
Young people & TV



There’s an additional 15% of TV viewing 
on top of ‘industry standard’ for 16-34s

Source: BARB and UK broadcaster data, 2017, 16-34
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Younger people are heavier viewers of TV on other devices

Source: TV/Ad Nation, 2016,  Ipsos Connect/Thinkbox.  
Question: ‘In which of the following ways do you ever watch television?…’
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Reach is high for 16-34 adults

Source: BARB, 2017, 16-34 adults, reach 3min+. TV set viewing within 7 days of broadcast
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Commercial TV reaches:



Viewing proportions by device – 16-34

Source: TouchPoints 2018, IPA. 16-34. ‘Other device’ not shown
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Millennials’ TV viewing increases as they get older and 
have kids

Source: TouchPoints 2018, IPA. Base: 16-24, 25-34, 25-34 with children
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TV accounts for 21% of 16-34s’ chosen media day

Source: TouchPoints 2018, IPA. Base: 16-34s. Includes only media which people choose to consume. TV, radio, newspaper & magazine figures include online/app consumption
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Viewers are using all these devices to watch video

Source: TouchPoints 2018, IPA. Base: 16-34s
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Incremental reach achieved by TV + VOD

Source: TouchPoints  2016, 2017 and 2018, IPA
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