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Introduction 

• This document provides a summary of the results of the most recent wave (Wave 4) of the 
Online Copyright Infringement (OCI) tracker, comparing these to previous waves. 

 
• The vast majority of questions covered for this latest wave of research relate to online 

behaviour during the period March – May 2013, and is posed to respondents as ‘the past three 
months’.  
 

• The previous waves relate to the following periods: 
– Wave 3 (Nov 2012 -Jan 2013) 
– Wave 2 (Aug-Oct 2012) 
– Wave 1 (May-Jul 2012) – only included when reporting on trends across the 13 months covered. 

 
• The full results from the  previous waves of research are available via the following link:  

http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/copyright-
infringement-tracker/  
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A1. Background 

Under the Digital Economy Act 2010, the remit of Ofcom was extended to include 

a range of new duties related to online copyright infringement. To address them 

Ofcom have been assigned to work with the Intellectual Property Office to gather 

initial evidence and to establish benchmarks and trends that can be used to 

measure subsequent research. 
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A2. Research Objectives 

To establish the current level of 
subscribers’ use of internet 
access services to infringe 

copyright. 

To measure online 
copyright 

infringement levels 
(alongside lawful 

activity) among UK 
consumers and 

monitor changes on a 
quarterly basis: 

To describe and assess the 
steps taken by copyright 

owners “to inform, and change 
the attitude of, members of the 

public in relation to the 
infringement of copyright” and 

“to enable subscribers to 
obtain lawful access to 

copyright works” 

To gain deeper 
understanding of 
attitudes towards 

copyright 
infringement. 

 
To assess awareness 
and attitudes towards 
availability of lawful 

alternatives. 
 

To identify further steps that 
have the potential to reduce 
copyright infringement and 
allow industry to maximise 

revenues. 

To measure spend on 
recorded and digital 

media to analyse 
potential impact of 

illegal file-sharing on 
purchase of related 

content (positive and 
negative). 

 
To explore 

willingness to pay 
and optimum pricing 
for different content.  

WIDER 
AIMS 

SPECIFIC 
RESEARCH 

OBJECTIVES 
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A3. Methodology and sample composition for Wave 4 

2,886 
16 - 64 year olds who use the internet at least once a day 

687 
16 – 64 year olds who use the internet less than once a day 

or don’t have any internet access 

1031 
12 - 15 year olds 

840 
65+ year olds 

Omnibus 

5,444 
TOTAL SAMPLE 
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Wave 4 fieldwork took place between 24th May – 6th June 2013 



A4. Weighting, to ensure overall sample is balanced correctly 

Data was weighted on 3 different measures: 
- Sex within age 
- Region 
- Internet access frequency within age 
 
As there was no single sources for weighted for 12+ and internet frequency figures 3 different sources were used and the 
12-15 and 16+ sample were weighted separately. The weighting efficiency for these were 97.8% and 92.6% respectively. 

SEX WITHIN AGE WITHIN SOCIAL GRADE (000's) 
Source: NRS 2010 (16+) & ONS Mid 2010 Population Estimates (12+) 

12-15 ABC1 16+ C2DE 16+ 
MALE 2.8% 24.2% 21.9% 

FEMALE 2.7% 27.0% 21.4% 

We do not ask social grade of 
12-15 therefore they were not 
weighted according to SEG 

REGION 
Source: ONS Mid 2010 Population Estimates (12+) 

TOTAL 
Scotland 8.6% 

Northern Ireland 2.9% 
North England (Yorkshire and the Humber, North East, North West) 24.2% 

Midlands (East Midlands, West Midlands, East of England, Wales) 30.6% 
South England (London, South West, South East) 33.7% 

INTERNET USAGE 
Source: OCI CAPI  study- waves 1&2 (16+)  

 16-24   25-34   35-44   45-54   55-64   65+  
At least once a day 11.8% 15.7% 12.3% 10.1% 8.2% 4.4% 

At least once a week but less than once a day 1.3% 1.7% 2.4% 2.5% 1.8% 2.4% 
Access the Internet Less Often 0.3% 0.3% 0.7% 1.6% 1.9% 2.5% 

Do not access the Internet 0.5% 0.8% 1.3% 1.9% 3.3% 10.2% 

In order to get an appropriate 
frequency measure, the 

original CAPI sample for this 
study was weighted to be UK 
representative. 12-15’s were 

not included but were 
assumed to fall out naturally 

GROSSING FIGURE (ONS Mid 2010 Population Estimates (12+) 53,571 (000s). 
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A5. Definition of terms (as presented to respondents) 

Streamed or Accessed - By this we mean that you viewed, listened or 
played content directly through the internet without downloading a 
copy. For example, watching TV programmes on BBC iPlayer. or 
listening to music through services such as Spotify. 

Downloaded – By this we mean that you transferred a copy of the file 
to your device. For example, downloading a music track to your 
computer through iTunes or Amazon. 

Shared – By this we mean that you made the file publicly available, or 
sent or uploaded it online for someone else to download or 
stream\access. For example, sharing files on your computer through 
an online service. This does not include sharing links online.  
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Content types assessed: 



A6. Questionnaire changes for Wave 4 
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• The questionnaire remained the same as in Wave 3 



A7a. Key Findings - General digital content consumption  

• Fifty-six per cent of UK internet users aged 12+ consumed at least one item of online content (legally or illegally) over 
the three-month period March - May 2013. Thirty-nine per cent had downloaded content, and 48% had streamed or 
accessed content. Both activities fell back to levels seen in W2 (Aug-Oct 12) after experiencing an uplift during W3, 
which covered the Christmas and New Year period (Nov-Jan 13).  

• Consumption varied across content types; music (35%) and TV programmes (34%) had the highest levels either 
downloaded or streamed online in the past three months, followed by films (18%), books (13%), computer software 
(12%) and video games (11%). The decrease in consumption overall since W3 was driven by small but significant falls in 
music, films and software. 

• ‘Online content’ refers to any of six types – music, films, TV programmes, computer software, books and video games. 

11 



A7b. Key Findings - Payment  
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• Just over half (52%) of those who consumed content of any type during the past three months, paid for at least 
some of it. This equated to 31% of internet users; a significant decrease from W3 (34%). 

