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1 . AbOUt the p I‘Oj eCt Project title: Screen Encounters with Britain.

What do young Europeans make of Britain and its digital screen culture? (SEwB)
Project funder: Arts & Humanities Research Council (AHRC) [grant number AH/W000113/1]
Period: April 2022 — January 2025

Investigators: Jeanette Steemers (PI), Andrea Esser (Co-1), Matthew Hilborn (PDRA), King's
College London. Alessandro D’Arma (Co-I), University of Westminster.

Research Assistants: Nathalie Klein, Rosa Kremer, Lina Link, Matteo Marinello, Marypaz
Ventura-Arrieta

Academic partners: Cathrin Bengesser & Pia Majbritt Jensen, Aarhus University, Denmark;
Eva Novrup Redvall, University of Copenhagen, Denmark; Susanne Eichner, Film University
Babelsberg, Germany; Luca Barra, Universita di Bologna, Italy; Berber Hagedoorn, University
of Groningen, Netherlands

Industry partners: All3Media, BBC, BBC Studios, BFI, British Council, Pact, HMR International
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Research questions

1) As viewing practices change, who are the young Europeans who watch UK screen content, what do they watch
(and define as British), and how do they watch?

2) How do these audiences get to know about, find & access UK screen productions across different platforms?

3) Why do they seek out British screen productions? What are their motivations? And what role do cultural
intermediaries, including content buyers, online influencers and educators, play in their decision to engage
with British content?

4) What values & experiences do young audiences attribute to British screen content and recognise as “British"?
(e.g., locations, accents, diversity, creativity)

5) How does screen content influence perceptions of the UK in the wider context of mediated (e.g., news) and
non-mediated experiences (e.g., personal encounters, tourism)?

6) How do screen encounters with Britain impact attitudes & behaviour towards the UK?

British screen content = how our audiences define it

Screen Encounters With Britain — Final Report 4



Research approach

4 case study markets

* Denmark & the Netherlands - 2 small markets with comparatively limited domestic programme supply, a notable history of UK screen
imports and subtitling, and high English language proficiency

* Germany & ltaly - 2 large markets with substantial domestic programme supply, with UK screen imports playing a much lesser role, a
dubbing tradition and limited experience of subtitles, and markedly lower English language proficiency than the above

3 work packages

* Establishing viewing habits and trends through local industry reports
Context * Researching local VoD catalogues for availability of UK screen content

- * Tracing online marketing & promotion of UK content on the landing pages of 3 key VoD services

- * Interviews with 9 British sales executives
Intermediaries » Roundtable discussions with UK & European partners - 4 / one per market (20 plus participants for each)
* Local intermediary interviews - buyers (15), teachers (14), festival organisers/influencers (18) - 47 / 9-15 per market

* Online survey in 4 local languages - 1,813 responses / 409-555 responses per market
Young * 5 days of digital diaries & activities - 102 participants / 20-28 per market

audiences * Individual 60 min online interviews with stimulus material generated from digital diaries - 48 participants selected
for demographic variety / 12 per market

* Small group interviews with 16-19-year-olds - 38 participants / 8-10 per market

Screen Encounters With Britain — Final Report 5



Markets: Watching TV is still important, but SVoDs dominate

* The consumption of ‘longform’ screen content (>20 min) remains an
important form of entertainment for young people (16-34) with three-
quarters of respondents in Denmark, Germany, Italy and the
Netherlands watching daily or 3-5 times a week, mostly for relaxation,
comfort and repeat viewing of their favourite US sitcoms.

* Yetin all 4 markets longform content viewing is now dominated by
global streamers, foremost Netflix (86%), rather than PSB streaming
(43%), local commercial streaming services (25%) or linear TV (15%).
Local platforms offer less of the action-adventure, fantasy/sci-fi and
comedy-drama genres which younger audiences crave, making them
seem less relevant to younger generations.

* Talent shows and reality TV, once staples of domestic platforms, no
longer rank highly among 16-34s.

Status: UK ranks 2nd after US

* The UK ranks 2nd after the US as top country of origin among all survey
respondents (18% vs 55%) and digital diarists (17% vs 58%). In Italy it
came 3rd in the survey (9%) and diaries (5%) after domestic content.

* What has shifted is the visibility of UK shows from sales of crime dramas
and documentaries for PSB transmission to younger-skewing comedy,
fantasy/sci-fi, romantic and historical drama on SVoDs, genres where the
UK was highly ranked by younger viewers in surveys and interviews.

* Even in Germany and Italy which used to air few UK shows, young people
talked about Netflix coming-of-age originals like Sex Education,
Heartstopper, period street gang drama, Peaky Blinders, The Crown

Screen Encounters With Britain — Final Report

(Netflix) and comedy-drama, Fleabag (Prime). Netflix and Prime are the
only platforms that really matter when it comes to contemporary UK
shows that young people like. Favourite films are largely dominated by
Harry Potter and classic rom-coms (Notting Hill, Love Actually).

« English language proficiency and market are the strongest predictors of
viewing UK content. The consumption of UK content is still notably
higher in Denmark and the Netherlands than it is in Germany and Italy,
but Germany appears to be catching up. Higher educational attainment
and age also determine the consumption of UK content.

Availability & discovery: social media drive new discoveries

« SVoDs offer the largest number of UK show titles by far. Netflix is where
most UK content is found and remembered. 21% of survey respondents
actively search for British content.

» Survey respondents recalled 120 unique titles on Netflix compared to 26
unique titles on public service platforms averaged across 4 countries. Just
over half of Netflix UK titles mentioned in the survey appeared on the
Netflix home page.

« Streamer recommendations are the most important source of discovery
for 16-34s (65%); social media clips (62%) are most important for 16-24s.

« Social media driven by humour is key for discovery, especially for niche

comedies like Derry Girls and Cunk on Earth (both on Netflix) where user-

created memes generated buzz, convincing young people to watch.

« Awareness of UK origin may be impeded by lack of labelling by global
streamers. Distinguishing between UK and US shows can also be hard, if
they are dubbed or have a ‘transnational look or feel".

- click here to return to table of contents -
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Motivations: Ease of watching in English & humour are top

» Ease of watching in English, the lingua franca, is top for choosing UK
shows across all 4 countries (66%), but ranks 2nd in the Netherlands and
Denmark, where British humour ranks top (70% and 68% respectively).

* Interviewees in all countries consistently appreciate British humour in all
types of fiction (e.g. Sex Education, After Life, Fleabag) not just comedy,
and see this as a missing ingredient in home-grown productions.

* Learning English is the most important motivation for choosing UK
content in ltaly (65%), which has the lowest English language
proficiency. It is also fairly high in Germany (53%), where it ranked 4t
and high for the 16-19s in all 4 countries (47% in DK - 72% in IT).

* Just under half of survey respondents watch UK TV shows & films
because they like UK actors, comedians and TV celebrities, but most
could only recall the names of internationally renowned stars (e.g. Hugh
Grant, Benedict Cumberbatch) and Ricky Gervais, whose prominence on
Netflix and social media made him the most named UK talent in
interviews.

+ UK settings and landscapes are a bigger draw in Germany (58%) and
Italy (59%), with a strong association with Harry Potter, and dramas with
aristocratic settings (e.g. The Gentlemen, The Crown).

* Interviews reveal that strong reasons for choosing US and UK shows are
perceptions about the lack of relevant domestic content and dislike of
domestic drama, particularly in the Netherlands and Germany, where
criticism focuses on acting quality, lack of humour and emotional
engagement, and a shortage of shows that interest younger audiences.

Values & experiences: humour most mentioned

'Humour’ is the word most associated with UK shows and films when
survey respondents were asked to describe UK content in a few words.
In all 4 countries, interviewees described British humour with the same
words: ‘unique, ‘ironic, ‘eccentric, ‘black, ‘subtle, ‘irreverent,
‘intelligent’.

There is agreement among survey respondents about the realism and
authenticity of UK content, which interviewees positively contrasted
with US content.

Nearly half of survey respondents agreed that they can relate to
themes and characters in UK content. However, interviews revealed that
these perceived values are almost entirely driven by a small number of
scripted shows available on SVoDs, including Sex Education,
Heartstopper, Skins, After Life, Derry Girls and Fleabag. These type of
shows are often seen as more youth-oriented and lacking on domestic
platforms.

Interviewees rarely mentioned diverse casting unprompted and mostly
in relation to Netflix shows like Sex Education and Heartstopper.

Few survey respondents thought that ‘domestic content feels more
relevant than British content’, ranging from a low 7% and 15% in
Germany and the Netherlands respectively, to 25% in Denmark and
31% in Italy. In Denmark and Italy home-grown content also rated
higher overall.

Screen Encounters With Britain — Final Report
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Language settings: A shift towards English language viewing

Watching in English with English subtitles is the most popular preference
among survey respondents in all 4 countries, but Italy has much higher
levels of dubbed viewing (40% in the digital diaries).

Interviews confirmed that dubbing remains the preferred option for most
of the population in Italy and Germany (all ages and 16-34s). Yet there is
a shift towards English viewing among high school students, those with
higher education, and those who want to watch ‘the real thing" and never
return to dubbed viewing.

