 
illegally over a period of three months (compared to 14 consumed legally), representing 83% of their 
total digital software consumption. This compares to 43% for the bottom 80%. 

• Peer-to-peer (P2P) use for software was significantly higher among the top 20% (61%) than among 
the bottom 80% (45%), as were cyberlockers (24% v 10%). 

• Despite consuming a high proportion of infringing content, the top 20% still claimed to pay for 
comparatively high levels of content – seven software products on average over a three-month 
period, compared to just a single product for the bottom 80%.  

• At an aggregate level, infringers consumed proportionally fewer legal software products than did 
non-infringers; while 19% of software consumers were infringers, they accounted for 13% of all 
software products consumed legally. However, the top 20% infringers, who accounted for just 4% of 
online software consumers, were responsible for 7% of legally consumed software.  

• Nineteen per cent of online software consumers were infringers, but they accounted for a lower 
proportion (12%) of spend on legally-consumed digital software. This was driven by the fact that they 
paid less per head (£8.22) than non-infringers (£13.78). They also spent less on physical purchases. 
This generated a total quarterly spend per head on software among infringers of £20.57, lower than 
for non-infringers (£28.69), and accounting for 14% of all software spend. 

• The top 20% of infringers (4% of online software consumers) accounted for 4% of total spend on 
legally consumed digital software; this was marginally less per head (£11.88) than for non-infringers 
(£13.78). However, because they spent more on physical purchases, this generated a total quarterly 
spend per head on software among infringers of £32.68, marginally higher than for non-infringers 
(£28.69), and accounting for 5% of all software spend. 

• The top 20% were generally more confident than other infringers in knowing what is and isn’t legal 
onlinen terms of downloading, streaming/accessing, and sharing content through the internet - 45% 
were very confident, compared to 31% for the bottom 20%. 
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• Awareness of four of the lawful services that offer digital computer software (Amazon, the App 
Store/Apple Store, Play.com and Google Play/Android Market) was at similar levels among the two 
infringer groups. However, the level of awareness was lower than among non-infringers, in all cases.  
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6.2 Demographic profiles 

The following table shows the demographic profiles of the various computer software infringer groups.  
 

Table 6.2 Demographic profile of computer software infringers 

  Internet 
population (12+) Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) - A B C D 
Base 18519 2136 506 122 384 
Population (000s) 44461 4669 1074 217 858 
Gender 
Male 49% 68% 70% 78% 68% 
Female 51% 32% 30% 22% 32% 
Age 
12-15 7% 8% 13% A 19% 11% 
16-34 35% 46% 59% A 59% 59% 
35-54 34% 31% B 25% 21% 26% 
55+ 24% 14% B 4% 2% 4% 
Socio-economic group (16+ year olds only) 
ABC1 61% 70% B 58% 45% 61% A 
C2DE 39% 30% 42% A 55% B 39% 
Working status 
Working (FT or PT) 55% 60% B 51% 53% 51% 
In education  7% 8% 16% A 19% 16% 
Unemployed34 26% 29% 32% 28% 32% 
Retired 11% 2% 1% - 1% 

In general, computer software infringers skewed more towards 12-15 year olds (13%) and 16-34 year olds 
(59%) than non-infringers (8% and 46% respectively). Software infringers were more likely to be ABC1 
(58%), although less so than non-infringers (70%). Infringers were less likely to be in work than non-
infringers (51% v 60%), with a much higher proportion in education (16% v 8%), reflecting their younger 
age profile.  

The only demographic difference between the infringer groups was in socio-economic group. The top 20% 
were 55% C2DE, compared to 39% for the bottom 80% infringers. However, this figure solely relates to 
those aged 16 or older. 

  

                                                            
34 It is possible that a that a proportion of people who are in education may instead have indicated they were 
unemployed; as the majority of surveys were conducted using a self-completion online methodology, the chances of 
this are higher than when it is administered by an interviewer. According to BARB ES (Q4 2012) 47% of the 12+ UK 
population are not working. This compares to a figure of 52% when ‘in education’, ‘unemployed’ and ‘retired’ are 
combined in this dataset (among all aged 12+).  
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6.3 Digital computer software consumption and sharing 

6.3.1 General digital computer software consumption and sharing  

Table 6.3.1 shows the mean35 volume of computer software that those in each group claimed to have 
consumed in the past three months, including material obtained both legally and illegally. This is broken 
down by means of consumption (downloading and accessing) and sharing. 

Table 6.3.1a Consumption of computer software in the past three months  

 Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 
Base 2136 506 122 384 

Downloaded software in past three months 79% 75% 83% 72% 
Accessed software in past three months 49% 64% A 79% A 60% 
Shared software in the past three months 6% 13% A 19% 11% 
Mean volume download, and % of total 4 (50%) 10 (48%) 36 (42%) 3 (60%) 
Mean volume accessed, and % of total 4 (50%) 11 (52%) 49 (58%) 2 (40%) 
Mean volume consumed in total 8 21 84 5 
Mean volume shared 1 1 3 0 

Downloading software was at similarly high levels for infringers (75%) and non-infringers (79%). However, 
infringers were more likely than non-infringers to access software directly through the internet (64% v 
49%), and to share it (13% v 6%).  

In general, downloading levels didn’t differ significantly among the infringer groups. However, accessing 
software was more prominent among the top 20% - 79% consumed software in this way, compared to 
60% for the bottom 80%.  

The top 20% group consumed a total of 84 software products (including both legal and illegal content) 
during an average three-month period; this compared to just five for the bottom 80%. The average 
volume for non-infringers was slightly higher than this, at eight. 