• By contrast, the great majority (70%) consumed at least some of it for free. This equated to 48% of internet users, 
and as with paid content, this proportion decreased significantly from W3 (53%). 

• These decreases reflect lower consumption levels during W4 than W3, and a lower proportion of internet users 
consuming a mix of paid and free content (from 26% in W3 to 23% in W4). 

• In terms of individual content types, there was a small but significant increase from W3 in the proportion who 
watched online TV programmes for free (93%, up from 90%), offset by a small decrease in those who paid for all of 
them (7% from 10%). Both figures fell back to W2 levels.  



A7c. Key Findings – Levels of infringement 
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• We estimate that one in six (17%, equating to approximately 7.4 million) UK internet users aged 12+ consumed at least one item of 

online content illegally over the three-month period March - May 2013.  Around a third of these (4%) exclusively consumed illegal 

content. There have been no significant changes in these proportions since W3. 

• Levels of infringement varied significantly by content type; 9% consumed at least some music illegally over the three-month period, while 

6% did so for films and TV programmes. For computer software, video games and books these figures were 3%, 2% and 1% respectively.  

• If instead of looking at ‘all internet users aged 12+’ we use as our base ‘all internet users who consumed content online over the three-

month period’, we find that 30% consumed at least one item illegally. Furthermore, 33% of those who consumed film, and 26% of those 

who consumed music, did so illegally, while the lowest incidence of illegal consumption was among online book consumers (9%).  

• The proportion of all internet users aged 12+ who consumed content exclusively legally decreased slightly from 43% in W3 to 40% in W4. 

This was driven by small falls for music and software, but again was probably also a function of lower content consumption in general 

compared to the previous wave. 

• Across all content types, those who downloaded or streamed illegally were skewed towards males (60%), those under 34 (70%), and 

ABC1s (59%). Although the age and social grade balances reflect those who consumed digital content online in general (whether lawfully 

or not), there were noticeable differences for non-infringers – they were more likely to be female (51%), over 34 (52%), and were even 

more likely to be ABC1 (68%) than infringers. 



A7d. Key Findings – Volumes of infringement and services used 
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• Overall volumes of illegal content consumed online varied by category. We estimate that 199 million music tracks were consumed 

illegally during the period covered. This was followed by TV programmes (54 million), films (30 million), computer software (9 million) 

and e-books (7 million); video games were the lowest at 5 million. 

• Across all consumers of illegal content, the median number of files downloaded or streamed illegally was ten. Music had the highest 

median score across the six content types (12 tracks – roughly the equivalent of an album). TV programmes had a median of six, followed 

by films with four. Computer software, books and video games all had medians of two. 

• For digital content a higher proportion of films (32%) consumed online were done so illegally than any other content type. This was 

followed by TV programmes (19%), software (18%) and music (16%). Video games and books were relatively lower at 8% and 10% 

respectively. 

• Thirty-two per cent of those who consumed any content illegally claimed to use ‘peer-to-peer’ (P2P) services, compared to 6% of those 

who only consumed legally. This was the lowest level seen during the thirteen months of tracking (it was 37% in W3). 

• Of the individual peer-to-peer services used, uTorrent had the highest penetration - 17% of infringers claimed to have used it in the past 

three months. 

• However, many licensed content services were also used by a significantly higher proportion of infringers than non-infringers, for 

example Youtube, Spotify, Netflix and Lovefilm. This was reflected in the higher mean number of services used by infringers (5.6) than 

non-infringers (3.4). 

• Spotify usage rose significantly among infringers since W3, from 10% to 15%. In contrast, e-mail fell from 21% to 16% 



A7e. Key Findings - Spend 
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• The proportion of 12+ individuals who spent money on at least one of the spend categories we analysed ranged from 
11% for software to 42% for film.  Average quarterly spend ranged from £5.05 for TV programmes to £21.15 for 
music. 

• For both music and film, spend on ‘other’ (which included cinema/concerts and merchandise) was substantially 
higher than spend on physical and digital content. 

• For five of the six categories those who consumed a mix of legal and illegal content claimed to spend more on that 
particular content type over the three-month period than those who consumed either 100% legally or 100% illegally.  
(The book infringer base was too low to analyse) 



A7f. Key Findings – Attitudes to infringement 
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• The most commonly cited reasons for infringing were because it is free (49%), convenient (44%) and quick (36%). 

• Over a quarter (27%) of all infringers said they do it because it means they can try before they buy, rising to 30% among those who 

consumed both legal and illegal content.  However, when asked directly, 46% of infringers indicated that they had previously accessed 

for free some of the digital and physical content they went on to pay for. 

• The proportion claiming to have consumed content illegally because they had already paid to see it (e.g. a movie in the cinema or live 

music) increased significantly from 8% in W3 to 14% in W4. 

• The top three factors that infringers said would encourage them to stop included the availability of cheaper legal services (32%), if 

everything they wanted was available legally (27%), and if it was clearer what is legal and what is not (24%). All factors were mentioned 

by a higher proportion of those who consumed a mix of legal and illegal content than by those who consumed content exclusively 

illegally, with 16% of the latter stating that nothing would encourage them to stop. 

• Fourteen per cent of all infringers indicated that they would be put off ‘if my ISP sent me a letter saying they would suspend my 

internet access’, falling to 12% for ‘if my ISP sent me a letter informing me my account had been used to infringe,’ and 11% for ‘if my 

ISP sent me a letter saying they would restrict my internet speed’.   

• Responses to the threat of ISP letters were all at lower levels than they were in W1; suspension of internet service in particular has 

fallen by small proportions wave-on-wave (from 22% in W1, 18% in W2, and 16% in W3 to its current level of 14%). 



A7g. Key Findings – Levels of consumer awareness in legal services and confidence 
about what is and is not legal online 
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• Awareness of Netflix (64%), Google Play (33%) and Blinkbox (25%) saw significant rises compared to the previous 
quarter (as was also the case in W3 compared to W2 for these services). 

• Lack of confidence in what is legal and what isn’t online appeared more prevalent among females (47% v 32% male) 
and C2DEs (45% v 37% ABC1), i.e. those less likely to participate in all forms of online activity (legal and illegal). 
While lack of confidence generally increased with age past 35, 12-15 year olds (34%) showed similar levels of 
confidence to 35-44 year olds (32%). 