English subtitles are preferred over subtitles in the native language
because they match the spoken language, improve English language
skills, and can be of better quality than native language subtitling (in
Denmark and the Netherlands particularly).

In all countries there is variation in language settings, depending on
multiple factors: language options offered, habit, English language
proficiency, personal preferences, mood, content watched, platform used,
the level of interest in film / TV series and who they watch with.

Cultural diplomacy & soft power: British screen content
clearly benefits the UK

UK screen content, including well-known ‘classics’ (e.g. Harry Potter,
Notting Hill), does contribute to knowledge and perceptions of the UK.
This influence extends to recent youth-oriented series on SVoDs (e.g.
Heartstopper, Sex Education). This impact occurs alongside school, other
media and direct encounters through tourism.

U e I P
Screen Encounters With Britain — Final Report

There is clear evidence that British screen content furthers interest in
Britain and its people and positively influences attitudes towards it.
‘Classics’ like Sherlock, Harry Potter and Notting Hill increase the desire
to visit the UK, incl. specific locations (e.g. Scotland) and film settings.

The power of screen content lies in how pictures are interpreted. People
know that what they are watching is ‘not real’, but subconsciously they
process these pictures as representations of reality.

The Brexit factor: Anger, sorrow, but mostly indifference

Around half of survey respondents in the Netherlands, Denmark and
Germany changed their views on the UK because of Brexit. In Italy, this
was only 29%. Most survey comments were negative. For the rest and for
many interviewees Brexit is a distant event that does not affect them.
Brexit has not impacted the consumption of British films and TV shows.
However, industry sources confirmed a decline in coproduction and
distribution opportunities with UK partners because the UK no longer
benefits from EU funding initiatives

Teachers in all 4 countries reported that school trips have been affected
because of passport requirements. Ireland and Malta have become
alternative study destinations. The loss of Erasmus+ funding means that
fewer HE students can go to the UK as part of their degree.

Interest in and positive attitudes towards the UK involve a mix of first-
hand experiences (travel, meeting people), the influence of teachers and
mediated encounters. It remains to be seen whether film and TV can halt
declining interest in Britain as a result of declining first-hand travel and
work experiences.

8



Chapter summary

Market basics

* The study covers 4 countries with different population sizes: Germany (85m), Italy (59m),
the Netherlands (18m) and Denmark (ém).

» English language proficiency is very high in the Netherlands, Denmark and Germany
and moderate in Italy. VoD penetration is highest in Denmark and the Netherlands.

3. Four markets Streaming

*  Our survey shows that the most popular platform among 16-34s (all countries) for
_ the basics longform content is Netflix, followed by YouTube and Disney+. In individual countries

there are some variations after Netflix, which is in unrivalled first position.

* Netflix ranks higher because of the variety and quality of its content, and its user-
friendly interface.

*  YouTube is valued for ease of access, relaxation, comedy and for alternative content not
available on VoD services.

* Although PSB streaming services came joint fourth alongside Prime Video, local services
hold less appeal for young audiences than ‘omnipresent’ global streamers.

* Linear TV is used by 15% of survey respondents and is mainly associated with family
viewing or is watched out of habit by the over 30s.

* Young people like watching TV to relax while eating, studying, phone scrolling and for
comfort, including repeat viewing of US sitcoms.

Genre preferences — all countries of origin

» Asked to select their top 5 genres, Fantasy/Sci-Fi, Action/Adventure and
Comedy/Comedy-Drama are the most popular genres among young people (16-34) in
all 4 countries.

+ Talent competitions and reality TV, once schedule staples, no longer rank so highly
among the genre preferences of 16-34s.

Screen Encounters With Britain — Final Report - click here to return to table of contents - 9



The basics

Denmark (6m) and the Netherlands (18m) have significantly smaller

mem DK o N HE e Bl r populations than Germany (85m) and Italy (59m).
L1 Population, in millians (rounded up) 6 18 BE 59 * In 2021 the European average for daily TV viewing was 220 minutes.
Italians watched more (249 min.). They also watched more than Germany
12 Minutes watched TV per day (2021) 137 154 13 248 (213 min.), and significantly more than the Netherlands (153 min.) and
Denmark (127 min.), two more mature digital markets (Vaunet, 2023).
13 Population watching TV ona TV set, daily 57% 58% BE a5% * In 2023 85% in Italy watched TV daily/almost daily on a TV set, higher

o imast dally (2023) than the EU27 average (74%), and higher than Germany (68%), the

Netherlands (58%) and Denmark (57%) — again reflecting differences in
digital maturity (European Commission, 2023: 8).

Papulation using anline sedial networks,
L4 daily or almost daily (2023) T2% 61% 33% 44%

L5 Public sarvice broadecasters DR, TV2 NEO  ARD ZDF. Arte Rai » All 4 countries have a strong public service broadcasting tradition and
well-established commercial broadcasting groups (L5-6), but as this
L6 Commercial broadeast groups TVZ TV3 SBS, RTL RTL ProSieben  Sky Mediaset report shows, linear TV viewing is low among young people. Differences

in living situations may affect how and what young people view. In 2023
almost 70% of 18-34s in Italy were living with their parents (Eurostat,
2023), rendering linear TV more relevant here than in the other 3
countries.

Domestic AV fiction production (2023 in

L7
Mo of TV films/seasons

33 53 315 79
Domestic AV fiction production (2023) in 260 3435 £51 o . S .
Mo, of hours  Further variations concern the size of domestic fiction production (L7-8)
as well as language provision for imported content. In Germany and Italy
imports are historically dubbed, in Denmark and the Netherlands
content (for adults) is subtitled.

1% Lamguage provision for imported content cubtitles subditles dubbing dulbbing

L1 Emglish language profidency wery high wery high wery high rrigderate

» Dubbing / subtitling impact English language proficiency. The global EF
English Proficiency Index 2023 ranked 10 countries as ‘very high
proficiency’, incl. the Netherlands (No. 1), Denmark (No. 4) and Germany
(No. 10). Italy was ranked 35t with ‘'moderate proficiency’ (EF EPI, 2023).

B 000 = LI
Sources: (L1) Eurostat (2024) for Q2 2024; (L2) Vaunet (2023); (L3) European Commission (2023: 8); (L4) European Commission (2023: 26); (L7-8) Schneeberger (2024: 19-20); (L10) EF EPI, 2023. 10



Streaming
Two highly advanced streaming markets, one latecomer

- am DK — = OE il Denmark and the Netherlands are highly advanced streaming markets,
Share of population with SO0 more advanced than Germany and particularly Italy.
L1 Pfabysvob subscriptions, in 3% 55% A%
2002/23 =, In Denmark over 90% of 16-34s had VoD subscriptions in 2022/23,
Average number of SVeD compared to 73% of the (total) population in the Netherlands, 55% in
Le subseriptions, In 2022 2.2 13 1.1 0.4 Germany and 46% in Italy. This ranking is also reflected in the average
Netflix Nt Netflix Metfli !\Io. of SVoD subscriptions in 2022 (L2) (EAO, 2024: 51), which is higher
HBO Max  Prime Video  PrimeVideo  Prime Video in Denmark and the Netherlands.
Disney-+ Disney+ Disney-+ Disney+ Although Italy lags behind, SVoD subscriptions grew rapidly during the
L3 Key global 5¥oDs Discovery+ HBO Max Apple TV + Apple TV + COVID-19 pandemic (IVF, 2023: 2), and content from numerous TV
Apple TV + Apple TV+  Paramount+  Pararmount+ channels has been moved to new VoD services by Disney, Paramount
Paramount+  Paramount+ and Discovery, resulting in the closure of over 40 TV channels (CeRTA,
Blockbuster 2023: 51).
DRTV NPO Joyn  RIL RniPlay Little information exists on each country about attitudes towards
kel St B Sk o piracy. In Italy 42% of adults admit to accessing pirated content and
B el R b 50% see no harm in the practice (IVF, 2023: 1). SEwB interviews
|| Kiayr bl fres il g it slade do e revealed that in the Netherlands it's common practice for young
€ More NOW people to search illegal streaming sites if they can't find shows they
Viafree want to watch. Few interviewees in Germany and Denmark mentioned
Yousee illegal streaming or the use of VPNs.
Dansk

Sources: (L1) Statistics Denmark (DK, 2022); NL Film Fonds (NL, 2023); Kantar (DE, 2023a); Auditel 2023 (IT, 2023); (L2) EAO (2024: 51).
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Platforms our survey respondents use for ‘longform’ screen content
Netflix in unrivalled position

% of respondents 16-34, 4 countries combined « Responses to our surveys show that the average number of platforms used to watch
longform content (defined as >20min) across all 4 countries is 3.9. In Italy and the

Netflix ‘_ 86% Netherlands, itis 3.8, in Denmark 4.5 and in Germany 4.7.

