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FILM ON
DIGITAL VIDEO



Digital video enables audiences to access films 
through a range of devices, anytime, anywhere. 
Revenues for on-demand services in the UK 
continued to increase in 2016, overtaking the  
value of physical video for the first time.

FACTS IN FOCUS 
  In 2016, the overall digital video market for film in the UK was estimated to be worth  

£644 million, up 29% on 2015, and up over 800% since 2006.

  Revenues from online digital video services increased year on year by 42% to £452 million, 
while television-based revenues increased by 7% to £193 million.

  Subscription services accounted for nearly two thirds of online film revenues; digital rental 
revenues were higher than those of digital retail for the third year in a row.

 In 2016, Netflix and Sky were the highest earning digital video providers in the UK.

  In 2016, 51% of adult internet users (16+) watched or downloaded films or television 
programmes on a streaming platform.
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AVAILABILITY OF COMPREHENSIVE DATA ON FILM ON DIGITAL VIDEO

Although digital video (Video on Demand) is now a firmly established part of the film value chain in the UK, our 
understanding of the market is hampered by a lack of publicly available robust data. Reliable data for on-demand 
services are limited to revenue and business aggregates, supplemented by survey data on consumer behaviour and 
preferences. Within the existing data, however, it is not always possible to clearly distinguish between feature films and 
television programmes – a consequence of increased convergence within the entertainment market. 

VALUE OF FILM ON DIGITAL VIDEO

According to IHS, the estimated value of the on-demand market for film in the UK in 2016 was £644 million, an increase 
of 29% compared with 2015. As Figure 1 shows, the size of the market in 2016 was more than triple that of 2012 and 
over eight times that of 2006. 

Revenues from online on-demand services (such as Netflix and Apple) have been greater than those generated by 
television-based services (including BT, Sky and TalkTalk) since 2012; in 2016 they accounted for 70% of the market. In 
2016, online revenues were estimated to have been £452 million, up 42% compared with 2015 (£318 million) while 
television-based revenues were estimated to have been £193 million, up 7% compared with 2015 (£180 million). 

The value of the overall on-demand film market represented approximately 16% of the total UK filmed entertainment 
market in 2016, an increase of three percentage points on the previous year. For the first time, digital video revenues 
digital video overtook those of physical video (£637 million).

Figure 1 Estimated value of the digital video film market in the UK, 2007-2016

   Television-based digital video 74 95 97 90 95 110 129 153 180 193

   Online digital video 1 6 22 39 55 124 208 292 318 452

Total 75 101 119 129 149 234 337 445 498 644

Source: IHS 
Note: Figures have been amended since publication of the 2016 Statistical Yearbook. 
Figures may not sum to totals due to rounding.

0

100

200

300

400

500

600

700

2016201520142013201220112010200920082007

£ million



FILM ON DIGITAL VIDEO

BFI STATISTICAL YEARBOOK  2017

4

On-demand service providers in the UK employ three basic types of business model:

•  Transactional (TVoD) which comprises rental digital video, a one-off rental for a limited time, including both 
streaming and download-to-rent (DTR) and retail or download-to-own video (DTO), also known as electronic-sell-
through (EST) – most providers of transactional on-demand services, such as iTunes or Google Play offer both 
rental and retail film content, however, some services such as Curzon Home Cinema deal exclusively with  
rental content;

•  Subscription (SVoD) which provide unlimited access to content for a fixed monthly sum   
–  providers include Netflix, Amazon Prime Video and BFI Player+; and

•  Free/advert-supported – providers include catch-up services such as BBC iPlayer and All4.

IHS estimates that subscription services accounted for 60% of online film revenues in the UK in 2016, nearly double its 
share in 2012 (33%). This was followed by digital rental (19%) and digital retail (16%) This was the third consecutive year 
that digital rental revenues were higher than those of digital retail, a reversal of the situation in all previous years. The 
percentage of overall revenues generated by advertising increased steadily between 2012-2015, growing from just over 
half of one percent at the start of the period to nearly 4.5% in 2015 before dropping slightly to 4.3% (Figure 2).