Those who consumed or shared any digital content36 were asked about the types of connection and 
locations they used for these activities. The following table outlines the findings for each of the software 
infringer groups. 

  

                                                            

35 Please note that throughout this analysis we have used the mean for volume comparisons, despite comparing medians only in 
the main report due to high levels of variation and outliers within the data. (see main report for in depth discussion- 
http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/copyright-infringement-tracker/). However, as 
median figures generally show less variation, the use of the mean was necessary for this analysis in order to achieve sufficient 
discrimination within the data. 
36 ‘Any digital content’ includes music, films, TV programmes, software, video games and books. 

http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/copyright-infringement-tracker/
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Table 6.3.1b Location and connection types used for consuming any content online in the past three months 

 Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 
Downloaded any content                                   Base 2023 476 115 362 
Inside home 99% B 92% 97% 90% 
Outside home 23% 30% A 37% 28% 
Fixed broadband (inc. WiFi) 98% B 91% 97% 90% 
Mobile network (3G/4G) 24% 30% A 35% 29% 
Streamed/accessed any content                       Base 1991 481 119 363 
Inside home 99% 98% 98% 98% 
Outside home 38% 40% 40% 40% 
Fixed broadband (inc. WiFi) 98% 96% 97% 96% 
Mobile network 38% 47% A 49% 46% 
Shared any content                                              Base 654 252 70* 183 
Inside home 98% 95% 97% 94% 
Outside home 31% 36% 40% 36% 
Fixed broadband (inc. WiFi) 96% 96% 95% 96% 
Mobile network 27% 33% 38% 31% 

Computer software infringers were generally more likely to have downloaded content outside the home, 
and via a mobile network, than non-infringers. In contrast, non-infringers were significantly more likely to 
have downloaded content inside the home via fixed broadband. Infringers were also more likely to have 
streamed/accessed content online via a mobile network. This does not necessarily mean that software 
consumed in this way was acquired illegally; just that this group were generally more likely to consume 
content in this way. 

The following table shows the proportion of each group who own specific internet-related devices: 

Table 6.3.1c Device ownership 

 Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 

Base 2136 506 122 384 
Smartphone  75% 81% B 81% 81% 
Computer (desktop or laptop) 88% A 78% 86% 75% 
Tablet 34% 36% 51% 32% 
E-book reader 24% 23% 34% 20% 
Mobile gaming device 25% 29% 40% 26% 

Software infringers were more likely than non-infringers to own a smartphone (81% v 75%). Non-
infringers were more likely to own a computer (88%), and this tallies with the previous findings in relation 
to the types of location and network used. However, again it does not necessarily mean that any 
consumption of software via smartphones was done illegally. 
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6.3.2 Computer software infringement 

The following table sets out the proportions of each group who either consumed some of their software 
products legally, or who consumed all of them illegally. It also gives the average volumes and proportions 
for each. 

Table 6.3.2 Legality of computer software consumed online in the past three months 

 Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 

Base 2136 506 122 384 
Consumed any legally  100% 37% 43% 35% 
Consumed all illegally 0% 63% 57% 65% 
Mean volume consumed legally, and % of total 8 (100%) 5 (25%) 14 (17%) 3 (57%) 
Mean volume consumed illegally, and % of total 0 (0%) 16 (75%) 70 (83%) 2 (43%) 
Mean volume consumed in total 8 21 84 5 
% of legal volume attributable for 87% 13% 7% 6% 
% of illegal volume attributable for 0% 100% 88% 12% 

Thirty-seven per cent of computer software infringers indicated that they consumed at least some 
software legally, meaning that the remaining 63% consumed all of it illegally. The top 20% and bottom 
80% groups were not significantly different in this respect, with 43% and 35% respectively consuming at 
least some legally.  

The top 20% of software infringers consumed an average of 70 products illegally, and 14 legally, over the 
three-month period. Even though infringing content accounted for proportionally more of their content 
volume (83%) than it did for the bottom 80% (43%), the legal volume was around five times as high in 
actual terms (14 v 3).  

Of all the software consumed legally, infringers consumed proportionally less; while 19% of software 
consumers were infringers, these people accounted for 13% of all software products consumed legally. 
And the top 20% infringers, who accounted for just 4% of online software consumers, were responsible 
for 7% of all legally consumed software.  
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6.3.3 Online services used to consume or share computer software 

Table 6.3.3 shows the use of services for downloading, streaming or sharing computer software among 
each of the infringer groups. 

Table 6.3.3 Top ten services used in the past three months for downloading, streaming or sharing software 

 Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 

Base 2136 506 122 384 
Mean number of services used 2.1 2.8 4.2 2.5 
Usage of online services for computer software      

1. Google (search engine) 32% 38% 49% D 35% 
2. Microsoft 28% B 18% 27% D 16% 
3. App Store / Apple Store 25% 22% 29% 21% 
4. Amazon 24% 22% 27% 20% 
5. Facebook 18% 30% A 40% 28% 
6. Email 16% 21% A 28% 19% 
7. uTorrent 6% 22% A 39% D 18% 
8. Windows Messenger 6% 11% A 14% 10% 
9. BitTorrent software 4% 18% A 32% D 15% 
10. Pirate Bay 3% 19% A 32% D 15% 

Used peer-to-peer services37 12% 48% A 61% D 45% 
Used cyberlockers 6% 12% A 24% D 10% 

Google Search was most popular source for computer software, both among infringers (32%) and non-
infringers (38%). While Microsoft had higher usage, for software, among non-infringers (32%) than among 
infringers (18%), many of the other services were higher among infringers. Peer-to-peer (P2P) services 
had the highest incidence among infringers, at 48%, and the highest cited service was uTorrent at 22%. 
Use of these types of services was, again, higher among the top 20% group, with three in five having cited 
at least one P2P offering, and 39% uTorrent. Furthermore, a quarter of the top 20% infringers had used at 
least one cyberlocker service for software. 