* When asked to select all the platforms they use, 86% of respondents aged 16-34 chose

YouTube ‘_ 58% Netflix, making it the clear leader. Netflix is also the clear leader in each individual

country
Disney+ ‘_ 48% * YouTube, which is in second place overall, ranks second in Germany (71%) and the
Netherlands (65%), third in Italy (52%), and fifth in Denmark (44%).
Prime Video ‘_ 43% * Prime Video (43% combined) is strong in Italy (second with 72%) and Germany (third
with 66%), but drops to fourth place overall because Amazon has no online retail
peB . ‘_ business in Denmark. In the Netherlands it ranks fifth (33%).
streamlng 43%
» Disney+, which launched in 2020, ranks third overall (48%). It is third in Denmark (57%)
Cinema ‘_ 24% and the Netherlands (45%), and fourth in Germany (48%) and Italy (43%).
* PSB streaming usage (43% combined) is boosted by Denmark (52%). In Germany and
the Netherlands, only around a third reported using PSB streaming services, while in
HBO M % . L o X . L
> ‘- =% Italy, it was 38%. Digital diaries and interviews revealed that PSB usage is limited
Local commercial ‘- - * The cinema was selected by 34% of survey respondents, ahead of local commercial
streaming streaming services (25%) and linear TV (15%).
Other ‘- 16% « (HBO) Max (25%) ranks low overall because it is only available in Denmark (65%) and
the Netherlands (36%). For more country details see Interim Report (IR) Denmark, IR
, IR Netherlands and :
TV channels ‘- 15% Germany 1R ltaly

Question “Where do you usually go when you want to watch such screen content? (Please pick all the options that apply)”
Base: All respondents aged 16-34 who answered the question (n=1,797, 3.9 platforms named on average). Source: Screen EncountersWith Britain. Survey DK, DE, NL, IT. 12



https://kclpure.kcl.ac.uk/portal/en/publications/screen-encounters-with-britain-interim-report-denmark-what-do-you
https://kclpure.kcl.ac.uk/portal/en/publications/screen-encounters-with-britain-interim-report-germany-what-do-you
https://kclpure.kcl.ac.uk/portal/en/publications/screen-encounters-with-britain-interim-report-germany-what-do-you
https://kclpure.kcl.ac.uk/portal/en/publications/screen-encounters-with-britain-interim-report-netherlands-what-do
https://kclpure.kcl.ac.uk/portal/en/publications/screen-encounters-with-britain-interim-report-italy-what-do-young

Platforms used by survey respondents — by age

% of respondents, by age, 4 countries combined

88 88 g7
83
65 65
55
50 50
44 a I 45

Netflix YouTube Disney + Amazon Prime

Video

PSB streaming

H16-19 W20-24 =25-29 30-34

30 31
27
24 2625 oy
21
18 18 18
14
Cinema HBO Max Local commercial Other TV Channels
streaming

* Analysed by age, significant variations can be seen for YouTube, PSB
streaming, cinema and (HBO) Max.

* YouTube use for longform content drops from 65% among 16-24s and
55% among 25-29s to 44% among 30-34s.

« For PSB streaming, the trend is reversed, with a notable drop among the
youngest. Only 29% of 16-19s use PSB streaming services, compared to
40% of 20-24s and 49% of 25-34s

* Cinema ranks highest for 25-29s (41%); Max for 20-24s (31%).
B

Question “"Where do you usually go when you want to watch such screen content? (Please pick all the options that apply)”

* Forlocal commercial streaming services and TV channels there is less age
variation, but notable variations exist between countries.

* Inltaly itis 20-29s who use TV channels the most, possibly because many
still live at home. In the other countries it's the reverse: the youngest (16-
19), who live at home, watch channels with their families, while the oldest
(30-34) watch because they grew up watching linear TV.

* Inall 4 countries there is comparatively low engagement with linear TV
and a strong preference for global over domestic streaming services.

U [
:

Base: All respondents aged 16-34 who answered the question (n=1,797, 3.9 platforms named on average). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT. 13



Netflix — the unrivalled No. 1

Liked for variety of content, high quality & user-friendly interface

» For popularity and frequency of use, Netflix proved the clear
“the first place goes to Netflix favourite among research participants in all four countries —
because of the variety of content it offers, across surveys, 5-day digital viewing diaries, and interviews.
ec

even docu-series, |'ve always liked that p|atfqrm.cﬁnd * Interviewees explained their preference for Netflix because of its
then for me it's also a matter of user e'xpelrfl.en ’ user-friendly interface, quality content (see Matteo and Didier
meaning that the Netflix platform itsefti> find left), and variety of choice (Annette, Lene), especially for content
accommodating, you know? It's easy to use, | can ‘formed around youth culture’ (Jay, DE,17).

i i i issing [ ... ] but
s | like, maybe some films are missing ; |
thaestfglrna?s the origir?al content, all in all it satisfies me. . w0 German respondents breferred Nt because al shows are

_ Matteo, 28 “ availab.le with t.he o.riginal English soundtrack, unlike many other
streaming services in Germany.

* lItaly was the only country where several interviewees preferred

“| think Netflix is more popular. Prime Video to Netflix. In Italy, Prime Video offers a substantial

But on Disney there are just, like, Is of course the contenotu“ng Netflix] amount of domestic content, including popular stand-up comedy
3 few series we all watch. But satisfied with the COntent'[’ really am very series LOL: Chi ride e fuori, and reality show [talia Shore. It is
Netflix has more variety for us” 9great factor for me is the yse J.And another inexpensive as part of the Amazon Prime deal. Since most Italians
- Annette, 19 .the home screen, | think Userinterface - 5o still prefer to watch dubbed foreign-language content (see slide
- Intuitive to yse [, ]An /IS very easy ang 74), Italian interviewees, unlike their German counterparts, were
With what the user“lznterrzalizeo,g 'Squ_l'te bad not troubled by dubbed versions.
"I will def!mte_aly say Ne;fhx, . Is not very practicabi. H ke, and * Disney+ is popular with young people in all 4 countries, but it is
because | think its more |\;\ers ' \ - Didier; 29 ' no match for Netflix. Interviews revealed that it is seen as a
It has everything on It |t|. 25 l \ platform for certain US shows, including How | Met Your Mother
Danish movies, it is Englls kind - and Modern Family (which moved from Netflix to Disney+ in
British, Japanese, an?l all thatidr 2022), the Star Wars franchise, films and series from the Marvel
of stuff’  Jmw universe, and Disney's children’s classics, which are frequently
- Lene , 17 rewatched for nostalgia and comfort, especially by women.
M, U [ o TTTTIIEES—S— 2 Jmm—

Source: Screen Encounters With Britain. Interviews with young audiences in Denmark, Netherlands, Germany, Italy.
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YouTube

Liked for ease of access, relaxation, comedy and alternative content

“if | really feel like watching a series or @
something similar, then | would look at N_ert blx
or Amazon Prime. But | usually |g§) to YouTube

straight after work because It SJUStla kr‘noreto
relaxing viewing experience. You don't ) ave
concentrate for an hour or two...
- Markus, 26

“It seems like there's an infinite
amount of British panel shows!

" ! ne, .
when I'm alo [...] It felt like a whole network

| usually watch, like, Italian

_ | a community of comedi
stuff, or something ans and
YOUT#bs i music-related.’ TV shows that I could get into
whic SRR and follow.”
- Gemma, ) | - Thomas, 29 .'#

“l use YouTube more than full series and
stuff, | would say. [..] A lot of reviews about
shows that | watch. | like watching those a
lot. [...] | don't really watch, like, YouTubers. |

don't really follow people. It's more, like, /

video essays [...] a lot of debates.” )
Yda, 21 ‘

Source: Screen Encounters With Britain. Interviews with young audiences in Denmark, Netherlands, Germany, Italy.

[ T

In all 4 countries, it is the under-25s who use YouTube the most for

watching content lasting longer than 20 minutes (in addition to short-
form material).

YouTube serves as an alternative to satisfy personal tastes not met by
VoDs (see Yda left) or because it requires less concentration (Markus).
Comedy consistently performs well on YouTube (Thomas).

Many interviewees in DK, NL and DE referred to YouTube as a platform
where they discovered and were recommended content (Yda). They also
used it to watch some ‘longform’ British shows. Younger men in Denmark
mentioned Gordon Ramsay and Jeremy Clarkson. Older Danish men
regularly watched highlights or full episodes of panel shows (Taskmaster,
Would I Lie to You?, 8 Out of 10 Cats).

Men, but fewer women, in all 4 countries mentioned watching domestic,
UK and US stand-up comedians on YouTube. One ltalian interviewee
noted that watching an Italian stand-up comedian on YouTube was more
convenient than accessing his show on the domestic streaming service.

Many interviewees, especially men, mentioned encountering trailers for
UK or US screen content on YouTube. In Italy, there is a stronger focus on
Italian-language offerings (music, instructional videos, hobbies), likely
due to lower English language proficiency.
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Local streaming services hold less appeal

But Denmark and Italy fare better than Germany and the Netherlands

"we do have something called

NPO Plus or somethi
use it, so | didn'tmen
is | can watch some
on there - and so

some | don't. Butt
there that | wa nt to watc

— Kenny, 19
b 4
\'Ve Used
’ say thet ing
V’:\se\/e ral e : anted toW atch
rogf never don€
thata P ] but ''ve | can fin
s on there o nevssee it Lo
any aC“\QX . h on Ral
e

ng. But | rarely ever
tion it. .1 Al know
movies that are also
me | have to pay for, and
here's not really stuff ,(’)n
h, you know?