• The proportion of people claiming to be ‘not at all confident’ in what is and is not legal online has fallen slightly but 
significantly; from 17% to 15% since W3. 

• The most commonly-cited indicator of the legality of a website was the presence of a familiar, /well-known and 
reputable brand (27% stated an answer similar to this without being prompted). Examples of such services included 
iTunes and BBC iPlayer. 



A8a. Digital behaviour among internet users aged 12+ – all content types 
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Internet population (aged 12+) = 44.5 million 

For all content types except video games, downloading during the three months period (Mar-May 13) fell back to similar 
levels to W2 (Aug-Oct 12) - highlighting the seasonal effect experienced during W3 (Nov-Jan 13).  
 
Streaming fell significantly across the content types, but this was driven by TV programmes which fell from 35% to 32%.  

Significant differences from W4 at 99% level 

  W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 

Base: all internet users 12+ 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 

Download 26% 28% 25%↓ 8% 10% 8%↓ 9% 10% 8%↓ 9% 12% 9%↓ 11% 13% 11%↓ 6% 8% 8% 39% 43% 39%↓ 

Stream or access 26% 27% 26% 14% 17% 16% 33% 35% 32%↓ 7% 8% 7% 5% 7% 6% 7% 8% 7% 49% 51% 48%↓ 

Share 5% 6% 5% 1% 2% 2% 1% 2% 1%↓ 1% 2% 1%↓ 1% 1% 1% 1% 2% 2% 7% 9% 7%↓ 



A8b. Online consumption of content types – across the thirteen months evaluated 
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Wave 1 (May-Jul 12) Wave 2 (Aug-Oct 12) Wave 3 (Nov-Jan 13) Wave 4 (Mar-May 13) 
Music 35% 36% 38% 35% 
Films 19% 17% 21% 18% 
TV programmes 32% 35% 36% 34% 
Software 12% 12% 15% 12% 
Books  12% 12% 14% 13% 
Video games 11% 10% 12% 11% 
Any content type 56% 57% 60% 56% 

Music 

Films 

TV programmes 

Software 
Books  

Video games 

56% 57% 
60% 

56% 

0% 
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20% 
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Consumed online in past 3 months amongst internet users 

Overall consumption across the content types stood at 56%, the same as it was in W1. Consumption levels amongst 
internet users haven’t changed significantly for any of the content types from W1 to W4 despite increases in between 
(particularly during W3). 

Any type 

↓ 
↓ 

↓ 

↑ 
↑ 

↑ 
↑ 
↑ 
↑ 

↓ 



A9. Median number of files among 12+ internet users who consumed content (past 
three months) 
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*All bases are amongst those who had done each activity in the past three months 
** Caution: Low bases (under 100) 

Among those who have done each activity in the past three months, median volumes remained stable in general, although 
the number of music tracks streamed increased again, from 13 in W3 to 18 in W4. 

W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 

Base*  1405 1524 1390 394 510 424 431 522 436 488 582 467 508 613 521 352 436 467 2051 2270 2091 

Downloaded 10 10 10 3 3 3 4 4 3 2 2 2 5 5 4 2 2 2 9 10 9 

Base*  1427 1489 1415 695 884 837 1660 1739 1602 373 409 478 262 329 323 414 445 478 2525 2684 2518 

Streamed or accessed 10 13 18↑ 3 4 4 5 5 5 2 2 3 3 3 3 2 3 3 10 12 12 

Base*  271 354 315 68** 104 92** 65** 94** 72** 61** 94** 107 29** 60** 39** 68** 110 107 374 504 441 

Shared 5 5 5 3 2 2 2 3 3 1 2 2 ** 2 1 3 2 2 4 5 5 

Base*  1904 2032 1858 844 1049 947 1745 1831 1685 661 751 678 581 700 631 571 659 678 2922 3130 2921 

CONSUMED  15 20 20 4 5 5 6 6 6 3 3 3 5 5 5 3 3 3 15 18 16 

Significant differences from W4 at 99% level 



A10a. Payment groups – proportion who paid to consume content or did so for free 
(past three months) 
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Base 1: All who have downloaded or streamed/accessed types of content in the past three months 
Base 2: All internet users (aged 12+) 

There was a small but significant increase in the percentage of those who watched TV programme online who did any of it 
for free (93% from 90%), offset by a small decrease in those who paid for all of them (7% from 10%). Both of these moved 
back to similar levels observed in W2. 
Across all content types, and amongst all internet users the ‘mix of paid and free’ group also fell back to the same levels to 
W2 (23%), as did the percentage who consumed any content for free (48%). This appeared to be driven by films. 

W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 

Base 1 1904 2027 1858 846 1046 947 1743 1827 1685 661 750 685 581 699 631 571 658 678 2922 3130 2921 

100% Paid 31% 32% 30% 29% 29% 32% 6% 10% 7%↓ 24% 28% 25% 50% 48% 49% 38% 40% 37% 13% 13% 15% 

Mix of Paid and Free 22% 22% 22% 15% 20% 17% 7% 9% 8% 18% 18% 18% 19% 26% 20%↓ 24% 23% 24% 41% 43% 41% 

100% Free 46% 46% 49% 56% 51% 50% 87% 82% 85% 59% 53% 57% 31% 26% 31% 38% 37% 39% 46% 44% 44% 

ANY FREE 69% 68% 70% 71% 71% 68% 94% 90% 93%↑ 76% 72% 75% 50% 52% 51% 62% 60% 63% 87% 87% 85% 

TOTAL 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 

100% Paid 11% 12% 10% 5% 6% 6% 2% 4% 3% 3% 4% 3% 6% 7% 6% 4% 5% 4% 7% 8% 8% 

Mix of Paid and Free 8% 8% 7% 2% 4% 3% 2% 3% 3% 2% 3% 2% 2% 4% 3% 2% 3% 3% 23% 26% 23%↓ 

100% Free 17% 18% 17% 9% 11% 9% 30% 30% 29% 7% 8% 7% 4% 4% 4% 4% 4% 4% 26% 27% 25% 

ANY FREE 25% 26% 24% 12% 15% 13%↓ 33% 33% 32% 10% 10% 9% 6% 7% 7% 6% 7% 7% 49% 53% 48%↓ 

Significant differences from W4 at 99% level 



A10b. Paid consumption – across the thirteen months evaluated 
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Wave 1 (May-Jul 12) Wave 2 (Aug-Oct 12) Wave 3 (Nov-Jan 13) Wave 4 (Mar-May 13) 
Music 46% 53% 54% 52% 
Films 42% 44% 49% 49% 
TV programmes 13% 13% 19% 15% 
Software 40% 42% 46% 43% 
Books  69% 69% 74% 69% 
Video games 60% 62% 63% 61% 
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The proportion of consumers who paid for any online music (46% to 52%) and films (42% to 49%) increased over the 
thirteen months covered by the tracker (since May 2012). All content types have seen some fluctuations throughout the 
year except for video games.  