  

                                                            
37 Peer-to-peer (net) comprises Bittorrent software, uTorrent, Pirate Bay, Isohunt, Limewire, eDonkey/eMule, Gnutella, 
KickAssTorrents, and Torrentz. Cyberlockers comprises Rapidshare, MediaFire and YouSendit. 
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6.4 Computer software spend and willingness to pay 

6.4.1 Payment for digital computer software consumed 

The following table shows the proportions of each group who either paid for some online software 
products, or consumed all of them for free. It also shows how many software products they paid for, and 
their overall spend. This enables us to assess the link with legality, as discussed earlier. 

Table 6.4.1a Payment of computer software consumed (downloaded or streamed) online in the past three months 

 Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 

Base 2136 506 122 384 
Paid for any  47% 25% 33% 23% 
Consumed all for free 53% 75% 67% 77% 
Mean volume paid for, and % of total 3 (34%) 2 (17%) 7 (8%) 1 (25%) 
Mean volume consumed free, and % of total 5 (66%) 19 (89%) 78 (92%) 4 (75%) 
Mean volume consumed in total 8 21 84 5 
Mean spend on digital computer software  £13.78 £8.22 £11.88 £7.30 
Proportion of total digital software spend 88% 12% 4% 9% 

Despite consuming a very high proportion of infringing content (92%), the top 20% also claimed to pay for 
an average of seven software products over a three-month period. This was higher than both the bottom 
80% infringers (one) and the non-infringers (three). 

Generally, infringers claimed to pay less (£8.22) in a three-month period for software than did non-
infringers (£13.78). However, this amount was higher for the top 20% (£11.88) than the bottom 80% 
(£7.30). 

Nineteen per cent of digital software consumers were infringers, but these people also accounted for 12% 
of all digital software spend. The top 20% infringers accounted for 4% of all digital software consumers 
and 4% of digital software spend.  
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6.4.2 Overall spend on computer software 

As well as assessing ‘digital’ TV programme spend, chart 6.4.2a shows the claimed total category spend 
among the groups, encompassing physical disc purchases. 

Chart 6.4.2a Mean spend on computer software categories in the past three months 

 

Base: Non-infringers (2136), all infringers (506), top 20% (122), bottom 80% (384) 

Although infringers in general spent less than non-infringers on software (including physical purchases) 
over an average three-month period, there was a large difference between the top 20% and the bottom 
80% infringer groups; the former claimed to spend an average of £32.68 as opposed to £17.52 for the 
latter. 

Nineteen per cent of digital software consumers were infringers, but these people accounted for 14% of 
total software spend. The top 20% infringers accounted for 4% of digital software consumers, but 5% of 
total software spend.  
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6.5 Attitudes towards infringement and online confidence 

6.5.1 Motivations for infringing content online 

Respondents who specifically indicated that they had infringed were asked: 
You indicated you have downloaded or streamed the following types of files in the past three months which you 
think may have been done so illegally [CONTENT TYPES]. What are your personal reasons for doing this? 

Table 6.5.1 summarises the responses among the infringer groups. The colour coding represents the 
relative percentages between the statements, and the three groups. Dark green indicates a relatively high 
percentage, whereas red indicates a relatively low percentage. 

Reasons for infringing Top 20% Bottom 80% 
Sig test (99%) A B 

Base 122 384 

It's free 74% B 52% 

It's easy/convenient 60% B 44% 

It's quick 52% 40% 

It means I can try something before I buy it 36% 26% 

I think legal content is too expensive 33% 22% 

Because I can 25% 21% 

I already owned content in another format 22% 15% 

I can't afford to pay 20% 25% 

The industry makes too much money 20% 14% 

I've already paid to see it/them at the cinema/in concert, etc 19% 12% 

I don't want to wait for content to become available on legal services 17% 11% 

I already spend enough on content 16% 11% 

It's what my friends or family do 14% 12% 

The files I want are not available on legal services 9% 10% 

I don't think I should have to pay for files online? 8% 8% 

I think legal content is too poor quality 8% 4% 

No one suffers 6% 6% 

No one ever gets caught 5% 5% 
Average number of reasons 4.4 B 3.4 

The top three reasons given for infringing were consistent across both the top 20% and the bottom 80% 
infringers. These were because “it’s free,” “easy/convenient” and “quick”. However, the former two of 
these were both significantly higher among the top 20% than the bottom 80%. The top 20% also cited 
more reasons on average (4.4 v 3.4). 

As mentioned in section 2.4, a relatively high proportion of the top 20% software infringers were also in 
the top 20% of infringers, for at least one of the other content categories (61%). This is evident by the 
responses given here; for example, “I’ve already paid to see it…” was 17% among the top 20% group, but 
this statement is clearly referencing audio-visual content such as music and films, and has little relevance 
to computer software. 
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6.5.2 Factors that would encourage stopping infringing 

Infringers were also asked the following question: 

And which, if any, of the following do you think would make you stop downloading or streaming files illegally? 

The following table summarises the responses among the computer software infringer groups38; again, 
the colour coding represents the relative percentages between the statements, and the three groups. 
Dark green indicates a relatively high percentage, whereas red indicates a relatively low percentage. 

