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Introduction and Methodology

Launched on 17 November 2008, the Olswang Convergence Consumer Survey 2008 is our fourth annual survey

examining consumersôattitudes to convergence.

This Annex sets out the full results of the quantitative research commissioned by Olswang from YouGov Plc. All

figures, unless otherwise stated, are from YouGov Plc. Total sample size was 1162 respondents. 235 children

between the ages of 13-15 years old were interviewed. 927 adults were interviewed. Fieldwork was undertaken

between 25 September and 3 October 2008. The survey was carried out online.

Readers are encouraged to review this Annex in conjunction with our separate Report on the 2008 survey

(available from http://www.olswang.com/convergence08/), which discusses the results of this quantitative research

and also sets out some of the key findings from a series of separate online focus groups which were carried out by

YouGov for Olswang this year.

In this Annex we have set out, in addition to the ñtoplineòresponses to each of the quantitative survey questions, a

break-down of each response amongst the four demographic groups we have investigated this year: ñKidsòand

three distinct technology groups: ñVanguardò,ñMainstreamòand ñLaggardsò. Please see the separate Report for an

explanation of these groups.

Readers are welcome to use any of the data which is included in this Annex, but any such use should acknowledge

the Olswang Convergence Consumer Survey 2008 as the source. For further information about the annual

Olswang Convergence Consumer Survey (including the results of previous surveys), please visit

http://www.olswang.com/convergence08, or contact:

Ellen Griffin Kate Hawkins

0207 067 3228 0207 067 3385

ellen.griffin@olswang.com kate.hawkins@olswang.com
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About Olswang

Olswang is a leading business law firm with a distinctive approach. Our pioneering and problem-solving ethos has

established a commanding reputation in the technology, media and real estate sectors, as well as a wide range of

other industries.

Founded in 1981, the Firm has grown to a team of over 650, including more than 100 partners, across four

European offices. In addition, Olswang has a formal alliance with a major US firm Greenberg Traurig LLP

and a long-established best friends network of leading independent law firms throughout the world.

As more companies look for opportunities to expand into new digital markets, Olswang's Media, Communications

and Technology Group has been at the forefront of the convergence revolution. The rich diversity of our client base

ensures a broad perspective and, as a result, a deep commercial insight. Our expertise in digital media and

convergence gives us unparalleled awareness of the latest technologies that are redefining the way media

companies connect with their customers, which enables us to advise our clients based on a complete

understanding of the technology available to them.

Our Firm continues to be acknowledged as a leading practice in many of our core areas: Olswang was voted TMT

Team of the Year 2008 at the annual Legal Business Awards; Olswang's Corporate Group won M&A Law Firm of

the Year at the M&A Awards 2008 in conjunction with M&A Magazine.

Olswang's industry knowledge and achievements have been recognised by the latest leading legal directories.

Chambers and Partners UK states, ñIna converging arena, this firm impresses major operators with óitssupport

links to media, content, digital TV and other technologies ïthe team can offer full service to the convergent service

providerôò. According to the latest Legal 500, ñOlswangôsóexperiencein media and technology is second to

noneô...The partners' focus on the convergence space, and the breadth of their technology offering, makes them

'first-choice' for clientsò.
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Olswang Convergence Team
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Matthew is a technology-focused commercial lawyer who acts for a wide range of

media, communications and technology clients. He specialises in broadcasting and

digital media work, advising on agreements for the launch, transmission and

distribution of linear and interactive channels and services. A self-confessed gadget

freak, he advises on the commercial and legal implications of convergence for a

number of leading UK and international broadcasters, rights holders and platform

operators, as they seek to exploit content and services on new devices and via new

distribution methods.

matthew.phillips@olswang.com

john.enser@olswang.com

John provides commercial and regulatory advice to clients active in all aspects of the

media and communications business, particularly those offering sport, music and

video content via digital platforms, whether TV, web or mobile. His clients include

record companies and broadcasters as well as ISPs, portals, software developers,

suppliers of interactive TV technology, football clubs and mobile operators. John

writes and speaks regularly on a range of topics relating to interactive media and

both of the independent legal directories rank him as one of the UK's leading

practitioners in e-commerce and digital media.

To discuss Olswang's convergence practice in more detail, please contact Matthew Phillips or John Enser.



About YouGov
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YouGov is an international, full service research company primarily using online panels to provide quantitative

and qualitative research across a range of specialisms. These include consumer markets, financial services,

public sector, technology and telecoms and media. YouGovôsfull service offering spans added value

consultancy, syndicated and product offers, omnibus and field and tab services.

YouGov is considered the pioneer of online market research. Through panel management expertise, flexibility

and an innovative approach to recruitment, YouGov operates a quality panel of over 200,000 UK members

representing all ages, socio-economic groups and other demographic types, with excellent response rates.

YouGov also specialises in growing and maintaining dedicated panels of specialist consumer and professional

audiences.

Based on its record, YouGov has been acclaimed as the UKôsmost accurate opinion pollster and dominates

Britainôsmedia polling. YouGov is one of the most quoted agencies in Britain and has a well-documented and

published track record illustrating the success of its survey methods and quality of its client service work.

For more information on YouGov and its services please contact:

Marek Vaygelt

Head of Consumer, Technology and Telecoms Consulting 

YouGov plc

Tel:   020 7012 6160

Mob:   07718 587 667

Email:   marek.vaygelt@yougov.com
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Readers are encouraged to review the results set out in this Annex in conjunction with 

our separate Report on the 2008 survey at http://www.olswang.com/convergence08/

1. Consumption of TV programmes

http://www.olswang.com/convergence08/
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Figure 1-1(a) (whole base)
Thinking about TV programmes (not movies), how much time per week do 

you spend watching each of the following:

Live TV (i.e. watching any type of TV programme on a normal TV set at the same time 

as it is broadcast on a TV channel)

Base: All respondents
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Figure 1-1(b)(by tech status)
Thinking about TV programmes (not movies), how much time per week do 

you spend watching each of the following:

Live TV (i.e. watching any type of TV programme on a normal TV set at the same time as 

it is broadcast on a TV channel)
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Figure 1-2(a) (whole base) 
Thinking about TV programmes (not movies), how much time per week do 

you spend watching each of the following.

TV programmes recorded from a TV channel using a DVD recorder or digital video 

recorder (e.g. Sky+  V+)
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Figure 1-2(b) (by tech status)
Thinking about TV programmes (not movies), how much time per week do 

you spend watching each of the following:

TV programmes recorded from a TV channel using a DVD recorder or digital video 

recorder (e.g. Sky+  V+)

Base: All respondents
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Figure 1-3(a) (whole base) 
Thinking about TV programmes (not movies), how much time per week do 

you spend watching each of the following:

TV programmes recorded from a TV channel using a VHS (video cassette) recorder
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