‘I have Netflix right now, and use
m.ostly. l'used to have some other
Danish streaming programmes but
after a while | get tired of the,m
because | watched all the stuff that
was on there”
- Helle, 17 :#

it

"l actually used [commercial streamer]
Joyn to rewatch series and TV shows that
were on TV, but | missed them somehow.

[...] since | don't watch TV that often
anymore, that's probably also why | don't
use Joyn anymore that often as well.”

- Fernand, 17 ’

Source: Screen Encounters With Britain. Interviews with young audiences in Denmark, Netherlands, Germany, Italy.

For many young viewers, especially 16-19s, domestic streaming
services, both commercial and public-service, hold little appeal
(See slide 13, and quotes on left).

Even with stronger PSB streaming offers like DRTV and TV2 Play in

Denmark or RaiPlay in Italy, the youngest showed little affection for

domestic platforms. They claim to use them ‘rarely’ and only for
certain domestic shows. Margherita (27, IT) mentioned using
RaiPlay to watch an interview with Fedez, a famous ltalian rapper,
but did not use it much otherwise.

Even when producing appealing content, local services still lose out

to global platforms. Mario (IT, 17) watched Italian sci-fi series Noi
Siamo Leggenda [trs. We are Legend, 2023], a co-production
between Rai, Fabula Pictures and Amazon on Prime Video. Didier
(DE, 29) had never seen high-budget German TV dramas Babylon
Berlin (RTL) and The Swarm (ZDF), even though they were heavily
promoted.

Didier mused that for him local streamers “are non-existent as
competitors in this area” because global streamers are so
“omnipresent”.

However, there are clear age differences. Viewers over 30, who
grew up without global streamers, are still in the habit of using
domestic streamers and TV channels, at least occasionally.



Linear TV

Only for family viewing and out of habit for the oldest cohort
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on TV. And De slimste Mens (The .
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artment, Danish
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television just isn't reall ¢
menu, so to speak.

27
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Source: Screen Encounters With Britain. Interviews with young audiences in Denmark, Netherlands, Germany, Italy.

TV channels were used by 15% of respondents across all 4 countries.
However, Denmark (7%) lags significantly behind Germany (19%),
Italy (18%) and the Netherlands (17%). In Germany (26%) and the
Netherlands (23%) 30-34s watch channels the most. In Denmark it is
16-19s (10%), and in ltaly it is 20-24s (21%).

Linear TV has diminishing appeal. For Mads (27) in Denmark (left), TV
is from a bygone era. Livia (32) in Germany only watches Netflix now.
She used to watch German shows on linear TV, but never fixed her TV
set after losing access to these channels.

Watching linear TV for 16-34s is mainly associated with family
viewing. In Italy, this occurs during mealtimes, as all 22 interviewees
lived with family or partners. In all 4 countries young people reported
watching TV with family sometimes, when visiting, during Christmas,
or because they still live at home with family.

The most frequently mentioned linear TV programmes were domestic
entertainment shows such as Wie is de Mol? (NPO, Who is the Mole?)
in NL and talk shows like Belve (Rai 2) in Italy. In Italy, more domestic
shows were named because family viewing is still more common.

Several of the youngest, especially women living at home, mentioned
watching classic films or fictional series (usually from the US) with
their parents. Notting Hill was among UK films mentioned in

Germany, Italy and Denmark - a film they know as ‘mother’s favourite’

and one that is shown at least once a year during Christmas.

17



‘Light viewing’

Young people like watching TV whilst eating, studying and for comfort

" watch it [The Offige, usl
while I'm eating, | mean, it's a clzs;noc,
20 minutes to preparé fooq an :
minutes to eat [..] sometlmes a

lunch | like to watch things again.
maybe | rewatch'some episodes...
- Daniele, 25 “

" do like an ‘easy laugh’, you
knc‘av?/? For instance, with Mode‘r(n
Family and whatnot.' And. | thin .la
lot of that, like, comic relief, eai 3{
accessible TV shows are more likely

— Emilia, 24 -

‘sometimes | just like to watch it

[[Carly US teen series on
Nickelodeon]. I think it's

entertaining. It's just mindless
entertainment to me”

Many interviewees reported watching while eating, studying, travelling,
phone scrolling or as ‘background noise’, so favouring content that
requires less attention.

The appeal of US sitcoms, as Daniele (25, left) suggests, lies not only in
their humour, but also because they constitute short light viewing with
familiar stories and characters that can be watched as stand-alone
episodes.

Another noteworthy habit among interviewees is repeat viewing.
Frequently rewatched titles include US series like Grey’s Anatomy and
How I Met Your Mother, but also some British films (Harry Potter, Notting
Hill, Love Actually) and series (The End of the F***ng World, Sex
Education, Lovesick) and the perceived ‘British’ drama, Bridgerton.

Re-watching was mentioned in relation to ‘nostalgia’ (Floor, NL, 20),
‘favourites’ and ‘comfort viewing’ (Benedetta, IT, 24; Thomas, DK, 29), as
a choice when 'not knowing what to watch’ (Elisa, IT, 26) or ‘'not wanting
to commit to a new show’ (Deja, DE, 25). It is also something they opt
for when engaged in something else, like eating (Daniele, IT, 25).

to be American.’ - i
- Kirsten, 29 - oo §
.
1
A = TS P

Source: Screen Encounters With Britain. Interviews with young audiences in Denmark, Netherlands, Germany, Italy.

18



Genre preferences — all countries of origin

Scripted genres most popular

% of respondents 16-34, by country

Fantasy / Sci-Fi

41%

Action / Adventure

Comedy / Comedy-Drama 3%

41%
32%

33%
35%

Sitcoms

Drama 24% 259,

38%

40%

Crime / Thriller 33%
35%

42%

26%

32%

Animation 30%

37%
26%

30%
28%
29%

Romance / Romantic Comedy

30%
33%

Historical Drama 30%

19%

EMDK ENL ®DE IT

47%
45%
47%

46%
48%

43%
43%

52%

44%

45%
52%

When asked to select their top five genres, survey respondents favoured
scripted genres (see left) over unscripted genres (next slide).

Fantasy/Sci-Fi, Action/Adventure and Comedy/Comedy-Drama are the most

popular genres among young people (16-34) in all 4 countries (see left).
Action/Adventure is especially popular with 16-19s.

There are significant gender variations. Women showed clear preferences for
Romance/Romantic comedy (47% vs 12% of men), Historical Drama (33% vs

23%), and Sitcoms (43% vs 31%).

Men displayed clear preferences for Action/Adventure (60% vs 29%),
Fantasy/Sci-Fi (55% vs 34%) and Animation (38% vs 22%).

The popularity of animation, which ranges from 26% in Denmark to 37% in
Italy, was confirmed in interviews, explaining the high ranking of Japan as a

country-of-origin preference (see slide 25).
Crime/Thrillers were more popular in Denmark (40%) and Germany (42%).

Historical drama is notably less popular in Italy (19%) than in the other 3
countries, where 30-33% marked it as a favourite.

Question “What type of screen content do you like best?” [5 responses were allowed, therefore percentages add up to more than 100%].
Base: All respondents aged 16-34 who answered the question (n=1,811; nDK=422; nNL=408; nDE=426; nIT=555; average No. of answers by respondent 4.2, DK=4.5; NL=4.1; DE=4.2; IT=4.1). Source: Screen Encounters With Britain. Survey DK, DE, NL. IT. 19



Genre preferences (continued)

Light entertainment / unscripted content less popular

% of respondents 16-34, by country

Light entertainment / unscripted content proved less popular overall than

36%
31%
28%

Documentaries

19%

13%
15%

cI
S

Stand-up Comedy

23%

9%

Talk Shows

4%
7%

- .
. 14%
Reality TV

Talent Competitions

17%

Lifestyle & Factual Ent.

EDK mNL ®=DE IT

Question “What type of screen content do you like best?” [5 responses were allowed therefore percentages add up to more than 100%)].
Base: All respondents aged 16-34 who answered the question (n=1,811; nDK=422; nNL=408; nDE=426; nIT=555; average No. of answers by respondent 4.2, DK=4.5; NL=4.1; DE=4.2; IT=4.1). Source: Screen Encounters With Britain. Survey DK, DE, NL. IT. 20

scripted content.

« Documentaries were the most popular non-scripted genre, but with country
variations. In Denmark, 35% of respondents selected documentaries as one of
their 5 favourite genres, but only 19% did so in Italy.

» Danish respondents also showed a much stronger preferences for Lifestyle &
Factual Entertainment (19%), compared to respondents in Italy (3%), Germany
(6%) and the Netherlands (7%).

* InItaly, Stand-up Comedy is the most popular light entertainment genre (23%),
ranking higher than in the other 3 countries (12-15%).