                       Any content                    53%                                             54%                                            56%                                             56% 



A11. Prior physical ownership of content consumed in the past three months 
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*All bases are amongst those who had done each activity in the past three months 

Physical ownership of content consumed online in the past three months hasn’t significantly changed since W3 for any of 
the content types. Close to a third (31%) of those who consumed any content in the past three months owned some of it 
already. 

W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 

Base* 1904 2032 1858 846 1049 947 1743 1831 1685 661 751 678 582 700 631 571 659 678 2922 3130 2921 

100% owned in physical format 6% 6% 6% 4% 4% 4% 2% 2% 2% 7% 6% 7% 3% 3% 3% 8% 10% 7% 3% 3% 2% 

Any owned in physical format 32% 30% 32% 19% 24% 23% 9% 11% 10% 23% 22% 27% 16% 20% 20% 28% 28% 27% 30% 32% 31% 

None owned in physical format 68% 70% 67% 81% 76% 77% 91% 89% 90% 77% 78% 73% 84% 80% 80% 72% 72% 73% 70% 68% 68% 

Mean number 11 10 9 1 1 2 1 1 1 1 1 2 1 2 1 3 1 2 9 11 8 

Across the year only one content type saw a significant movement 
at any point for this metric – this was films where ‘any owned in 

physical format’ increased from 19% in W2 to 24% in W3. 

Significant differences from W4 at 99% level 



A12. Consuming online content for free before purchasing in the past three months 

24 

*All bases are amongst those who had paid for types of content (physical or digital) in the past three months 

Since W3 the proportion who had previously consumed paid for content for free increased for music (35%), TV 
programmes (30%) and video games (27%). 
 
‘100% previously consumed for free’ increased for computer software - from 17% in W3 to 22% in W4. 

W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 

Base* 1719 2083 1653 1736 1971 1608 1037 1350 1067 722 922 1104 2529 2492 2085 1080 1363 1104 5495 5437 5444 

100% previously consumed for free 13% 11% 13% 8% 8% 8% 14% 14% 17% 20% 17% 22%↑ 5% 5% 6% 12% 10% 12% 2% 2% 2% 

Any previously consumed for free 33% 30% 35%↑ 16% 17% 19% 26% 25% 30%↑ 35% 35% 39% 9% 11% 13% 23% 21% 27%↑ 17% 19% 17% 

None previously consumed for free 67% 70% 65%↓ 84% 83% 81% 74% 75% 70%↓ 65% 65% 61% 91% 89% 87% 77% 79% 73%↓ 83% 81% 83% 

Mean number 18 11 15 1 1 1 1 2 2 2 1 2 1 0 1 1 1 1 6 5 5 

W4 has been the only wave throughout the year where significant differences 
have occurred for this metric 

Significant differences from W4 at 99% level 



A13a. Legality groups – proportion who consumed content legally/illegally (past three months)  
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Base 1: All who have downloaded or streamed/accessed types of content in the past three months 
Base 2: All internet users (aged 12+) 

Overall levels of infringement have remained similar to W3. 100% legal decreased slightly amongst all internet users aged 
12+ (driven by music and computer software), but this is a function of lower general consumption compared to W3 (which 
covered Christmas and New Year). 

  W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 
Base 1 1908 2032 1858 844 1049 947 1638 1831 1685 662 751 685 582 700 631 571 659 678 2922 3130 2921 

100% legal 72% 74% 74% 64% 67% 67% 81% 82% 82% 83% 81% 79% 88% 92% 91% 82% 84% 83% 71% 70% 70% 
Mix of legal and illegal 11% 12% 12% 10% 14% 12% 7% 8% 8% 7% 6% 8% 6% 4% 5% 7% 7% 7% 19% 21% 22% 
100% illegal 17% 14% 14% 26% 20% 21% 11% 10% 11% 11% 12% 14% 6% 4% 4% 11% 9% 10% 9% 8% 8% 
ANY ILLEGAL 28% 26% 26% 36% 33% 33% 19% 18% 18% 17% 19% 21% 12% 8% 9% 18% 16% 17% 29% 30% 30% 
Base 2 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 4728 4708 4673 

100% legal 26% 28% 26%↓ 11% 14% 12% 28% 30% 28% 11% 12% 10%↓ 11% 13% 12% 8% 10% 9% 41% 43% 40%↓ 
Mix of legal and illegal 4% 4% 4% 2% 3% 2% 3% 3% 3% 1% 1% 1% 1% 1% 1% 1% 1% 1% 11% 13% 12% 
100% illegal 6% 5% 5% 4% 4% 4% 4% 4% 4% 1% 2% 2% 1% 1% 1% 1% 1% 1% 5% 5% 4% 
ANY ILLEGAL 10% 10% 9% 6% 7% 6% 7% 6% 6% 2% 3% 3% 1% 1% 1% 2% 2% 2% 16% 18% 17% 

Significant differences from W4 at 99% level 



A13b. Infringement of content types – across the thirteen months evaluated 
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Among online content consumers, there have been no significant movements in infringement levels over the 13 months, 
even seasonally. Although music and films appear to have decreased slightly, and software appears to have risen over 
time, none of these are significant. 