Factors that would encourage infringers to stop Top 20% Bottom 80% 
Sig test (99%) A B 

Base 122 384 
If legal services were cheaper 45% 34% 
If everything I wanted was available legally 32% 24% 
If legal services were better 28% 19% 
If legal services were more convenient/flexible 27% 18% 
If it is clearer what is legal and what isn't 22% 21% 
If everything I wanted was available legally online as soon as it was released elsewhere 21% 21% 
If a subscription service I was interested in became available 19% 16% 
If I thought I might be sued 19% 20% 
If I thought I might be caught 19% 18% 
If my ISP sent me a letter saying they would suspend my internet access 18% 18% 
If friends or family were caught 16% 14% 
If I knew where to go to see if something was illegal or not 15% 14% 
If my ISP sent me a letter saying they would restrict my internet speed 14% 14% 
If my ISP sent me a letter informing me my account had been used to infringe 12% 15% 
Nothing would make me stop 12% 11% 
If everyone else stopped doing it 10% 14% 
If there were articles in the media about people being caught 6% 7% 
Average number of factors 3.2 3 

The top two factors that software infringers said would encourage them to stop were the same for the 
top 20% and the bottom 80% – these were “If legal services were cheaper” and “If everything I wanted 
was available legally.” There were no significant differences between the infringer groups for any of the 
individual statements. 

 

  

                                                            
38 The question was asked to anyone who had infringed any type of content. For this reason, although the analysis 
focuses on those who infringed music, the statements do not necessarily relate solely to the infringement of music. 
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6.5.3 Confidence in what is and isn’t legal online  

All internet users were asked the following question: 

How confident are you that you know what is legal and what isn’t in terms of downloading, streaming/accessing, 
and sharing content through the internet? 

The following chart illustrates the relative confidence levels of each of the groups. 

Chart 6.5.3 Confidence in knowing what is and isn’t legal online 

 
Base: Non-infringers (2136), all infringers (506), top 20% (122), bottom 80% (384) 

Confidence in what is and isn’t legal online was generally lower among software infringers than among 
non-infringers – 78% of the former were either very or slightly confident compared to 71% for the latter. 
Among the infringer groups the top 20% showed the highest confidence; 45% were very confident, 
compared to 31% of the bottom 20%. 

It is worth noting that the question could be interpreted to relate not just to the identification of licensed 
services, but also to what one can do legally with purchased content; making personal copies or sharing 
with friends, for example. 
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6.5.4  Awareness of legal computer software services 

The following table shows prompted awareness of four lawful / licensed sites that offer digital computer 
software. These figures include people who indicated that they had used any of these services in the past 
three months (since this indicates that they are aware of them). 

Chart 6.5.4 Awareness of legal computer software services 

  Non-infringers All infringers Next 10% Bottom 70% 

Sig test (99%) A B C D 

Base 2136 506 122 384 

Mean number of legal services aware of 1.8B 1.5 1.6 1.5 
Aware of lawful online software services 
(among all online software consumers)         

1.     Amazon 86% B 72% 77% 71% 

2.     App Store/Apple Store 83% B 70% 73% 69% 

3.     Play.com 83% B 70% 73% 69% 

4.     Google Play/Android Market 52% B 45% 47% 44% 

Although Amazon had the highest awareness of the four services, this was higher among non-infringers 
(86%) than infringers (72%); this was also the case for the other three services. Similarly Non-infringers 
were aware of significantly more legal services than infringers of computer software. There were no 
significant differences between the two infringer groups.  
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7. Video games 

7.1 Top 20% video game infringers: summary 

Video game infringers were segmented into deciles according to the volume of content they indicated 
they had accessed illegally. Primarily concentrating on the top 20% of infringers, the main findings are 
as follows: 

• There were more (31%) 12-15 year olds among the top 20% video game infringers than among the 
bottom 80% (19%). Seventy-two per cent of the top 20% were male, and 51% were C2DE; neither of 
these figures was significantly higher than among the bottom 80%.  

• The top 20% of video games infringers were more likely to access video games directly online, with 
83% consuming them in this way (compared to 68% for the bottom 80%). This compared to 70% who 
downloaded games. 

• The top 20% of infringers were more likely than the bottom 80% to have consumed at least some 
video games legally (57% v 39%). We estimate that on average they consumed 75 digital software 
products illegally over a period of three months (compared to 46 consumed legally). This represents 
62% of their total digital video game consumption, which compares to 43% for the bottom 80%. 

• At an aggregate level, infringers consumed proportionally fewer legal video games than did non-
infringers; 17% of video game consumers were infringers, but they also accounted for 23% of all 
video games consumed legally. However, the top 20% of infringers, who accounted for just 3% of all 
online video game consumers, were responsible for 18% of legally consumed video games. 

• Facebook was the most commonly used service among all video game infringers (24%). Use was 
significantly higher among the top 20% (37%) than among the bottom 80% (21%).  

• Forty-two per cent of the top 20% video game infringers claimed to have used peer-to-peer services 
for video games in the past three months; this was similar to the level among the bottom 80% (39%). 

• Despite consuming a high proportion of infringing content, the top 20% claimed to pay for a lot of 
their games as well; 40 video games on average over a three-month period (compared to just two for 
the bottom 80%). This suggests that they pay for almost all of their legally consumed video games, 
and that most of the video games they consumed for free were obtained illegally. 

• Seventeen per cent of online video game consumers were infringers, and they accounted for a lower 
proportion of total spend on legally consumed digital video games (14%). This was driven by the fact 
that they paid less per head (£11.67) than non-infringers (£14.64). They also spent less combined on 
physical purchases. This generated a total quarterly spend per head on video games among infringers 
of £28.80, lower than for non-infringers (£38.63), and accounting for 13% of all video game spend. 

