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TV is as important as ever
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Broadcast TV

Messaging Services (e.g. WhatsApp/Skype) 

Social Media

Newspaper or Magazine (print or digital)

Any Radio

Other video (short or long form video clips)

Functional Internet (e.g. Work/Shopping)

Other Audio (e.g. 
Spotify, podcasts)

Mail

Cinema

Reading Other News Articles/Stories Online (e.g. Buzzfeed, Huffington Post)

Subscription VOD (e.g. Netflix)

Funny Women

Presenter Notes
Presentation Notes
First a reminder from 2023 Touchpoints data. A valuable insight as all mediums are treated in the same way – and here we can see that despite a large amount of disruption of the past few years broadcast TV still dominates our lives.
It’s the only medium that has true scale and reach – consumed for around an hour and a half more than any other medium and reaching 90% of the population.
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The long-term nature of Touchpoints allows us to see that this has been a consistent trend for many years – but lets try and articulate that.
Here we have Barb Tv set data and as you can see TV was as important in 2023 as it has been in the last few years here we have taken all years to just prior to the pandemic.
The viewing was done vs 2020 and 2021 but we have to bear in mind that this was during an enforced lockdown period – where people were at home more and spent that time watching TV.
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Let’s clear this up a little and take those extreme years off – we can see that viewing in 2023 across the year was slightly above 2022 and 2019 the last full pre pandemic year.  What’s also interesting is that in Sky homes. The difference was even greater with nearly every month bar from a couple outperforming both 2019 and 2022





33”

11% smart 42% smart 74% smart
27% UHD

Source: average screen size based on Barb ES (based on main living room set), smart TV penetration based on Ofcom, Communications Market Report 
2023, market, UHD based on Ofcom technology tracker (no data for prior years), 

Avg. set

39”
Avg. set

43”
Avg. set
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Presentation Notes

 
Its not just the amount we watch that’s changing.  TV can sometimes be considered medium that doesn’t change – but that’s far from the truth. We now see a large growth in screen size as viewers want their content in an ever-improved watching environment.  TV’s are also getting smarter with nearly three quarters of homes having a smart TV set and the innovation continues with 27% of homes now having sets that are UHD capable.




What we’re watching
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But what about what we are watching – one insight we have seen is that viewing repertoire has fallen over the last few years. However, this is being counterbalanced by viewers keeping with content.  We are staying with our favorite channels for longer.  An increase of 10 minutes for the average channels across the last 10 years.




0.39%

0.35%

0.34%

0.30%

0.27%

growing genres (SOV +%pt) 

Documentaries | Crime (2.2%)

Drama | Crime and Legal (6.7%)

Ents | Quiz, Panel, Game Shows (7.2%)

Entertainment | Reality (1.7%)

Ents | Factual (SoV 3.7%)

Source: Barb / TechEdge (standard version) based on CCIDS sub genre 2022 vs 2023 full year based on Inds – excludes special events and sports
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And what about what we are watching – this is continually evolving as well.  – a gernre we still see continuing to grow.  This is both crime and legal drama but also crime documentaries
If this continued appetite for crime make you concerned for us as a country – then perhaps its good to know that Reality Entertainment and quiz and panel game shows have also shown growth – so its not all murder, kidnapping and theft.




Source: BARB/Techedge; As-viewed module (online multiple screens network); Individuals aged 4+; TV genres based on CCIDS genre classifications in BARB; Other includes Arts, TV Films & Other; 
Sales house as per October 2023 channel representation; Based on Average minutes (sum) all; Last 12 months to September 2023
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When it comes to genre you can see that we have a broad offering and have something to offer for everyone this is relative to other broadcasters but also to streamers who are incredibly reliant on drama and entertainment. Drama and Ents are two genres that work really well in that big screen viewing environment when you want to stick the TV on and immerse yourself in long form content, and they’re also an incredibly important part of our own portfolio contributing 26% of viewing. However, it’s the strength of genres from the likes of Sports and News that position us really well in a more digitally focused world as these are naturally more easily transferable across platforms. More of which we will get to.




Share of Sky channel partner 
delivery (impacts)
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We are able to do this in large part because of the offering of our media partners - Here you can see what a range of channels exist with this mix – whether it be large free to air channel such as Channel 5 or Quest, specialist channels such as Food network, kids channels, sports channels and documentary channels to name a few.
.