+ Talent competitions and reality TV, once schedule staples, have fallen out of
favour. While 17% of Italian respondents picked talent shows as one of their
top 5 genres, these were much less favoured in NL (4%), DE (7%) and DK (9%).
Only between 7% (IT) and 15% (DK) of survey respondents picked reality TV.

+ Talent Competitions and Lifestyle & Factual Entertainment are more popular
with young women (both 13% vs 5% for males). For reality TV the gender gap
is even greater (20% vs 5%).

« Age is a strong determinant in some cases. 30-34s favoured documentaries
(40%) and talk shows (14%) more than younger age groups.



Chapter summary

Exports, historical familiarity and status of UK content

« SVoDs have become crucial for increasing the visibility of younger-skewing UK content
to younger audiences, especially in Italy and Germany, where the volume of UK
purchases has been historically low.

«  Familiarity with UK film and TV is historically strongest in Denmark and the Netherlands,
both in terms of volume and in the variety of scripted and non-scripted shows that are

4. British screen content ~cquired and watched.

Current status of UK content among 16-34s

« Although UK content was consistently selected by survey respondents as one of their
top 3 countries of origin for long form content — ahead of domestic content in both the
Netherlands and Germany — the popularity of UK content ranks a distant second (18%)
to the US (56%) as the top country of origin choice.

« Country of origin preferences were confirmed by episodes viewed as part of digital
diaries. These showed the UK ranking second (17%) after the US (58%) (all countries
combined), ahead of domestic content (15%), except in Italy (23% domestic vs 5% UK).

« Surveys, digital diaries and interviews revealed that, aside from English-language or
domestic programming, little is watched from other countries.

« 80% in the Netherlands and 67% in Denmark watched UK content at least several times a
month, confirming greater familiarity, but almost half in Italy (49%) and 40% in Germany
watched less than once a month.

« Survey respondents recalled between 479 (NL) and 271 (IT) unique UK TV titles, and
between 333 (DE) and 71 (NL) unique film titles. The most mentioned TV titles were
available on Netflix (e.g. Sex Education, The Crown, Peaky Blinders), followed by Prime
Video. The most mentioned films were older titles (e.g. Harry Potter, Notting Hill).

* Netflix is the most popular platform for watching UK content (82-83%) by a wide margin.

« Genres where the UK performs particularly well include comedy/comedy drama,
historical drama, fantasy/sci-fi and romance/romantic comedy.

Screen Encounters With Britain — Final Report - click here to return to table of contents - 21



UK screen content in Denmark, Germany, Italy and the Netherlands

SVoDs are important for visibility and popularity of UK content in all 4 countries

» According to Pact’s latest UK exports report for 2023/24 (Pact/3Vision,

"generally speaking, 2024), Germany is now the UK's largest European export market by value
British content is a bit.. too (£118m), lagging after the US (£593m) and Australia (£160m), but ahead
sophisticated for our audience. So “We used to sell basically one of the Nordi'cs (£104m), Canada (£89m), France (£81m), the Netherlands
sometimes what is free TV in the detective series to Germany [...] (£35m), Spaln (£34m), and Italy (£29m).
UK'is perceived as pay-TV, edgy which is not aimed at this age « Sales to the Netherlands and Denmark, which is included in the Nordics,
shows for the Italian audience.” group. And now | think probably are comparatively small by value because these are small markets. But in
- Italian Programme Buyer 2 e @ @ iR T ie (B ey terms of import ranking (next slides) the UK has always taken second
“ : would have sold to Germany: place after the US. Programme buyers in both countries note the
- UK Sales Executive - historically high status of UK content but also admit that these UK shows
attract mostly older viewers (see Danish buyer). Two Dutch buyers
“Anyone will watch UK ' mentioned a current dearth of good British sitcoms and sketch shows (see
content if it is right, but UKd : bottom left).
drama often skews O‘C.ﬁ: an “we haven't found a UK comedy « ltaly's position behind the other large European markets has been
is very POpu‘a“‘N' y ““ for a.Iong time. | don’t know why consistent since the 1990s (Steemers, 2004: 44) and this is still the case
audiences 40 plus. that is. [.] And young people are (Buyer 2, IT), although UK content is doing much better in Italian cinemas
- Danish Buyer really interested in light-hearted (see slides 23 and 27), and now also on global SVoDs.
comedy, but they will look now,
for instance, at very old US series * InItaly and Germany, the emergence of global SVoDs has changed the
like Friends. So that's quite a visibility and popularity of UK content. The most frequently mentioned UK
challenge, | would say." programmes by survey respondents (16-34) are available on Netflix and
- Dutch Buyer2 ‘"o Prime Video (see slides 31 and 32), including contemporary UK TV drama
(Sex Education, Peaky Blinders) and continuing interest in classic film
V franchises (Harry Potter, James Bond) and film titles (Notting Hill, Bridget

— \

\ Jones’ Diary, Love Actually) that are fondly remembered.
. U = Pl

Source: Screen Encounters With Britain. Interviews with Cultural Intermediaries in Denmark, Netherlands, Germany, Italy.
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Significant variations in familiarity
Viewers in Denmark and the Netherlands more familiar with UK film & TV than in Germany and Italy

Rounded % sh fTV fiction i rts (2004), by selected tri [ . . .. .

oHneec B enate o o mporl mz Y oe eCNT_ o m::E/reglons = * TV fiction import statistics from the European Audiovisual Observatory (EAO)
provide insights into the historical status of British TV fiction in each of the 4

us CoTm . e% TR &% case study markets.

GB 8% 19% 3% 2% o o

AANT 204 19 1% 1% * The top table, with import shares from 2004, shows that all 4 countries imported

15 15 mostly from the US (between 61% and 76%). UK fiction imports were strong in

LA h Lo the Netherlands (19%), moderate in Denmark (8%, but clearly in second place),

France 2 0% 3% 4% and less significant in Germany (3%) and ltaly (2%). In Italy, both French (4%) and

Germany - 2% na 3% German (3%) fiction imports outperformed UK imports. Italy also imported more

Other European 1% 3% 1% - from non-European countries, including Latin America, and more recently Turkey.

Other non-European (excl. Japan) - ™% % « Variations in familiarity with UK screen content were also evident in the BF/:

Europesn co-pios £ 2 i International Perceptions & Engagement study (BFl/Yonder, 202 1a), which

Mixed co-pros 2% 4% 4% % focused on adults aged 18-65, placing the UK second in terms of familiarity after

Mon-European co-pros T A% 4% I% the US. In the Nordics (including Denmark) 35% of viewers claimed to be familiar

Total imports, in hrs 13126 5892 21562 14343 with British film, 29% with British TV (BFI/Yonder, 2021b: 6); in the Netherlands

Total imports, in % 100% 100% G55, %, 31% with fllm, 27% with TV (BF'/Yonder, 2021c: 6) Responses in Italy and
Germany revealed lower familiarity. In Germany, the share was 24% for film and

Source: SEwB based on EAO (2005, Vol.5: 96) 13% for TV (BFI/Yonder, 2021d: 6). In Italy it was slightly higher for both film

(28%) and TV (16%) (BFIl/Yonder 2021e: 6) (see bottom graph).

Familiarity with British film & TV programmes in 2021, adults 18-65 « While 49% (TV & film) of Nordic respondents, and 42% (TV) and 43% (film) of

DK ML DE IT Dutch respondents in the 2021 BFI study claimed to watch British films and TV at
Familiarity with British film - 3% 245 Jase |east.month|y, this fell to 39% (fllm) and 27% (TV) in ItaIy and 38% (fllm) and 28%
Familiarity with British TV ™ p— _ 16% (TV) in Germany (BFl/Yonder 2021b, ¢, d, e: 6).
Source: SEwB based on BFI/Yonder (2021a: 6)
. - [N I

Sources: EAO (2005, Vol. 5: 96, 107), BFl/Yonder Global Reports (2021a:, b, ¢, d, e). 23



Screen Encounters with Britain - Status of UK screen content
Highest in Denmark and the Netherlands, but significantly behind the US as No. 1 choice

% of respondents who put UK in their top 3 country of origin choices

| § |
T 89%
78% 76%

7%  71% 76% 9%

79%  80%  83% 80% 78%

2% 68% 69%

63% 57%

I ] ]
66% 65%

>8% 49%  50% s6% 0%

N\
s A

o

6’\g 'L()’?’b( o) '50’1)A N\e(\ \No‘“e(\

When asked to write down their top 3 country of origin choices for longform screen
content (left), 78% of SEwB survey respondents in Denmark, and 79% in the Netherlands
listed the UK in their top 3. In Germany and ltaly, the figure was a little lower at 63% and
58% respectively, which is still relatively high.

Given the comparatively weak history of British TV programmes in ltaly, these findings
suggest that the status of British TV may be rising among young people, catching up with
British film (also see slides 23 and 27).

There is no clear age pattern across countries. In Germany and ltaly, those aged 25-29
and 30-34 were more likely to list the UK in their Top 3 than those aged 16-24. Also,
gender differences that are small in DK and NL are more pronounced in DE and IT.