• However, the top 20% of infringers (3% of all online video game consumers) accounted for 5% of 
total spend on legally consumed digital video games, driven by their higher spend (£19.13) than 
either the bottom 80% (£9.85) or the non-infringers (£14.64). They also spent more on non-digital 
content, giving them a combined quarterly video game spend of £49.43, which compares with £23.77 
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for the bottom 80% and £38.63 for non-infringers. In total, the top 10% of infringers contributed 5% 
of all video game spend. 

• The top 20% were generally more confident than the bottom 80% in knowing what is and isn’t legal 
online in terms of downloading, streaming/accessing, and sharing content through the internet - a 
higher proportion (46% v 37%) said they were very confident. 

• Awareness of lawful services that offer digital video games was roughly the same between the two 
infringer groups, although non-infringers showed greater awareness in most cases. 
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7.2 Demographic profiles 

The following table shows the demographic profiles of the video game infringer groups.  
 

Table 7.2 Demographic profile of video game infringers 

  
Internet 

population (12+) Non-infringers All 
infringers Top 20% Bottom 

80% 

Sig test (99%) - A B C D 

Base 18519 1992 449 104 345 

Population (000s) 44461 3956 820 161 659 
Gender 

Male 49% 69% 68% 72% 68% 

Female 51% 31% 32% 28% 32% 
Age 

12-15 7% 16% 21% 31% D 19% 

16-34 35% 56% 62% 56% 64% 

35-54 34% 24% B 16% 13% 16% 

55+ 24% 4% 1% 1% 1% 
Socio-economic group (16+ year olds only) 

ABC1 61% 66% B 54% 49% 56% 

C2DE 39% 34% 46% A 51% 44% 
Working status 

Working (FT or PT) 55% 55% 53% 54% 53% 

In education  7% 16% 21% 31% D 19% 

Unemployed39 26% 28% 26% 16% 28% 

Retired 11% 2% * - * 

There was little difference in the gender and age profiles of video game infringers and non-infringers, 
although 83% of the former were under the age of 34, compared to 72% for the latter. While infringers 
were mostly ABC1 (54%), this proportion was significantly lower for non-infringers (66%).  

When looking at the individual video game infringer groups, the main difference in demographic make-up 
was age – the top 20% were much more likely than the bottom 80% to be aged 12-15 (31% v 19%).  

  

                                                            
39 It is possible that a that a proportion of people who are in education may instead have indicated that they were 
unemployed; as the majority of surveys were conducted using a self-completion online methodology, the chances of 
this are higher than when it is administered by an interviewer. According to BARB ES (Q4 2012) 47% of the 12+ UK 
population are not working. This compares to a figure of 52% when ‘in education’, ‘unemployed’ and ‘retired’ are 
combined in this dataset (among all aged 12+).  
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7.3 Digital video game consumption and sharing 

7.3.1 General digital video game consumption and sharing  

Table 7.3.1 shows the mean40 volume of video games that those in each group claimed to have consumed 
in the past three months, including both legally and illegally obtained material. This is broken down by 
means of consumption (downloading and streaming) and sharing. 

Table 7.3.1a Consumption of video games in the past three months  

 Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 

Base 1992 449 104 345 

Downloaded video games in past three months 66% 70% 70% 70% 

Accessed video games in past three months 65% 71% 83% D 68% 

Shared video games in the past three months 7% 20% A 25% 19% 

Mean volume download, and % of total 3 (40%) 9 (32%) 35 (29%) 2 (48%) 

Mean volume accessed, and % of total 5 (60%) 19 (68%) 85 (71%) 3 (52%) 

Mean volume consumed in total 8 28 A 121 D 5 

Mean volume shared 0 1 4 1 

Downloading and accessing (without downloading) video games were equally popular activities, and 
levels among infringers and non-infringers were not significantly different. However, infringers were more 
likely than non-infringers to share games (20% v 7%).  

Across the two infringer groups, accessing video games was more common for the top 20% than for the 
bottom 80% (83% v 68%). The top 20% of infringers consumed a total of 121 video games online 
(including both legal and illegal content) during a three-month period; this compared to 5 for the bottom 
80% infringers. Non-infringers consumed eight video games on average. 

  

                                                            

40 Please note that throughout this analysis we have used the mean for volume comparisons, despite comparing medians only in 
the main report due to high levels of variation and outliers within the data. (see main report for in depth discussion- 
http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/copyright-infringement-tracker/). However, as 
median figures generally show less variation, the use of the mean was necessary for this analysis in order to achieve sufficient 
discrimination within the data. 

http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/copyright-infringement-tracker/
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Those who consumed or shared any digital content41 were asked about the types of connection and 
locations they used for these activities. The following table outlines the findings for each of the video 
game infringer groups. 

Table 7.3.1b Location and connection types used for consuming any content online in the past three months 

 Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 
Downloaded any content                                   Base 1761 415 98 318 
Inside home 99% 98% 100% 98% 
Outside home 23% 31% A 36% 30% 
Fixed broadband (inc. WiFi) 98% 99% 99% 99% 
Mobile network (3G/4G) 26% 28% 33% 27% 
Streamed/accessed any content                      Base 1904 433 101 333 
Inside home 99% 99% 98% 99% 
Outside home 34% 36% 42% 35% 
Fixed broadband (inc. WiFi) 98% 98% 97% 98% 
Mobile network 36% 37% 45% 35% 
Shared any content                                             Base 678 264 68 197 
Inside home 98% 97% 99% 96% 
Outside home 27% 37% A 36% 37% 
Fixed broadband (inc. WiFi) 97% 98% 99% 97% 
Mobile network 26% 32% 32% 33% 

The use of fixed broadband and ‘inside home’ was consistently high for all digital video game consumers 
(96%+),  whether downloading, streaming or sharing. However, downloading and sharing content ‘out of 
home’ was significantly higher among infringers (31% and 37%) compared to non-infringers (23% and 
27%). This doesn’t necessarily mean that the video games consumed or shared via these connections was 
acquired illegally; just that people were generally more likely to consume content in this way. There were 
no significant differences between the top 20% and the bottom 80% of video game infringers. 