CHANNEL 5 KIDS ETHNIC

Presenter Notes
Presentation Notes
We only have time today for a few so lets focus on Channel 5 , our kid's channels and our ethnic channel portfolio.




C5 portfolio share growth My5 viewing minutes YoY 
increase

YoY ABC1 share increase across peak 
(7-11pm)

+4%+5% +5%

7. Transformation of Channel 5

Presenter Notes
Presentation Notes
Let’s begin with the success story that is Channel 5 – which continues to go from strength to strength.

The C5 portfolio had its best year ever and marked its 5th consecutive year of growth of share with an increase for +5% for all Individuals.

The main channel grew its share of ABC1 viewers in peak (7-11pm) by +4%, outperforming the share increase for ITV, C4 & BBC.

My5 broke its record for viewing hours for the 4th year in a row with an uplift also of 5%. 





think that Channel 5 
has good quality 

programmes

Transformation of Channel 5

+30% YoY

Presenter Notes
Presentation Notes

Since he cancelled Big Brother and ended their reliance on imports, Ben Frow has reinvented the content on Channel 5. 
His UK focused commissions reflect the people of Britain today in a relevant, inspiring way and big name talent like Stephen Fry and Brian Cox are beating down the door to work on the channel. From tapping into the zeitgeist with shows like Captain Tom: Where Did The Money Go?  to investing in premium UK drama like The Inheritance, audience perceptions have rocketed. Now, 71% of people think the channel has good quality programmes - a 30% increase year on year.




Source: BARB / Tech Edge based on RW impacts 
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Presenter Notes
Presentation Notes
Sky Media is the home of commercial kids TV, particularly after the addition of the Warner Brothers Discovery kids’ portfolio.

Even with a period of lockdown in early 2022, we can see that Sky Media impacts are up +5% year on year. 

And with our kids’ impacts are up in 2023, this means that we’re in a good place to deliver campaigns for advertisers




5 55 43 12

20 37 63 28

Grandparents House Persons Mothers AB Adults

Dads Full-time Workers Parents ABC1 Adults

Source : BARB / Tech Edge standard version based on 7-day consolidated viewing
Mums, dads and parents based on those with youngest children aged 4-9 (and gender)
Grandparents based on those 55+ with oldest children older than 16 – programmes based on top performing 20 eps (Jan-Aug)
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Staying with kids, one great learning that we communicated back at the kids upfronts in September, is that TV is great value because it offers free audiences. 

In digital – being a solus experience, you pay to reach one user. 

On TV, you’re only paying to reach kids, but you get all these other audiences thrown in for free – many of whom have the purchasing power to buy your products for the kids they know.



Source: Barb / Tech Edge, based on standard version TV set viewing only, based on claimed ethnicity, top indexing channels based on sky media channels ,, Q4 2023, based on TV set viewing
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Looking more closely at ethnicity – we have looked here at some ethnic groups and to see the differences in viewing – they are obviously quite stark.




Source: Barb / Tech Edge, based on standard version TV set viewing only, based on claimed ethnicity, top indexing channels based on sky media channels , top genre is top sub-genre (with sov <1% for Inds), Q4 2023
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background

Black African Black Caribbean mixed
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Western
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Children | 
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Sport |
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Children | 
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VoD gives content life
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Presentation Notes
Despite there being a decline in channel repertoire, people are watching the channels they love for longer.  

A major factor behind that is that the content landscape has become incredibly fragmented.  

There is more content to watch than hours in a lifetime – social media like TikTok, streaming services like Netflix, NOW and Amazon Prime, plus local broadcasters.

If we look at the total volume of content available via on-demand streaming services today – about 150,000 hours, it would take you 25 years to watch for 16 hours a day!
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So it’s clear that consumers need to select carefully given that there is so much content to choose from, and while Steve has shown that the likes of Channel 5 remains strong in the linear space, more people are choosing to watch the content they love on their terms, on demand.
 
Channels like Sky Cinema and Sky History are continuing to shift towards a 50:50 mix.
 
Drama is the most popular and mature genre in the On-Demand space where the audience migration has plateaued.
 
What this tells us is that to reach a range of different audiences, across different content, you need a blend of different platforms.
 
Let’s look at On-Demand in more detail…




Source: BARB Dovetail 4+ | All On Demand by sales house | Jan 22- April 23 ; Average 000s
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Presenter Notes
Presentation Notes
This broad on-demand portfolio comes together to deliver higher, more consistent viewing across the year. 