Wave 1 (May-Jul 12) Wave 2 (Aug-Oct 12) Wave 3 (Nov-Jan 13) Wave 4 (Mar-May 13) 
Music   28% 26% 26% 
Films   36% 33% 33% 
TV programmes 19% 19% 18% 18% 
Software 17% 17% 19% 21% 
Books  11% 12% 8% 9% 
Video games 18% 18% 16% 17% 
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Video games 
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% of online content consumers who infringed any in the past 3 months 

NOTE: W1 excluded ‘paid illegal’ for music and films, so is excluded from the trend analysis 



A14. Demographic profiles of infringers versus non-infringers 
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All content 
consumers 

Any illegal  
(Infringers) 

100% legal  
(non-infringers) 

  Base 2921 887 2034 

Gender 
Male 52% 60% 49% 

Female 48% 40% 51% 

Age 

12-15 9% 12% 9% 

16-34 43% 58% 39% 

35-54 33% 24% 35% 

55+ 15% 6% 17% 

Socio-economic 
group 

ABC1 65% 59% 68% 

C2DE 35% 41% 32% 

Base 1: Base : All who have downloaded or streamed/accessed any content type in the past 3 months (2921) 

Across all content types, those who downloaded or streamed illegally were skewed towards males (60%), those under 34 
(70%), and ABC1s (59%). Although this balance does reflects the demographic make-up of those who consumed digital 
content online in general (whether lawfully or not), compared to non-infringers there are noticeable differences – the latter 
are more likely to be female (51%), over 34 (52%), and are even more likely to be ABC1 (68%) than infringers. 



A15. Legality groups – mean/median content items consumed illegally in the past 
three months 
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None of the median numbers of content consumed illegally have changes significantly across the content types since the 
previous wave. 
 
 

Base: All who have downloaded or streamed/accessed types of content illegally in the past three months 
**Bases too small to analyse further (under 50) 

Please note that significant differences have not been marked on the mean scores as most have increased significantly but as a result of outliers 
i.e. a minority of people consuming very large volumes. None of the median figures had significantly changed.     
 

W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 W2 W3 W4 

Base: 530 539 492 300 340 313 323 310 311 128 129 152 72* 60* 58* 109 115 125 860 924 887 

Mix of legal and illegal 11 12 15 4 3 4 10 6 10 3 2 3 ** ** ** ** 2 3 10 10 10 

100% illegal 10 12 12 4 5 5 5 4 4 3 2 2 ** ** ** ** 2 2 8 5 8 

Any illegal (infringers) 10 12 12 4 4 4 6 4 6 3 2 2 3 4 2 2 2 2 10 8 10 

Significant differences from W4 at 99% level 



A16. Use of services for consuming or sharing content in the past three months 
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Among those who consumed or shared any content online in the past three months, several services had lower usage than 
in W3. Most noticeably, peer-to-peer (P2P) dropped to 13% (from 16% in W3). This was the lowest level seen during the 
thirteen months of tracking. Usage of P2P was higher amongst infringers (32%), but again at its lowest levels seen so far 
(37% in W3). Among infringers, Spotify usage rose significantly from 10% to 15%, while e-mail fell from 21% to 16%. 

  

All who consumed or shared 
content in past 3 months 

Any illegal  

(infringers) 

100% legal  

(non-infringers) 

Base 2936 887 2034 
YouTube 48% 63% 42% 
BBC iPlayer 44% 39% 46% 
Amazon \ Amazon mp3 \ Kindle 34% 33% 34% 
iTunes \ App Store \ iBookstore \ Apple Store 27%↓ 26% 27% 
ITV Player 19% 19% 20% 
4OD 19% 22% 18% 
Facebook 18%↓ 27% 14%↓ 
Google (Search Engine) 17% 27% 12%↓ 
Spotify 12% 15%↑ 10% 
Email 10%↓ 16%↓ 8% 
Netflix 10% 13% 8% 
Lovefilm 9%↓ 13% 8% 
Sky Go 7% 10% 6% 
uTorrent 7% 17% 2% 
Demand 5 7% 7% 7% 
Google Play \ Android Marketplace 6% 10% 4% 
Microsoft 5% 6% 5% 
BitTorrent software 5% 12% 2% 
Peer-to-peer  (NET)  13%↓ 32%↓ 6% 
Cyberlockers (NET) 4% 11% 2% 
Mean number of services used 4.0 5.6 3.4 

Base: All who have downloaded, streamed/accessed or shared any of the six content types in the past three months (2936) 
Significant differences from W4 at 99% level 
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A17. Volume of content consumed 

Our survey indicated music had by far the highest total estimated volume of content consumed both digitally (1225 million 
tracks) and physically (282 million tracks) over the three month period 

Base: All 12+ year olds in the UK (5495) 

TOTAL 1507m 164m 344m 69m 170m 95m 

Physical 
282m 70m 62m 18m 99m 26m 
19% 42% 18% 26% 58% 27% 

Digital 
1225m 94m 282m 50m 71m 69m 

81% 58% 82% 74% 42% 73% 
DIGITAL ONLY             

Paid 
509m 39m 31m 15m 27m 45m 
42% 42% 11% 30% 39% 65% 

 Free 
716m 55m 250m 35m 43m 24m 
58% 58% 89% 70% 61% 35% 

Legal 
1026m 64m 227m 41m 63m 64m 

84% 68% 81% 82% 90% 92% 

Illegal 
199m 30m 54m 9m 7m 5m 
16% 32% 19% 18% 10% 8% 

PHYSICAL AND DIGITAL COMBINED 
 

Paid 
791m 109m 93m 33m 126m 71m 
52% 66% 27% 49% 74% 75% 

Free 
716m 55m 250m 35m 43m 24m 
48% 34% 73% 51% 26% 25% 

Legal 
1308m 134m 289m 59m 162m 90m 

87% 82% 84% 87% 96% 94% 

Illegal 199m 30m 54m 9m 7m 5m 
13% 18% 16% 13% 4% 6% 
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 A18. Average consumer quarterly spend among 12+ year olds – all content types 

The proportion of people who claimed to have spent money on physical content decreased since W3 for all content types, 
as did the average spend per person. In all cases except for books the figures were the same or slightly higher than W2.  
All decreases were driven by fewer physical purchases. 