The following table shows the proportion of each group who owned specific devices: 

Table 7.3.1c Device ownership 

 Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 

Base 1992 449 104 345 

Smartphone  77% 79% 79% 79% 

Computer (desktop or laptop) 85% B 73% 77% 72% 

Tablet 33% 41% B 52% 39% 

E-book reader 22% 22% 25% 22% 

Mobile gaming device 32% 34% 37% 33% 

Games console 70% B 61% 54% 63% 

Games console (70% v 61%) and computer (85% v 73%) ownership were both higher among non-
infringers than infringers. Conversely, infringers were more likely than the non-infringers to own a tablet 
(41% v 33%) and this tallies with their higher out-of-home consumption (either via a mobile network or 

                                                            
41 ‘Any digital content’ includes music, films, TV programmes, software, video games and books. 
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WiFi). However, again this does not necessarily mean that any consumption of video games content via 
tablets was done illegally.  

7.3.2 Video game infringement 

The following table sets out the proportions of each group who either consumed some of their video 
games legally, or who consumed all of them illegally. It also gives the average volumes and proportions 
for each. 

Table 7.3.2 Legality of video games consumed online in the past three months 

 Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 

Base 1992 449 104 345 
Consumed any legally  100% 43% 57% D 39%  
Consumed all illegally 0% 57% 43% 61% C 
Mean volume consumed legally, and % of total 8 (100%) 11 (41%) 46 (38%) 3 (57%) 
Mean volume consumed illegally, and % of total 0 (0%) 16 (59%) 75 (62%) 2 (43%) 
Mean volume consumed in total 8 28 A 121 D 5 
% of legal volume attributable for 77% 23% 18% 5% 
% of illegal volume attributable for 0% 100% 90% 10% 

Forty-three per cent of video game infringers indicated that they consumed at least some of the games 
legally, meaning that the remaining 57% consumed all of them illegally. The top 20% and bottom 80% 
groups showed differences in this respect; 57% of the former claimed that they consumed at least one 
video game legally, compared to 39% for the latter.   

The top 20% of video game infringers said they had consumed an average of 75 games illegally, and 46 
legally, over the three-month periods. Even though infringing content accounted for proportionally more 
of their content by  volume (62%) than it did for the bottom 80% (43%), the legal volume was around 15 
times as high (46 v 3 for the bottom 80%). 

Of all the video games consumed legally, infringers consumed proportionally fewer; 17% of software 
consumers were infringers but they accounted for 23% of all video games consumed legally. And the top 
20% infringers, who accounted for just 3% of all online video game consumers, were responsible for 18% 
of legally consumed video games. 
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7.3.3 Online services used to consume or share video games 

Table 7.3.3 shows the use of services for downloading, streaming or sharing video games, among each of 
the infringer groups. 

Table 7.3.3 Top ten services used in the past three months for downloading, streaming or sharing video games 

  Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 

Base 1989 448 104 345 

Mean number of services used 2.0 2.9 3.5 2.7 

Usage of top ten  online services  for video games (total)         

1. Xbox Live 21% 21% 27% 20% 

2. Facebook 19% 24% 37% D 21% 

3. Steam 21% B 11% 7% 12% 

4. Amazon 17% 18% 21% 17% 

5. App Store / Apple Store 15% 16% 23% 14% 

6. Playstation Network 13% 10% 6% 11% 

7. Google (search engine) 12% 12% 14% 11% 

8. Google Play / Android Marketplace 10% 8% 11% 8% 

9. Email 6% 15% A 22% D 13% 

10. uTorrent 4% 20% A 22% 19% 

Used peer-to-peer services42 10% 40% A 42% 39% 

Used cyberlockers 4% 14% A 17% 13% 

Xbox Live was used by the same proportion of video game infringers and non-infringers (21%). Facebook 
was the number one service used for video games among infringers (24%), and this was significantly 
higher for the top 20% (37%) than it was for the bottom 80% (21%). 

Email was used more for video games among infringers (15%) than among non-infringers (6%). However, 
peer-to-peer (P2P) software was more popular; these services were used by 40% of video game infringers 
(42% of the top 20% group), with uTorrent being the most-cited individual service, at 20% (22% among 
the top 20%). Furthermore, 14% of video game infringers (17% of the top 20% group) had used at least 
one cyberlocker service for this purpose.  

 

  

                                                            
42 Peer-to-peer (net) comprises Bittorrent software, uTorrent, Pirate Bay, Isohunt, Limewire, eDonkey/eMule, Gnutella, 
KickAssTorrents, and Torrentz. Cyberlockers comprises Rapidshare, MediaFire and YouSendit. 
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7.4 Video games spend and willingness to pay 

7.4.1 Payment for digital video games consumed 

The following table shows the proportions of each group who either paid for some of their online video 
games, or who consumed all of them for free. It also shows how many video games they paid for, and the 
overall spend. This enables us to assess the link with legality, as discussed earlier. 