When considering just the No. 1 choice (bottom graph), the UK is clearly second to the
US, ranking from 9% (IT) to 24% (NL), compared to 52%-61% who chose the US as No. 1.

% of respondents who put UK / US as their top 1 country of origin

—
UK 24%

20%
9%

e ——
us 52%

57%
61%

B DK ®NL DE T

The UK ranks 3 as first choice behind domestic content in Italy (9% vs 20%) and
Denmark (18% vs 24%) but is ahead of domestic content in Germany (18% v 9%) and
the Netherlands (24% vs 13%).

B EEEE————

Question “Which countries (national or international) are your favourite sources when it comes to screen content? (Please wrte your answers starting with your most favourite)” — List 3 only
Base: All respondents aged 16-34 who answered the question statement (n=1,710; nDK=413; nNL=386; nDE=380; nIT=531). Source: Screen Encounters With Britain. Survey Survey DK, NL, DE, IT.
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Country of origin preferences

US content reigns supreme

% share of respondents 16-34, Top 3 CoO choices by country
e BE usa I oo usa I s: usa | oo
Denmark [N s U Ve = italy | 75
uk T s Netherlands | s:% Germany |G 5 uk [ s
France . 8% Japan [ 7% Japan - 14% Japan \- 15%
Japan I 5% South Korea . 7% France - 1% Spain \- 14%
Germany J 5% Germany I 4% South Korea [l 7% France [l 9%
South Korea | 4% Canada [ 3% Sweden ] 5% South Korea [} 7%
Spain | 4% Nordics | 3% Nordics || 3% Europe I 3%
Norway [ 3% Spain | 3% ltaly | 3% Latin America || 2%
Sweden I 3% “ Italy I 2% ; Australia | 2% — Germany \l 2% “

* Among the top 3 choices, the US was named most often by 91% of « Domestic content was the 2d preference for 75% of Italian respondents,
survey respondents in Denmark and Italy, 90% in the Netherlands, and and 80% of Danish respondents, but came 3 after the UK in NL (52%)
88% in Germany. and DE (51%).

* UK content ranked second in the Netherlands (79%) and Germany « In all 4 markets, other countries had much lower shares, with the highest
(63%). In Denmark, it came close to domestic content (78% vs 80%). share going to Japan because of the popularity of anime (see genre
Italy, with a clear third place for British content (58%), is an outlier. preferences, slide 30).

U U0 - [
Question “Which countries (national or international) are your favourite sources when it comes to screen content? (Please write your answers starting with your most favourite)” 25

Base: All respondents aged 16-34 who answered the question (n=1,710; nDK=413; nNL=386; nDE=380; nIT=531). Countries listed with a share of 1% or less were omitted in the graph. Source: Screen Encounters With Britain. Survey DK, NL, DE, IT.



Country of origin preferences confirmed by digital diaries

Digital diary entries of programmes watched over 5 days comprises US films & TV series fQ”OWGd by UK contgnt, except in
Al - o o - Italy, where UK content ranked third, behind domestic content.

N 102 an ag 26 28 Out of 365 unique titles entered into 102 Digital Diaries over 5 days
o mrﬂﬂpﬂfnm . 16 o1 o 104 51% were US titles (incl. co-pros), 17% were UK titles (excl. co-pros),
L2 Mumberof unique titles Viewed i 1% were titles from either Australia, New Zealand or South Africa
13  MNumberof episodes viewed 1,044 180 286 296 282 (L4-6). In sum, 69% of titles watched originated from English-

L4 Share of US titles, incl. co-pros with UK and athers S1% A9% B0 49% S6% language countries.
L5 Share of UK titles, excl. co-pres with the US 1% 24% 17% 20% 8% 21% of titles watched were domestic, only 4% were from other
European countries and 6% from ‘other countries’, i.e. non-European
ek : 1% 0% o 2% 0% h '
Lt  Share of other English-language titles (AL NZ SA) and non-Engllsh Ianguage (L7-9).
L7 Share of domestic titles 21% 22% 16% 20% 2% .
_ — = — — - In terms of the share of episodes watched, the US does even better
L& Share of ather Eurcpean titles (58%), the UK share remains the same (17%), and the share of
L9 Share of other titles &% 3w 0% 4% 5% episodes from Australia, New Zealand or South Africa increases to
L10 Share of US episodes, incl. co-pros with the UK and others ~ 58%  58%  51%  55%  6&% 2%. In total, the consumption of English-language content grows to
o -
L11 Share of UK episodes, exd. co-pros with the LIS 17% 24% 16% 22% 5% 77% (L10-12).
. . The share of domestic episodes watched decreases to 15% (L13)
; 2% 0% 1% 7% 0% P o ;
112 Share of ather English-language episodes (Aus, NZ, SA) that of European episodes remains at 4% (L14).
L13 Share of domestic episodes 15% 14% 15% 9% 23% L o
Share of E _ ™ - - - ang There are notable country variations. Viewing of UK content was
e strongest in Denmark (24% of titles / 24% of episodes) and Germany
L15 Share of ather episodes i ' e o i (20% of titles and 22% of episodes), and lowest in Italy (8% of titles
and 5% of episodes) (L5, L11).
Domestic titles performed best in Denmark (22% of titles / 14% of
episodes) and ltaly (27% of titles / 23% of episodes) (L7, L12). Only in
Italy did domestic content rank second to the US.

Sources: SEwB Digital Diaries: Denmark (2022), Germany (2023), Netherlands (2023), ftaly (2024).

102 Digital Diaries and 86 interviewees confirmed that most viewing
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Country of origin preferences

UK ranking confirmed in industry & audience interviews

US content is pfObab\y “So it_’s mainly British—_American .
"\ Wou.\d say because this is what documentaries that we acquire. And Flemish.”
the first oﬂce{[ 1 And then \tg\ian - Progamme Buyer 4 _g
they exgi bécauSe we are in \@a\y. >
Corxrexzr;her’\ | think UK Cont(::ts:it’s r “The English-speaking market is
probab\y the third One'\?secconteﬂtf' attractive. Next to the US setting, the
probab\y closer to the 1 “It's very easy. For us, the rest of British setting is the most global from
- Programme Buy “ the world doesn't really the customer’s point of view.” M
exist. No programming from outside - Chief Distribution Officer, Beta Film

Scandinavia, UK and the US
really performs on our channel.” j¢
rdemand for tickets - Danish Programme Buyer *

and the percentagé of theatres’
occupancy [suggest that]

: interest are slightly . . .
expectations ?T W;t?cr:n cinemagomy. * Interviews with Cultural Intermediaries (see quotes) and
below those of AM ) young people in all 4 countries confirmed the ranking of UK

i d
1 The level of expectation an
ap[pr]eciation of British films is higher young people in all
A om e airy » According to buyers, audience engagement with French

as well as from further afield” I 1 series like Lupin, Spanish series Elite and Money Heist, or
_ Film Festival Director 1 Korean series Squid Game (all on Netflix) was ‘rare’, and
usually a result of Netflix's recommendations.

» Very few young interviewees were omnivorous viewers,
curious to watch content from across the world.

=Ny U [ D

Source: Screen Encounters With Britain. Interviews with cultural intermediaries DK, NL, DE, IT; Oliver Bachert, Chief Distribution Officer, Beta Film, cited in Urbe, W. (2023). 27



Frequency of UK screen content consumption
Highest in Denmark and the Netherlands

Viewing frequency of UK SC, respondents 16-34 by country

45%

41% 40%

. + Survey responses on how often (on average) they watch UK content,

37% 38%
33%
31% revealed that in all countries more than half of respondents (56%-80%)
25% watch UK screen content at least several times a month.
22% 00 . . o pe . .
- * Inline with greater familiarity with UK content, 80% of survey respondents
14% 14% 1o in the Netherlands and 67% in Denmark claim to watch UK content at
» 1% least several times a month. Almost half of respondents in Italy (49%) and
e 40% in Germany watch it less than once a month (top graph).

* These responses confirm the higher status and greater familiarity of UK
At least 3 times a week 1-2 times a week Several times a month Less than once a month content in Denmark and the Netherlands (S|IdeS 23: 25)

W Denmark M Netherlands ™ Germany  lItaly « Another strong predictor for viewing frequency is English Language
Proficiency (bottom graph — all 4 markets). Those who speak English
fluently have a significantly higher consumption frequency than those
with medium (‘conversational’) and low proficiency (‘'school level or less’).

« Educational attainment also plays a role, but to a lesser extent. Those with
primary education watch the least. But in this survey's sample these are
also the youngest respondents (16-19), and the youngest also have the
lowest consumption of longform content in general.