Base: All aged 12+ in the UK (5437) 

  Mean % Mean % Mean % Mean % Mean % Mean % 

Purchases in Physical format £4.31 19%↓ £4.17 20%↓ £3.39 15%↓ £3.82 10%↓ £7.43 33%↓ £5.68 15%↓ 

Individual digital purchases £1.87 11% £0.55 4% 
£0.53 4% 

£1.51 3% £0.95 7% £1.47 5% 

Online Subscriptions £1.95 4% £0.77 5% - - - - - - 

Other £13.03 18% £9.71 43% £1.13 5% - - £1.42 6% £1.20 5% 

TOTAL £21.15 32%↓ £15.20 43%↓ £5.05 17%↓ £5.33 11%↓ £9.79 37%↓ £8.35 16%↓ 

TOTAL £22.07 39% £19.26 51% £8.03 22% £6.71 13% £13.93 45% £11.51 21% 

Wave 3 

*Other includes: Music = Concerts/gigs (£11.33 15%) Merchandise (£1.70,  7%) Films = Cinema (£7.14, 31%) Merchandise (82p, 5%), Pay-TV purchases 
(£1.75, 10%) TV programmes = Merchandise (£1.13,5%) 
 

TOTAL £21.16 33% £15.63 45% £5.02 17% £4.75 10% £11.11 44% £6.69 16% 

Wave 2 

Significant differences from W4 at 99% level 



A19. Average consumer quarterly spend among legality groups – all content types 
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Bases for individual groups are included in brackets.  
*Caution: base under 100  
**Base too low to analyse individual legality groups (figures shown for ‘any illegal’)  

 

For five of the six categories, those who consumed a mix of legal and illegal content claimed to spend more on that 
particular content type over the three-month period than those who consumed either 100% legally or 100% illegally. (For 
books the sample size was too low to make an assessment). 

100% legal £41.40 (1364) £40.03 (634) £7.33 (1374) £30.53 (533) £23.77 (573) £42.95 (553) 

Mix of legal and illegal £95.31 (210) £52.68 (110) £17.83 (123) £51.07 (60*) 

£27.46 (58**) 

£81.75 (56*) 

100% illegal £27.07 (284) £28.15 (203) £14.24 (188) £5.48 (92*) £30.69 (69*) 
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A20a. Total quarterly spend estimations and proportions – all content types 

33 33 

Base: All aged 12+ in the UK (5437) 

  Mean % Mean % Mean % Mean % Mean % Mean % 

Purchases in Physical format £231m 20% £224m 24% £181m 67% £205m 72% £398m 76% £304m 68% 

Individual digital purchases £100m 9% £30m 3% 
£29m 11% 

£81m 28% £51m 10% £79m 18% 

Online Subscriptions £105m 9% £41m 4% - - - - - - 

Other £698m 62% £635m 68% £60m 22% - - £76m 14% £64m 14% 

TOTAL £1,134 million £929 million £270 million £286 million £525 million £447 million 

TOTAL £1,133 million £837 million £269 million £254 million £595 million £358 million 

* *Other includes: Music = Concerts/gigs (£607m 54%) Merchandise (£91m, 8%) Films = Cinema (£382m, 41%) Merchandise (£43m, 5%), Pay-TV purchases 
(£138m, 15%) TV programmes = Merchandise (£60m, 22%).  

Wave 2 

TOTAL £1,183 million £1,031 million £430 million £360 million £746 million £617 million 

Wave 3 

The trend shown for average spend is also observed for total W4 spend, which decreased from W3 to levels closer to W2. 
The only category where spend was lower than W2 is books. 



A20b. Digital music spend over the thirteen months evaluated 
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Although there was a clear seasonal increase for physical discs (and total music spend), digital music experienced its 
lowest claimed spend across the year for W3 (Nov 2012- Jan 2013). Spend then increased for W4.  
 
W2 was the only period where total digital spend outweighed physical discs. 

£627m £649m £686m £698m 

£191m 
£245m £168m £205m 

£216m 
£240m £328m £231m 
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Total music spend 

Physical 
discs/tapes/vinyl 

Digital music (individual 
or subscriptions) 

Concerts/gigs or 
merchandise 

£1033m 
£1133m 

£1183m 
£1134m 



A20c. Digital film spend over the thirteen months evaluated 
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Films differed slightly to music in that there was a seasonal increase during W3 (Nov 2012- Jan 2013) for both physical 
and digital films, though it was proportionately higher for the former. 
Unlike music,  for films physical purchase/rental spend is much more prevalent than digital. 

£600m £556m 
£635m £635m 

£43m 
£52m 

£77m £71m 

£253m 
£229m 
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Total film spend 

Physical discs/tapes 

Digital films (individual 
or subscriptions) 

Cinema or merchandise 

£896m 
£837m 

£1031m 
£929m 



A21. Motivations for downloading (or not) content online 

Since W3, a slightly lower proportion of those who had not downloaded in the last 3 months said that this was because 
they didn’t know how to (13% compared to 16%).  

DOWNLOADING CONTENT ONLINE 

You indicated you have downloaded [CONTENT TYPES] in the past three months. Generally, what would you say are your personal reasons for downloading 
these types of files rather than buying a physical version such as a CD, DVD, Blu-ray, paper, etc.? 

Base: All who had downloaded any of the six content types of interest in the past three months (2091)  
It's easier/more convenient 67% 

It's quicker 56% 
It's cheaper 48% 

I can access them more easily on the devices I have 34% 
I can get them for free 32% 

The quality isn't noticeably different 19% 
It's more up-to-date 15% 

No physical version available 11% 
It's what everyone does 10% 

What are the reasons that you have not downloaded any files in the past three months? 

Base: All with internet access who’d not downloaded any of the six content types of interest in the past three months (2428) 
I'm not interested 66% 

I prefer to have a physical copy 23% 
I'm not sure how to do it 13%↓ 

I fear they may have viruses\ malware \ spyware 12% 
They are too expensive 10% 

I fear that they could be illegal 9% 
I prefer to stream\access (without downloading) files 7% 

It is easier to buy physical copies 6% 
The quality is not as good 5% 

↓ Sig. decrease (from W3) 



A22. Motivations for streaming or accessing content online 

There have been no significant differences since W3 in terms of motivations for streaming/accessing content online.  
As with downloading, convenience was the prime motivator. However, being able to access content for free was higher for 
streaming/accessing than it was for downloading. 