Table 7.4.1a Payment of video games consumed (downloaded or streamed) online in the past three months 

 Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B C D 

Base 1992 449 104 345 
Paid for any  67% 87% 51% 34% 
Consumed all for free 33% 13% 49% 66% 
Mean volume paid for, and % of total 4 (49%) 9 (34%) 40 (33%) 2 (35%) 
Mean volume consumed free, and % of total 4 (51%) 18 (66%) 80 (67%) 3 (65%) 
Mean volume consumed in total 8 28 A 121 D 5 
Mean spend on digital video games  £14.64 £11.67 £19.13 £9.85 
Proportion of total digital video game spend 86% 14% 5% 10% 

Despite consuming a very high proportion of infringing content, the top 20% claimed also to pay for an 
average of 40 software products over a three-month period. This was much higher than both the bottom 
80% infringers (two) and non-infringers (four), and is also close to the average number they indicated they 
had consumed legally (46; see section 7.3.2). This suggests that the majority of (if not all) games 
consumed legally by this group were paid for, and likewise, the majority of free games were obtained 
illegally (most likely via a peer-to-peer service). 

Generally, infringers claimed to pay less (£11.67) for software over a three-month period than did non-
infringers (£14.64). However, the top 20% spent almost twice as much as the bottom 80% (£19.13 v 
£9.85). 

Seventeen per cent of digital video game consumers were infringers, but they accounted for 14% of all 
digital video game spend. And while the top 20% infringers accounted for 3% of digital video game 
consumers, they accounted for 5% of digital video game spend.  
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7.4.2 Overall spend on video games 

As well as assessing ‘digital’ video game spend, chart 7.4.2a shows the claimed total video game spend 
levels among the groups, encompassing physical purchases and rentals43.  

Chart 7.4.2a Mean spend on video game categories in the past three months 

 

Base: Non-infringers (1992), all infringers (449), top 20% (104), bottom 80% (345) 

Although video game infringers in general claimed to spend less than non-infringers (including physical 
purchases) over an average three-month period, there was a large difference between the top 20% and 
the bottom 80% infringer groups; the former claimed to spend an average of £49.43 as opposed to £23.77 
for the latter. 

Seventeen per cent of digital video game consumers were infringers, but they also accounted for 13% of 
total video game spend. And while the top 20% infringers accounted for 3% of all digital video game 
consumers, they accounted for 5% of total video game spend.  

 

  

                                                            
43 Spend on merchandise was added in wave 3. Since the calculations above includes respondents from waves 1 and 2 (and thus 
these have a zero value for merchandise), we have excluded this item of spend for video games. 
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7.5 Attitudes towards infringement and online confidence 

7.5.1 Motivations for infringing content online 

Respondents who specifically indicated that they had infringed were asked: 
You indicated you have downloaded or streamed the following types of files in the past three months which you 
think may have been done so illegally [CONTENT TYPES]. What are your personal reasons for doing this? 

Table 7.5.1 summarises the responses among the infringer groups. The colour coding represents the 
relative percentages between the statements, and the three groups. Dark green indicates a relatively high 
percentage, whereas red indicates a relatively low percentage. 

Reasons for infringing Top 20% Bottom 80% 
Sig test (99%) A B 

Base 104 345 

It's free 61% 55% 

It's quick 56% 51% 

It's easy/convenient 46% 44% 

It means I can try something before I buy it 27% 27% 

Because I can 21% 22% 

I can't afford to pay 18% 20% 

I've already paid to see it/them at the cinema/in concert, etc 18% 12% 

It's what my friends or family do 15% 14% 

I don't want to wait for content to become available on legal services 14% 17% 

I think legal content is too expensive 13% 20% 

I already owned content in another format 13% 14% 

The industry makes too much money 13% 11% 

I don't think I should have to pay for files online? 11% 9% 

I already spend enough on content 10% 12% 

No one ever gets caught 10% B 3% 

The files I want are not available on legal services 8% 11% 

No one suffers 6% 5% 

I think legal content is too poor quality 4% 5% 
Average number of reasons 3.6 3.5 

The top three reasons given for infringing content44  were consistent for both the top 20% and the bottom 
80% infringers. These were because “it’s free,” “easy/convenient” and “quick”. The only reason that 
differed significantly between the two infringer groups was: “No one ever gets caught” (10% v 3%). 

  

                                                            
44 It is important to note that the attitude statements covered in this section include all content that each respondent had 
indicated infringement in. Therefore, the statements don’t necessarily reflect just video games. 
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7.5.2 Factors that would encourage stopping infringing 

Infringers were also asked the following question: 

And which, if any, of the following do you think would make you stop downloading or streaming files illegally? 

The following table summarises the responses among the computer software infringer groups45; again, 
the colour coding represents the relative percentages between the statements, and the three groups. 
Dark green indicates a relatively high percentage, whereas red indicates a relatively low percentage. 

Factors that would encourage infringers to stop Top 20% Bottom 80% 
Sig test (99%) A B 

Base 104 345 
If legal services were cheaper 25% 20% 
If everything I wanted was available legally 24% 20% 
If legal services were better 22% 33% 
If legal services were more convenient\flexible 21% 20% 
If it is clearer what is  legal and what isn't 21% 14% 
If everything I wanted was available legally online as soon as it was released elsewhere 21% 14% 
If a subscription service I was interested in became available 20% 22% 
If I thought I might be sued 20% 13% 
If I thought I might be caught 18% 25% 
If my ISP sent me a letter saying they would suspend my internet access 17% 17% 
If friends or family were caught 15% 12% 
If I knew where to go to see if something was illegal or not 14% 14% 
If my ISP sent me a letter saying they would restrict my internet speed 13% 15% 
If my ISP sent me a letter informing me my account had been used to infringe 11% 7% 
Nothing would make me stop 10% 12% 
If everyone else stopped doing it 9% 18% 
If there were articles in the media about people being caught 8% 7% 
Average number of factors 2.8 2.7 

The top two factors that would encourage infringers to stop were the same for the top 20% and the 
bottom 80% of video game infringers; these were “If legal services were cheaper” and “If everything I 
wanted was available legally.” Again, there were no significant differences across the infringer groups for 
any of the statements. 