What is really interesting is how range delivers more reach – our latest stats show that having 6-10 different genres on the plan delivers 3x the reach of having 1-5 genres on the plan.




Day 1-7
3.3m Day 8-28

4.4m
5.3m
Day 500

14. The long tail of the Dragon

Source: Barb / Tech Edge (as viewed) all eps (sum 000s) to episode 1 of House of The Dragon Sky Atlantic, all Inds 4+ based on 500 days since premiere (21.08.22)

Presenter Notes
Presentation Notes
Let’s focus on the example of House Of The Dragon, which was first premiered and made available on Sky On Demand back in August 2022, and if you remember, became Sky Atlantic's biggest new series launch ever, with an overnight audience of 1.4m viewers.
 
If we extend that to the first 7 days of viewing, then we can see that viewing increased to 3.3m.  Critical acclaim and talkability drove extra viewing by an additional 1.1 million people over the next 3 weeks to give a total audience of 4.4 million. So far so good. 
 
Enhanced industry measurement has meant that we can look at an even longer window of viewing.  We recently got to day 500 after the original transmission, and the audience has been extended by a further 2 million people since the original first week’s 7 day consolidated window, bringing a total audience (so far!) of 5.3 million.

Great content is unmissable, whether you watch it live or catch up with it on demand.  On demand gives content life and makes it last significantly longer than the first week’s window when the hype is arguably at its peak. 




1.5m 0.5m
Season 4 ep1 premiere 2024 Season 1 ep1 premiere 2014

(viewing since s4 ep1 launched)

15.

Presenter Notes
Presentation Notes
Let’s move on to more recent times and the eagerly anticipated return of True Detective, starring Jodie Foster in the lead role.

And since it came back to our screens last month, the season opener has been watched by 1.5 million viewers thus far.

What’s interesting here is that in the fortnight since the season 4 premiere, half a million people have watched the very first episode of season 1, which was initially broadcast a decade ago.

Whether it’s people wanting to catch up from the beginning or simply to revisit the series again, it underlines how On Demand can breathe extra life into content.

We’ll be looking closely at how many people go back to watch the first season of House of Dragon again (or even for the first time) when it comes back to Sky later this year.



Source: BARB 2023 vs 2021 – Techedge K2 BVOD Planner (6 weeks 36-41) / Sky Media estimated average CPTs; Based on total commercial TV & BVOD based on Sky, ITV, C4; Adults 16-34

£2m budget of 50% linear & 50% VOD adds….

…over and above a £2m 100% linear only campaign

Presenter Notes
Presentation Notes
On Demand remains, now more than ever a key element of any broadcast advertising campaign. 

As the fantastic BVOD Almighty Thinkbox research and our very own CFlight have shown, we know that adding VOD to a linear campaign adds incremental reach and builds reach faster across a range of key buying audiences and campaign budgets. 

We know that redeploying budget from a linear campaign to on demand can add significant incremental reach, but if we look at how that has changed in the last few years given the increased level of viewing to VOD, then we can see that the amount of incremental reach has increased by nearly 2 extra points in the last couple of years.

Clearly VOD is a must for clients who want to extend their campaign reach over and above linear.



17. VoD delivers greater effectiveness

ROIAd Recall Increase Response

Driven by better engagement

Presenter Notes
Presentation Notes
The quality of the engagement that VOD offers leads to better ad recall.

In fact, our norms database derived from the multitude of brand studies that our great Market Research team have conducted, shows that spontaneous and prompted ad awareness as well as creative recall are all higher than linear campaigns alone.  

This ultimately delivers stronger business results with a 10% higher ROI and VOD is twice as effective per impression at driving web response.

And to take you home, I’ll hand the baton on to Rebecca with why it’s not just about the TV set.






Not just the TV set



50%

Presenter Notes
Presentation Notes
This complex environment plays to our strengths - Sky & the BBC have quite a unique position as the only media owners to have over 50% reach across both TV sets as measured by BARB and smartphone, tablets and PCs as measured by UKOM endorsed ipsos iris. 

The reason we perform well across devices really boils down to the content. If you think back to one of the slides Steve presented earlier showing the variety of genres across our portfolio, we had a much wider range, differing from other broadcasters who were primarily reliant on drama and entertainment and it’s our strength particularly in the Sports & News space that positions us really well in a more digitally focused world. 
If you think about the type of content you’re going to naturally gravitate towards when you’re on the go or using a smaller screen, it’s likely to be bitesize, snackable clips that are easy to consume, for example sporting highlight, cut down comedy sketches or behind the scenes interviews, rather than full length episodes of your favourite program or drama that is better consumed on a big screen. 