Figure 2 Online digital video film revenue by type of service, 2012-2016 
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 Subscription 40.3 32.6 93.4 44.8 138.5 47.5 175.1 55.1 272.7 60.4

 Digital rental 34.6 28.0 50.8 24.4 73.4 25.1 69.4 21.8 85.4 18.9

 Digital retail 48.0 38.8 58.7 28.2 68.2 23.4 58.9 18.5 74.1 16.4

 Advertising 0.8 0.7 5.4 2.6 11.7 4.0 14.2 4.5 19.5 4.3

Source: IHS 
Note: Figures may not sum to totals due to rounding.
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TOP PROVIDERS OF DIGITAL VIDEO SERVICES

In the absence of film-by-film data, this section outlines the top providers of digital video services in the UK in 2015 and 
2016. Providers are ranked by revenue for all on-demand services, not just film – it is possible that rankings based 
solely on film revenue would be different (Table 1).In both years Netflix was the highest earning provider of on-demand 
services in the UK. The top providers have remained stable across the period, the biggest changes in 2016 was the 
drop of Apple from second to sixth place, and also Google replacing Microsoft in eighth place. Sky moved up to 
second place, in part due to revenue from special screening events. It is worth noting that Now TV is owned and run by 
Sky – if the two services were ranked as a single entity, it would consolidate Sky’s second place behind Netflix. 

Table 1 Top transactional and subscription film and television programme digital video service providers in the UK, 
2015 -2016 (ranked by revenue)1

Rank 2015 2016

Company Country of ownership Company Country of ownership

1 Netflix USA Netflix USA

2 Apple USA Sky UK/USA

3 Now TV* UK Amazon USA

4 Sky UK/USA Now TV* UK

5 Amazon USA Virgin UK/USA

6 Virgin UK/USA Apple USA

7 BT UK BT UK

8 Microsoft USA Google USA

Source: IHS 
Notes: 
1 Revenue figures are not disclosed as these are confidential. 
* Now TV is a non-contract on-demand service owned and run by Sky.

POPULARITY OF ON-DEMAND FILM AND TELEVISION PROGRAMME SERVICES 

The most recent Ofcom Communications Market Report (published August 2017) identified a continued growth in the 
use of on-demand services in the UK. In the second half of 2016, nearly seven in 10 UK adults (67%) claimed to have 
used at least one service in the previous 12 months, up by eight percentage points since 2015. The most popular 
on-demand service in the same period was the BBC iPlayer, with around two thirds (63%) of adults using the service 
within the previous year, while Sky was the most popular pay-TV provider with 12% of adults using its on-demand catch 
service. Netflix, which was used by 31% of adults, was the most popular of the non-broadcaster services in the UK 
followed by Amazon Prime with 20% usage.

FILM CATALOGUES ACROSS DIFFERENT DIGITAL VIDEO PROVIDERS

According to Ofcom’s Communications Market Report [August 2017], access to film library content is among the 
primary motivators for the use of SVoD services in the UK, with 29% of Netflix subscribers, 19% of Amazon Prime 
Video subscribers and 17% of Now TV viewers citing access to back catalogues of films as a reason for using  
the service.  
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THE ONLINE AUDIENCE 

In previous years we have reported the median number of films downloaded and streamed, as reported by Ofcom. This 
data is no longer available so in this section we look at online moving image viewing behaviour. 

According to Ofcom, in 2016, 51% of adult internet users (16+) said they went online to watch longer on-demand 
content such as TV programmes or films, compared with 77% who watched content on video sharing sites, such as 
YouTube or Vimeo. The incidence of both of these activities generally declined with age. The proportion of 16-24 year 
olds engaging in these activities was higher than for any of the other age groups with 97% of 16-24 year olds watching 
content on video sharing sites.

Table 3 Incidence of watching on-demand content or content on video sharing sites, by adult (16+) age groups, 
percentage, 2016

Activity All ages 16-24 25-34 35-44 45-54 55-64 65-74 75+

Incidence of watching on-demand content via 
online streaming service

51 63 58 61 59 44 32 17

Incidence of watching content on video sharing 
sites

77 97 89 80 75 68 57 25

Source: Adults’ Media Use and Attitudes Report 2017, Ofcom 
Responses to Question: Do you ever watch TV programmes or films on-demand? By on-demand we mean watching TV programmes or films via online 
services such as BBC iPlayer, Netflix, Amazon Prime, Sky Go etc. This could be through your television service or on any device you use to go online 
(unprompted responses, single coded)

The percentage of children that watch on-demand TV programmes and/or films from pay-per-view, subscription and 
catch-up services increases by age with half (50%) of those aged 12-15 doing so, compared with 43% of those aged 
8-11 and 36% of those aged 5-7 (Figure 6). A smaller proportion (54%) of the youngest age group (3-4 year olds) live in 
households with access to on-demand services, and just over one in four of these (29%) watch on-demand services. 
After years of continued growth 2016 saw a stabilisation in the percentage of children watching on-demand content, 
with slight declines in some of the older age groups with a one percentage point decline since 2015.

Figure 6 Proportion of children (3-15) who watch on-demand television programmes and films (includes pay-per-view, 
subscription and catch-up services), 2016
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