STREAMING / ACCESSING CONTENT ONLINE 

You indicated you have accessed or streamed [CONTENT TYPES] in the past three months. What are your personal reasons for doing this? 

Base: All who had streamed or accessed any of the six content types of interest in the past three months (2518) 

It's easy/convenient 57% 

It's quick 46% 

It's free 45% 

It's easy to do 40% 

To watch programmes I have missed (on TV) 30% 

For entertainment 29% 

It means I don't have to download them 24% 

It's quicker than downloading 21% 

It means I can try something before I buy it 17% 

It's cheaper than downloading 14% 

Some types of files are too expensive to buy 6% 

It's what my friends or family do 6% 



A23. Motivations for sharing content online 

A higher proportion of those who had shared any of the six content types said they did so because it’s only fair (33% from 
24%). 
 

 SHARING CONTENT ONLINE 

You indicated you have shared [CONTENT TYPES] in the past three months. What are your personal reasons for doing this? 

Base: All who had shared any of the six content types of interest in the past three months (441) 

It's easy to do 50% 
It's only fair 33%↑ 

It's what everyone does 28% 
I should be able to share my content with whomever I choose 21% 

My friends\family cant access files themselves 18% 
Unless I share content, I can't download other files myself 4% 
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Legality groups  

To what extent do you agree or disagree with each of the following statements?  All aged 12+ 
with internet 

access 
100% legal 

Mix of legal 
and illegal 

100% illegal 

Base 4673 2026 643 239 
Content that you download or access online should be cheaper than the equivalent 

purchased in a physical format 
61% 76% 76% 58% 

It is wrong to access content online without the creator’s/artist’s permission 
52% 62% 41% 42% 

The rules governing what you can and can’t do with content you purchase should be the 
same for both physical and online formats 

51% 62% 57% 45% 

If you had paid for a digital file you should then be able to share it with others 
43% 47% 63% 45% 

It is easy to find content on the internet for free that would usually be paid for 
38% 41% 69% 51% 

I think that you should be able to download or access the content you want for free from 
the internet 

35% 34% 57% 44% 

The price that you pay to download or access content online is generally about right 
28% 35% 36% 29% 

I find it difficult to find legal content online 
17% 14% 34% 27% 

A24. Proportion of legality groups who agree with statements 

There were no significant differences since W3 in terms of the agreement to statements on online behaviour, and the 
general consensus was that online content should be cheaper than the equivalent purchased in a physical format. 
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A25. Motivations for using paid services 

Among those who paid for any content online, convenience was given as the primary reason for using paid download or 
streaming/accessing services rather than free ones. There were no significant changes from W3 

Legality groups 
What were your personal reasons for doing this rather than using 

services where you could have got them for free? 
Any paid 100% legal 

Mix of legal and 
illegal 

Base 1629 1127 466 
It's easier\more convenient 47% 47% 48% 

It's quicker 40% 36% 48% 
I don't want to use illegal sites 38% 46% 20% 

I want to support creators\industry 26% 26% 27% 
I think it's morally wrong to use illegal sites 25% 29% 13% 

I fear they may have viruses \ malware \ spyware 23% 24% 23% 
They are better quality 22% 18% 32% 

I don't think it is right to get them for free 17% 20% 9% 
I prefer to pay 16% 18% 13% 

I can afford to pay 16% 15% 16% 
I fear I might be caught 11% 10% 12% 

I'm unaware of the free services available 11% 11% 9% 
I don't know how to use the free services 7% 8% 5% 
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A26a. Motivations for unlawful downloading or streaming/accessing online content 

Overall, the free aspect (49%) was the main motivation for illegal consumption, and this has been the case for all four 
waves of the research. Generally, responses were higher for those in the ‘mix of legal and illegal’ group than for the ‘100% 
legal’ group, and this is reflected in the average number of reasons cited by each group (3.5 v 1.9 respectively). 

Legality groups 
 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 …What are your personal reasons for doing this?  
Any illegal 100% illegal Mix of legal 

and illegal 
Base 887 242 645 

It's free 49% 45% 50% 
It's easy\convenient 44% 39% 46% 

It's quick 36% 27% 39% 
It means I can try something before I buy it 27% 18% 30% 

I can't afford to pay 20% 11% 23% 
I think legal content is too expensive 19% 9% 23% 

Because I can 18% 12% 20% 
I've already paid to see it\them at the cinema\in concert, etc 14%↑ 5% 17% 

I already owned content in another format 13% 6% 16% 
I don't want to wait for content to become available on legal services 11% 0% 15% 

The Industry makes too much money 11% 4% 13% 
It's what my friends or family do 10% 6% 12% 

I already spend enough on content 10% 3% 12% 
The files I want are not available on legal services 9% 2% 11% 

I don't think I should have to pay for files online 6% 3% 6% 
No one suffers 4% 1% 5% 

I think legal content is too poor quality 3% 0% 4% 
No one ever gets caught 2% 0% 2% 

Average number of reasons cited 3.1 1.9 3.5 

Significant differences from W4 at 99% level 
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A26b. Reasons for using illegal services to download or stream/access files – wave on 
wave 
The proportion claiming to have consumed content illegally because they had already paid to see in the cinema or live 
increased significantly from 8% in W3 to 14% in W4. All other reasons remained consistent with W3. 

Wave 1 Wave 2 Wave 3 Wave 4 

Base: all aged 12+ who have consumed any  illegal content in the last 3 months  471 860 925 887 
It's free 54% 50% 48% 49% 

It's easy\convenient 48% 46% 39% 44% 
It's quick 44% 43% 36% 36% 

It means I can try something before I buy it 26% 26% 24% 27% 
I can't afford to pay 16% 18% 16% 20% 

I think legal content is too expensive 15% 17% 16% 19% 
Because I can 19% 20% 14% 18% 

I've already paid to see it\them at the cinema\in concert, etc 9% 10% 8% 14%↑ 
I already owned content in another format 14% 13% 11% 13% 

I don't want to wait for content to become available on legal services 10% 9% 9% 11% 
The Industry makes too much money 9% 12% 8% 11% 

It's what my friends or family do 8% 10% 9% 10% 
I already spend enough on content 11% 11% 7% 10% 

The files I want are not available on legal services 11% 11% 9% 9% 
I don't think I should have to pay for files online 7% 6% 5% 6% 

No one suffers 5% 5% 5% 4% 
I think legal content is too poor quality 3% 2% 3% 3% 

No one ever gets caught 3% 3% 3% 2% 

Significant differences from W4 at 99% level 
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A27a. Aspects that would encourage stopping accessing content illegally online 

The top four most commonly-cited factors were all themed around potential improvements to legal services, with the top 
response being ‘if legal services were cheaper’ (32% of infringers). This was markedly higher among those who consumed 
both legally and illegally (38%) than among the ‘100% illegal’ group (14%). The former group (3.3) cited nearly twice as 
many aspects on average than the latter (1.7). 
 