Presenter Notes
Presentation Notes
Often a talking point in the media world is that as things shift towards digital this will be at the detriment of linear TV. However what’s not spoken about enough is that actually digital and linear can really compliment each other and Sports is a great example of where we’ve seen digital growth acting as a driver rather than a disrupter for live viewing. Throughout 2023 our online engagement has continued to thrive for Sports, it was our 9th consecutive year of growth on YouTube, TikTok consumption was up +86% YOY (which advertisers can now benefit from as we became the first TikTok Pulse Premier partner in the UK). We’ve really cemented our positioning as the UK’s number 1 commercial sports publisher, and as these online clips are shared, reposted.. rather than taking viewing away from the TV screen, what we’ve actually seen is the overall interest and conversation around sporting events increasing and as a result more people tuning in to live sport than ever before. So much so that 2023 actually became Sky Sports’ best year ever for live viewing alongside all the digital growth. 




peak, the highest ever non-
football peak on Sky Sports

followed the live blog on the 
Sky Sports website & app, over 

3 times bigger YoY

reach for the Final

19. Must see content 
catches the public’s 
imagination...and grows 
viewing

Presenter Notes
Presentation Notes
A really clear example of this happening is the recent success of the PDC World Darts Championship. Luke Littlers journey at such a young age sparked so much interest online and caught peoples interest, resulting in huge uplifts in viewing as we reached later stages in the tournament. To put it into a bit of context across the first 10 days the tournament was peaking at around the half a mil mark, then from day 13 onwards it didn’t drop below a million and finally taking an overall tournament peak of 3.7m during the final, becoming Sky Sports’ biggest ever non-football peak across all sports. 

This trend of digital consumption driving audiences back to the big screen isn’t unique to just Sports, if you look at something like the BBC’s Traitors, the number of people tuning in live to each episode grew throughout the series because of that online conversation capturing peoples interests and bringing in larger audience numbers. 




Year-on-Year increase in female 
reach to cricket on Sky

(4.4m viewers)

Women who watched any WSL 
coverage last season and nothing 

else on Sky Sports

Year-on-Year increase in female 
reach to golf on Sky

(3.4m viewers)

+17% 505k +6%

Sky Sports audience to Women’s 
sport vs 2021

YoY consecutive growth

Females viewed Arsenal vs. 
Manchester United, the 5th 

biggest commercial programme of 
the day

Female profile to the US Tennis 
Open, significantly higher than Sky 

Sports’ average (28%).

+28% +49%1.2m

Presenter Notes
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With more people than ever tuning in to Sports content what’s interesting to see is that it’s not just our typical sports audience driving this growth. Increased interest in female sporting events is broadening our fan base and it’s fantastic to see female viewing uplifts across both the mens and women’s events for a variety of sports including football, golf and cricket to name a few.



Source: Enders Analysis/Ofcom News consumption in the UK: 2023
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=========================

News is another example of a genre which lends itself to both the linear and online world.   While Ofcom has 70% of people using broadcast TV as their most used news platform, 47% are using social media for theirs, which goes up to 71% for 16-24s.  

Reasons for following the news differ.  While the overall population want to be more informed about what’s going on across the UK or in their local area, young adults are more likely to follow the news for work or studies and to pass the time when commuting.  

Young adults are more interested than other adults in lighter forms of news on social media, but not at the expense of consuming harder news topics.

This is where Sky News comes into its own, reaching 27m adults across all platforms in an average month – and according to Tubular data are the number 1 news news publisher on YouTube with over 1.2bn global views across the year. That’s ahead of the BBC who had just under 800m, GB News finished the year with just over 730m and the Daily Mail took around the 560m mark. Individual clips can take absolutely huge numbers, our best performing one totalled over 63m views and in a similar approach to extending across emerging platforms for Sports, News have also seen huge success on TikTok with +92% growth. 

Stepping across to our news channel partners, GB News and Talk TV have become part of the broadcast news environment while diverging from its traditions. Their emphasis on opinion and commentary over news and analysis has influenced news agendas, political discourse and the TV news landscape with both channels seeing weekly reach increase by +20% and 18% year-on-year.