 

  

                                                            
45 The question was asked to anyone who had infringed any type of content. For this reason, although the analysis 
focuses on those who infringed music, the statements do not necessarily relate solely to the infringement of music. 
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7.5.3 Confidence in what is and isn’t legal online 

All internet users were asked the following question: 

How confident are you that you know what is legal and what isn’t in terms of downloading, streaming/accessing, 
and sharing content through the internet? 

The following chart illustrates the relative confidence levels of each of the groups. 

Chart 7.5.3 Confidence in knowing what is and isn’t legal online 

 
Base: Non-infringers (1992), all infringers (449), top 20% (104), bottom 80% (345) 

Although confidence in what is and isn’t legal online didn’t appear to differ much between non-infringers 
and infringers, a higher proportion of the top 20% than the bottom 80% said they were very confident 
(46% v 37%). 

It is worth noting that the question could be interpreted to relate not just to the identification of licensed 
services, but also to what one can do legally with purchased content – making personal copies or sharing 
with friends, for example. 
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7.5.4 Awareness of legal video games services 

The following table shows prompted awareness of seven lawful / licensed sites46  that offer digital video 
games for downloading or accessing directly online. These figures include people who indicated that they 
had used any of these services in the past three months (since this indicates that they are aware of them). 

Chart 7.5.4 Awareness of legal video game services 

  Non-infringers All infringers Top 20% Bottom 80% 

Sig test (99%) A B D E 
Base 1992 449 104 345 
Mean number of legal services aware of 5.6 4.4 4.3 4.4 
Aware of lawful video games services 
(top ten among all online video game consumers)         

1. Amazon  83% A 69% 62% 71% 
2. App Store/Apple Store 81% A 65% 61% 66% 
3. Xbox Live 69% A 56% 51% 58% 
4. Google Play/Android Market 53% A 42% 43% 42% 
5. Playstation Network 42% A 31% 36% 29% 
6. Steam 42% A 29% 31% 29% 
7. Miniclip 28% 28% 31% 27% 

Awareness of the majority of the prompted lawful services offering digital video games (apart from 
Miniclip) was higher among non-infringers than infringers. There were no significant differences between 
the top 20% and bottom 80% groups. 

 

 

 

 

  

                                                            
46 Note that unlawful activities are possible on some of these services (such YouTube, iTunes, Google Play, etc). 
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8. Appendix - Attitudes towards infringement across all content types 

The following tables show figures referenced in the key findings on page 8. 

Reasons for infringing Top 10% Next 10% Bottom 
80% 

Sig Testing (99%) A B C 
Base 326 334 2482 

It's free 71% C 63% C 45% 
It's easy\convenient 62% C 55% C 40% 
It's quick 57% C 50% C 35% 
It means I can try something before I buy it 38% C 34% C 23% 
I can't afford to pay 34% C 32% C 14% 
Because I can 28% C 29% C  14% 
I think legal content is too expensive 38% BC 28% C 13% 
I already owned content in another format 22% C 16% C 11% 
I've already paid to see it\them at the cinema\in concert, etc 22% C 15% C 8% 
The industry makes too much money 19% C 16% C 8% 
The files I want are not available on legal services 19% C 14% C 8% 
I don't want to wait for content to become available on legal services 20% C 17% C 8% 
I already spend enough on content 19% C 18% C 7% 
It's what my friends or family do 15% C 14% C 8% 
I don't think I should have to pay for files online 11% C 8% 5% 
No one suffers 11% C 9% C  3% 
No one ever gets caught 5% C 5% C 2% 
I think legal content is too poor quality 5% C 2% C 2% 
Average number of reasons 4.9 C 4.3 C 2.6 

    
Factors that would encourage infringers to stop Top 10% Next 10% Bottom 

80% 
Sig Testing (99%) A B C 

Base 326 334 2482 
If legal services were cheaper 48% C 41% C 28% 

If everything I wanted was available legally 36% C 28%  24% 

If it is clearer what is legal and what isn't 25% 29% 24% 

If everything I wanted was available legally online as soon as released elsewhere 27% C 27% C 19% 

If I thought I might be sued 25% C 25% C 17% 

If my ISP sent me a letter saying they would suspend my internet access 22% C 28% C 15% 

If legal services were better 25% C 22% C 16% 

If legal services were more convenient\flexible 28% C 25% C 15% 

If a subscription service I was interested in became available 28% C 22%  15% 

If I thought I might be caught 24% C 20% 15% 

If I knew where to go to see if something was illegal or not 13% 15% C 14% 

If friends or family were caught 18% C 19% C 12% 

If everyone else stopped doing it 18% C 14% C 12% 

If my ISP sent me a letter informing me my account had been used to infringe 19% C 18% C 11% 

If my ISP sent me a letter saying they would restrict my internet speed 17% C 15% C 11% 

If there were articles in the media about people being caught 13% C 9% C 7% 

Nothing would make me stop 6% 7% 7% 
Average number of factors 3.9 C  3.6 C  2.6 
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Please note that due to their size, we are not publishing the tables and CSV files. To request a copy of the 
files, please e-mail Monika Kochanowska-Tym at monika.kochanowska@ofcom.org.uk  

 

mailto:monika.kochanowska@ofcom.org.uk
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