Legality groups 

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

Any illegal 100% 
illegal 

Mix of legal and 
illegal 

Base 887 242 645 
If legal services were cheaper 32% 14% 38% 

If everything I wanted was available legally 27% 14% 32% 
If it is clearer what is legal and what isn't 24% 16% 27% 

If everything wanted was available legally online as soon as released elsewhere 21% 10% 26% 
If legal services were more convenient\flexible 19% 8% 23% 

If I thought I might be sued 18% 15% 20% 
If legal services were better 18% 11% 21% 

If a subscription service I was interested in became available 16% 8% 19% 
If I thought I might be caught 16% 12% 18% 

If my ISP sent me a letter saying they would suspend my internet access 14% 7% 17% 
If I knew where to go to see if something was illegal or not 14% 9% 17% 

If everyone else stopped doing it 14% 12% 15% 
If friends or family were caught 13% 10% 14% 

If my ISP sent me a letter informing me my account had been used to infringe 12% 6% 14% 
If my ISP sent me a letter saying they would restrict my internet speed 11% 5% 14% 

If there were articles in the media about people being caught 10% 8% 10% 
Nothing would make me stop 6% 11% 4% 

Average number of aspects cited 2.8 1.7 3.3 
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A27b. Aspects that would encourage stopping accessing content illegally online – 
wave on wave 
Responses to the threat of ISP letters are all at lower levels than they were in W1; suspension of service in particular has 
fallen exponentially by small proportions wave on wave (currently at 14%). 

Q.10B Aspects that would encourage stopping downloading or streaming/accessing files illegally Wave 1 Wave 2 Wave 3 Wave 4 
Base: all aged 12+ who have consumed any  illegal content in the last 3 months  471 860 925 887 

If legal services were cheaper 39% 30% 28% 32% 
If everything I wanted was available legally 32% 24% 22% 27% 

If it is clearer what is legal and what isn't 26% 25% 24% 24% 
If everything I wanted was available legally online as soon as it was released elsewhere 22% 21% 18% 21% 

If legal services were more convenient\flexible 18% 17% 15% 19% 
If I thought I might be sued 20% 19% 17% 18% 

If legal services were better 22% 16% 15% 18% 
If a subscription service I was interested in became available 17% 18% 16% 16% 

If I thought I might be caught 16% 16% 16% 16% 
If my ISP sent me a letter saying they would suspend my internet access 22% 18% 16% 14% 

If I knew where to go to see if something was illegal or not 13% 14% 14% 14% 
If everyone else stopped doing it 14% 11% 12% 14% 

If friends or family were caught 15% 13% 13% 13% 
If my ISP sent me a letter informing me my account had been used to infringe 16% 11% 12% 12% 

If my ISP sent me a letter saying they would restrict my internet speed 14% 12% 12% 11% 
If there were articles in the media about people being caught 7% 6% 8% 10% 

Nothing would make me stop 3% 7% 9% 6% 
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A28. Awareness of lawful services 

Awareness of Netflix (64%), Google Play (33%) and Blinkbox (25%) have seen significant rises (as was the case in W3 
compared to W2 for these services). Spotify (44%), Last FM (17%) and Steam (12%) also saw small but significant rises in 
awareness since W3.  

Q.3 Are you aware of the following online services?  
Base: internet users aged 12+ (4673) 

Wave 1 Wave 2 Wave 3 Wave 4 
Unweighted Base 4410 4728 4708 4673 

YouTube 81% 79% 81% 80% 
BBC iPlayer 76% 76% 78% 78% 

ITV Player 65% 65% 67% 66% 
Lovefilm 63% 63% 67% 66% 

Amazon \ Amazon mp3 \ Kindle 65% 65% 68% 65%↓ 
Netflix 54% 58% 61% 64%↑ 

iTunes \ App Store, etc 59% 60% 61% 60% 
Play.com 47% 47% 48% 46% 

4OD 41% 42% 43% 44% 
Spotify 38% 40% 41% 44%↑ 

Xbox Live 38% 38% 39% 39% 
Sky Go 30% 34% 37% 37% 

Napster 32% 30% 32% 33% 
Google Play \ Android Marketplace 24% 27% 30% 33%↑ 

Demand 5 26% 26% 29% 31% 
Blinkbox 11% 11% 20% 25%↑ 
Last FM 16% 15% 15% 17%↑ 

HMV Digital 17% 16% 15% 16% 
Sony Entertainment Network… 16% 16% 15% 16% 

Steam 11% 10% 10% 12%↑ 
Miniclip 12% 11% 10% 11% 

Significant differences from W4 at 99% level 
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A29a. Confidence in knowing what is legal online and what isn’t  

Overall, 39% of all internet users aged 12+ claimed to be either “not particularly confident” or “not at all confident” in terms 
of what is legal and what isn’t online. This is not significantly lower than the 41% figure in W3, and there have been no 
changes in the demographics of the responses. 

Base: internet users aged 12+ (4673 ) 

The proportion of people claiming to be ‘not at all confident’ in what is and is not legal 
online has fallen slightly but significantly; from 17% to 15% since W3. 



A29b. Confidence levels over the thirteen months evaluated 
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Wave 1 Wave 2 Wave 3 Wave 4 
Confident (very or not very) 52% 56% 55% 57% 
Don’t know 4% 3% 4% 4% 
Not confident (not particularly, or not at all) 44% 41% 41% 39% 

44% 41% 41% 39% 
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Confidence  in knowing what is/ is not legal has increased over the thirteen month period (from 52% to 57%). 
  

Base: internet users aged 12+ (4673)  
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