While over in the digital space, engagement on video-first digital platforms has fared well for Talk TV for example, with the majority of TalkTV’s traffic on YouTube going to Piers Morgan viral interviews. For instance, TalkTV reported that the 90-minute Ronaldo interview, and clips from it, helped Piers Morgan Uncensored attract 48.3 million views across YouTube and other online platforms in the week in which it aired.

So hopefully what you’re taking from this is that in order to be successful in the online world you need to have the right content to compliment the environment of the consumer and the device they’re using. Our Sports & News content does that really well but what about our non broadcast competitors in the online space? Well if you think about the biggest online News publishers as an example, the likes of The Mail, The Sun and so on, their businesses all come from a predominantly print background, whereas Sky being a broadcast channel means we have that edge when it comes to premium video content which is the way the world is moving. 

While we have that premium video content at our fingertips and a lot of the wider online publishers don’t, a big growth opportunity for us is partnering with other publishers through our Sky Publisher Player network to expand our distribution and consequently reach additional audiences wherever they are on the internet. 






+5%
additional audience to 

Sky News Online

Source: UKOM endorsed Ipsos Iris Measurement Solution | UK Ads 13+ | Sky Sports & Sky News off-platform video integration (SPP) | December 2023 data release

2.5m2.0m

+17%
additional audience to 

Sky Sports Online

22. 
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While we have that premium video content at our fingertips and a lot of the wider online publishers don’t, we have partnered with other publishers through our Sky Publisher Player network to expand our distribution and serve Sky video content on third party websites. For example the likes of metro, the JOE titles and Entertainment Daily will all house our video content, keeping their audiences engaged on their sites, while consequently expanding the reach of our own video content. 
In order to fully understand the audience reach benefits to having our content served across the Sky Publisher Player, often referred to as SPP, we worked closely with the UKOM endorsed Ipsos iris measurement solution, and from the back end of last year we were able to use this data to quantify how much additional reach Sky gets from distributing our video on third party websites. And there were some really great results – Sports content across SPP has an audience of 2.5m increasing our owned and operated reach by a huge +17%. And Sky News which actually only started distributing content through SPP a few months go is already reaching 2m and adding +5% to the Sky News online audience.



User generated Premium content

23. 
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When it comes to video distribution we of course have to mention YouTube. Undoubtedly one of the biggest video platforms in the world, and a really important part of our own distribution strategy. Throughout this deck there’s a lot of emphasis on the importance of content and that is never more true when looking at a platform like YouTube because not everything on there is equal, not everything on there is regulated and the ability to activate against quality content over clickbait could make huge differences to a campaign. 
When we look at the types of content being housed on YouTube you’ve got pretty much everything from cat videos to premier league highlights. And there’s no denying that cat videos and user generated content can pull in millions of views, but what’s interesting is that when you start to look which channels the audience’s are most engaged with, it’s media channels that come out on top. 
Tubular Labs, who are part of the YouTube measurement programme and they have an audience ratings solution which can rank channels based on views of at least 30 seconds or more. Now this is really useful because it filters out any clickbait and focuses on engaged views only. The top two channels in the UK for 30 second views in December were Sky Sports Premier League as number one, and Cocomelon nursey rhymes in at number 2. When we compare our performance to the biggest UGC channel in the same month we were +92% larger. 



Bonus slide



Sky Homes Sky Go users Sky Digital Audience (O&O) Sky YouTube Audience Sky social audience

Source: TGI / Kantar TGI 2024 January (December 2022 – Nov 2023)  ranked on highest indexing, base of all Adults, Confectionary & Snacks: Chocolate bars & other chocolate items (Excluding boxed chocolates)

Presenter Notes
Presentation Notes
Those of you paying very close attention may have noticed that the YouTube slide was our 23rd insight, however we are going to leave you with one final bonus slide… 
And it involves chocolate! Unfortunately as this is virtual we don’t have any actual chocolate to hand out, but hopefully the slide is enough of a treat in itself. So what we’ve done is used Kantar’s trusted TGI survey to demonstrate how our different platforms offer the ability to reach consumers with varying brand and category preferences. Perhaps something to bear in mind with both Valentines Day and Easter approaching. Personally I can’t resist a Malteser so would consider myself in good company of the Sky social audience. Now that’s all from me & I’m going to hand back to Sarah to wrap things up. Thank you 
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