English Language Proficiency

« Respondents with a migration background had a slightly higher
consumption of UK screen content but not by much. Gender variations
were even smaller.

e T B

Question “How often do you watch British screen content (on average)?”
Base: All respondents aged 16-34 who answered the questions (n=1,790; nDK=421; nNL=404; nDE=420; nIT=545). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT. 28



Changes in the consumption frequency of UK content

Positive development overall, with only the oldest cohort in DK showing some decline

Changes in consumption frequency of UK content, in %
DK 38 44
N
N s 3 :
T T :
B | watch more B Unchanged | watch less Don't know .
| watch more, in % | watch less, in %
DK ML DE IT DK ML DE IT
1619 53 64 48 46 16-19 7 6 T 6
20-24 42 46 5 40 20-24 & 4 6
25-29 32 33 40 36 25-29 ] 16 g &
30-34 16 27 35 20 30-3¢ 2N s 8 5
U - T

When asked about changes in their consumption of UK content in
the last 5 years, between 35% (IT) and 43% (DE) of 16-34s believed

they
(top

watch more than they used to. 6-10% believed they watch less
graph).

In the Netherlands (41%) and Germany (43%) more believe that
their consumption has increased. In Denmark (44%) and lItaly (48%)
more think it has remained the same.

The greatest increase in consumption is among 16-24s (bottom left
table).

20%

of 30-34s in Denmark and 16% of 25-29s in the Netherlands

believe they watch less (bottom right table).

The most commonly cited reason for ‘'watching more’ is age.
Between 47% (DK and NL) and 58% (DE and IT) ticked this reason.

5

1

2

most popular explanations for watching more UK content
As I've gotten older, | have become more used to watching British content
| watch more screen content in general
There is more UK content to choose from
My streaming services recommend UK content to me

UK content has become better and more interesting

Questions “How has the amount of British screen content you watch changed over the past 5 years?” and “Why do you think you watch more British content?”
Base: All respondents aged 16-34 who answered the question (n=1537/649 , nDK=378/162, nNL=379/167, nDE=354/157, nIT=426/163). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT. 29



Genre preferences — UK content vs general genres preferences

UK screen content excels in 4 genres

Comedy / Comedy-Drama
Historical Drama
Fantasy / Sci-Fi

Action / Adventure

Crime / Thriller

Drama

Sitcoms

Stand-up Comedy
Animation
Documentaries

Talent Competitions
Lifestyle & Factual Ent.
Reality TV

Talk Shows

Romance / Romantic.

% of respondents 16-34, all countries

. N=A

43%

I 51

28%
(. 50%
45%
I 5%

45%

(I 369

28%

I oo
(I o6

37%

38%

I oo

36%

A

16%

s

31%

(N -
I s

9%
I 0%

9%
N s

12%

s

11%

28%

M British Content All Content

Genres where the UK performs particularly well include comedy/comedy-drama,
historical drama, fantasy/sci-fi and romance/romantic comedy. This applies to
all 4 countries combined (see graph), but also for each individual country.

In the Netherlands and Denmark, UK productions in several non-scripted
genres were perceived as slightly superior (see Interim Report (IR) Denmark, IR
Germany, IR Netherlands and IR Italy). These results reflect greater familiarity in
NL and DK with non-scripted UK content, as well as weaker domestic
competition.

By comparison digital diaries and interviews in Italy and Germany suggest that
documentaries, stand-up comedy, reality TV, talk shows and talent competitions
(IT only) are genres dominated by more popular domestic productions.

UK screen content is least recognised for sitcoms and animation.

UK crime/thrillers, a staple of UK exports, fare comparatively less well (29%)
against this genre in general (37%). The smallest differential was in the
Netherlands (30/33), a small fiction producer; the largest in Germany (31/42), a
major (co-)producer of popular domestic crime series.

Questions “What type of screen content do you like best?” and “Which types of British screen content do you like best?” [5 responses were allowed for each questionTherefore percentages add up to more than 100%).
Base: All respondents aged 16-34 who answered the questions (for All Content n=1,811, for British Content n=1,533). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT.
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https://kclpure.kcl.ac.uk/portal/en/publications/screen-encounters-with-britain-interim-report-denmark-what-do-you
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UK TV shows watched and remembered

All DK NL DE IT
* When asked what UK TV shows they could remember, 376 Dutch

1 Sherodk 417 83 11a 141 77 . .
. respondents recalled by far the most unique titles (479), followed by
2 Sex Education 386 59 126 92 109 370 Danish respondents (322 titles) and 377 German respondents (309
3 The Crown 06 57 &2 &7 100 titles). 448 Italian respondents recalled only 271 TV titles. They also
_ wrote down fewer UK TV titles overall (1,463) compared to 1,601 in
g e e b e R Denmark, 1,747 in Germany and 2,558 in the Netherlands.
= 5 Doctor Who 203 37 70 63 33 ) .
E * The top 20 TV titles (left) were mentioned between 417 (Sherlock) and
B | & Downton Abbey 196 58 47 49 &2 67 times (Bodyguard and Killing Eve).
o I sk e * Inall 4 countries UK shows on Netflix (Sex Education, The Crown,
G 8 Black Mirror 192 33 61 36 62 Peaky Blinders) are the most watched and remembered.
z _ . .
> 9 Skins 1533 28 25 43 50 « Most shows were available across all 4 countries on Netflix, followed
§ 10 Bridgerton 182 35 37 23 &7 by Prime Video. Some were available on more than one platform.
O 11 Mr Bean 149 36 24 47 42 » A few titles were available on public service platforms, but not
5 12 Heartstopper 143 33 64 3 2% nggessari ly as exclusives (Barnaby/Midsomer Murders, Downton Abbey,
) Killing Eve, Sherlock).
= 13 The End of the ***“ing World 137 19 41 35 42 ) ) ) . o
w 4 The oo (UK or L L S * Bridgerton (10th, grey in the table) was often identified as British
e 14 Thetriice {Ukorll) L L because of its UK settings and UK cast. The Office (14th, also grey) was
; 14 Derry Girls 112 28 38 32 14 well-known, but interviews revealed that it was mostly the US version
N 15 AfterLife M0 19 34 22 35 that people had seen.
|9 16 Bamaby{Midsomer Murders) 107 51 34 17 5 * 50 shows were misidentified in Italy (18%), mostly from the US. In
_— . S e Denmark, the Netherlands and Germany there were fewer
ECiciRaT misidentifications, and most of those came from less than a handful of
18 Good Omens L 4 38 17 12 individuals.
19 Bodyguard BT 13 22 21 1M
20 Killing Eve 67 15 37 10 5
Question “Can you tell us the titles of British screen content you have watched? Please list as many titles as you can — current or older.” 31

Base: All respondents aged 16-34 who entered titles (n=1,571; excluding responses along the lines of ‘'no’ or I'm not sure’). Source: Screen Encounters with Britain. Survey DK, DE, NL, IT.



UK films watched and remembered

All DK NL DE IT

1 Harry Patter 362 102 24 112 124

2 lames Bond 162 b4 10 &1 27

3 Natting Hill 118 32 & 30 50

‘£ 4 Lowe Actwally 101 35 8 38 22
g 5 Pride and Prejudice g8 14 9 39 25
E & Moty Python (various) B3 26 21 30 &
E 7 Kimgsman T2 308 7 22 13
'é‘ 8 Bridget Jones's Diary B4 27 4 14 19
a 9 The King's Speech B3 12 3 14 34
c"'s 10 Duanildrk 55 18 2 12 22
O 11 Theimitation Game 49 15 1 21 12
E 12 Fantastic Beasts 42 18 2 18 4
g 13 Trainspotting 44 ) 1 11 25
: 14 Emola Holmes 41 8 3 13 N
|9 15 Paddington 41 10 4 18 9
16 Haot Fuzz 33 18 1 10 @

17 Billy Elliat 31 B 0 9 14

18 Johnny English 28 1@ 2 10 5

19 The Theoryof Everything 29 8 &8 4 9

20 1917 24 5 2 4 13

L
N

Survey respondents in Denmark, Germany and Italy listed around 1,000
UK film titles each. German respondents named the most unique film
titles (333), followed by Italy (308), and Denmark (256) and the
Netherlands (71).

In the Netherlands the translation of the survey question may have
prompted respondents to think more about TV series than films.
However, only 28% of Dutch survey respondents listed the cinema as a
favoured platform, just behind Denmark (29%) and significantly behind
Italy (37%) and Germany (42%). This may account for lower numbers of
film titles mentioned in the Netherlands.

In Italy, the country with the lowest recall of TV series, UK films received
stronger recognition (308 unique film titles) than TV series (271 unique
titles). Italy also has the largest offer of UK productions overall, including
1,809 on Prime Video (see slide 35).

In all 4 countries the top 20 (left) were dominated by older film franchises
like Harry Potter or James Bond, ‘classic’ romantic comedies like Notting
Hill and Love Actually, broadcast frequently at Christmas, or Pride &
Prejudice, a common school ‘text’, especially in Germany and ltaly.

While TV series were dominated by Netflix, films in each country were
spread more equally between Netflix and Prime Video, depending on
who had the rights.

Overall, the list suggests that in all countries it is older titles and
franchises which are watched and most easily remembered.

Question “Can you tell us the titles of British screen content you have watched? Please list as many titles as you can — current or older.”

Base: All respondents aged 16-34 who entered titles (n=1,571; excluding responses along the lines of ‘no’ or I'm not sure’). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT. 32



Most popular access points for British content

Netflix dominates in all 4 age groups

% of respondents, by age, 4 countries combined

83% 82% 82% 82%

42%

40% 38% 40%
34%
28% 28% 0% S5o, 30%
DO 22% 0 ° 24/
21% % 21% o 20% 20% 1o 18%

° 14% 2% 0 13%

. - - h = ‘9% 5
7% 1% 7% - 59
Netflix YouTube Amazon Prime Disney+ Cinema HBO Max Local commercial TV Channels PSB streaming Other
Video streaming
H16-19 m20-24 25-29 30-34
* Asked to pick the 3 most relevant platforms for watching UK content, * Local commercial streaming services and TV channels are less significant
Netflix proved the clear No.1 across all 4 age groups (82%-83%). for UK content. This is evident in the Top 20 British TV and film titles

* YouTube and Prime Video are in second place, with a reversed age order. remembered by survey respondents (slides 31, 32).
» PSB streamers are seen as relevant for UK content, particularly by those

Disney+ (20%-23%) and cinema (16%-25%) are in 3" place, but Disney+ aged 30-34 (30%). This percentage, averaged across countries, is

offers little British screen content. boosted by Denmark and the Netherlands where 55% and 32% of 30-
34s respectively search for UK content on PSB streaming services.

e T B

Question “Where do you usually go when you want to watch British screen content? (pick 3 most relevant)”
Base: All respondents aged 16-34 who answered the question (n=1,535; 2.6 platforms named on average). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT. 33



5. Availability
& discovery

Screen Encounters With Britain — Final Report

Av

Chapter summary

ailability

Between 812 (DK) and 1,253 (IT) unique UK titles were potentially available in all 4
countries across 3 VoD platforms including Netflix, one national public service platform
and one further commercial platform.

In all 4 countries Netflix had by far the largest number of UK show titles of the
streaming offers analysed in each country.

Sources of discovery

Recommendations from streaming services are the most important sources of discovery
for 20-34s (67-69%). Social media clips are most important for those aged 16-19 (62%).
Netflix is where most UK content is found and remembered. Survey respondents
recalled between 113 (DK, NL) and 140 (IT) unique titles on Netflix, compared to
between 6 (ZDF Mediathek) and 38 (DRTV) titles on public service platforms.

For all 4 countries comparable numbers of UK titles (200+) were found in Netflix landing
page searches across 10 categories. Between 67 (DE) and 79 (NL) of the UK titles
mentioned in the survey also appeared on Netflix landing pages.

Awareness of UK origin can be impeded by lack of labelling by global streamers. Few
digital diarists could see a category for ‘British film & TV’ on their favourite global
streamer. Some interviewees found it hard to identify UK shows if they are dubbed or
have a ‘transnational look or feel".

The role of social media

Social media driven by humour are key for discovery. This is especially true for UK shows
such as Derry Girls, and Cunk on Earth on Netflix where user-created memes rather than
streamer promotion, created buzz and convinced young people to watch.

Active searches

21% actively search for British content with most using Netflix (38%). A small number of
British actors (e.g. Hugh Grant, Millie Bobby Brown) drove searches.

i

- click here to return to table of contents - 34



Availability of UK screen content on VoD Services

Highest on Netflix in all countries

812 UK show titles, DK 2022

DRTV TV2 Play B Netflix

Source: Lumiere 1.4.22

1,209 UK show titles, NL 2023

NPO Start Videoland B Netflix

Source: Lumiere 1.4.23

1,213 UK show titles, DE 2022

1,253 UK show titles, IT 2023

.

599 363
ZDF Mediathek Prime Video M Netflix RaiPlay Now B Netflix
Source: Lumiere 1.10.22 and ZDF 1.4.22 Source: Lumiere 1.10.23
U0 | D

Catalogue research based on the Lumiere database (European
Audiovisual Observatory) revealed the number of UK titles on
each country’s VoD services. The graphs to the left show total
numbers of UK unique show titles (excluding multiple seasons,
but including presence on more than one platform), that research
participants could have encountered on 3 key streaming services
in each of the 4 case study markets.

In each country we focused on Netflix as the most popular SVoD,
plus one commercial streamer (TV2 Play in DK, Videoland in NL,
Prime Video in DE, NOW in IT) and one public service platform
(DRTV, NPO Start, ZDF Mediathek, RaiPlay).

In all 4 countries Netflix had the largest numbers of UK show titles
among these streaming offers analysed (see left).

Larger numbers of UK titles (including multiple seasons and co-
pros) were found only in Italy, where Prime Video had 1,809 UK
productions/co-pros, followed by Netflix (885).

The data in the graphs were used to approximate and compare
title availability against 1) titles promoted on the three services’
landing pages, 2) titles displayed in active searches for UK content
on each platform, and 3) titles mentioned by participants (for
Netflix see slide 40, for all other services see Interim Report (IR)
Denmark, IR Germany, IR Netherlands and IR Italy).

Source: Screen Encounters With Britain. Catalogue Research; based on the Lumiere VoD Database (European Audiovisual Observatory): Status 1.4.22 (DK), 1.10.22 (DE), 1.4.23 (NL), 1.10.23 (IT); ZDF 1.4.22.
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https://kclpure.kcl.ac.uk/portal/en/publications/screen-encounters-with-britain-interim-report-denmark-what-do-you
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Question “How do you usually find out about the British screen content you watch? [pick max. 3 options]”

Sources of discovery for UK content

Recommendations from streaming services are most important for 20-34s, from social media for 16-19s

Recommendations from the

Recommendations from friends

Clips & trailers on social media

W

30% 29%

.18%.

blogs, news outlets

33% 36%

\6’\9 'LQ:LA 16’79 ':)0:5&

on TV channels

1%  13% g9 g9 4%

R '\6’\9 10’1A 15’19 '503')‘

streaming services | use or family
67% 67% 69%
65% ’ ’ 6o 599%  61% 62%  61%
54% ° 53% 52% 52% 49%
33%
A\ \6;\9 ’LQ:LA 15’79 30;5& A '\6’\9 ’LQ’?’A 15’19 %0315‘ A\ ,\6,\9 'LQQA falg %0;513‘
Film & TV reviews in podcasts, | watch / look at what is offered Other

6% 5% 6% 4% 8%
I s S

W '\6’\g 'LQ’lA falg '50‘3A

Survey respondents were asked to pick a maximum of 3
from 8 randomised options on how they discover British
content, including fan websites and influencers (here
subsumed under ‘other’).

Across all countries, recommendations from streaming
services were most important for those aged 20-34
(67%-69%), clips & trailers on social media for those
aged 16-19 (62%).

Recommendations from friends and family are important
for 56% of respondents (16-34), but slightly more
important for those aged 25-29 and 30-34.

Other factors (bottom graphs) proved less relevant.

The following slides look at the influence of streamers
and social media in more detail.

Base: All respondents aged 16-34 who answered the question (n DK/DE/NL/IT combined = 1,524, 2.2 sources named on average). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT.
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UK shows found on Netflix landing pages and mentioned in surveys

L1

LY

No.

of UK shows found on Netflix landing pages and mentioned in survey

Date of Lumiere Vob data

Date of catalogue and LP searches

Survey distribution (respondernits
aged 16-34)

Mo of wnigue UK titles/'co- pros
present in Netflix catalogue (based
an Lumiere WVal, by market)

Mo of UK tithes 'co-pros found
across 10 Metflix categories and
searches (Metflix landing pages -
over T days)

Of wihich this number of UK Netflix
tithes ware mentioned by survey
regpondants

Mo of UK tithes'copros found on
the M etfix Landing (Home) Page
{LF) only {cver 7 days)

Of wihich this number of UK Metflix
tithes were mentioned by survey
respondants

.

amm DK

01.04 32
10-16.06.22

AunfSept 22

56T

207

hir)

51

27

m— NL

071.04.23
25.08.-1.10.23

Aug/Oct 23

935

217

Ta

48

22

N DE
01.10.22
11-17.03.23

lan/March 23

a0

209

a7

42

22

B B

011023
04-10.03.24

landbdarch 24

T4

208

72

di

25

Source: Screen Encounters With Britain. Catalogue research,

landing page research, survey DK, DE, NL, IT.

For one week before the interviews in each country, the interfaces of
Netflix, and two other platforms, were searched for UK screen content using
‘pure’, newly set up accounts. A vertical Landing Page (LP) screenshot was
taken daily, plus screen shots of selected categories (see 3™ bullet point).

Between 42 (DE) and 51 (DK) UK titles/co-pros were found just on the daily
vertical screenshots of Netflix's landing (home) pages for each country (see
L7).

In total between 207 (DK) and (217 NL) UK titles/co-pros were found in
both the vertical LP screenshots and in the key categories ‘"Top 10 TV
programmes today’, ‘Top 10 films today’ and ‘Popular on Netflix' (top 25
rows), and in the search categories 'British films’, ‘Popular in British films’,
‘British programmes’ and ‘Popular in British programmes.” Additionally, the
"Top 10 Films’ and "Top 10 TV’ (all week) were checked on Netflix.com to
ensure no promoted UK titles were missed (L5).

For all 4 countries, comparable numbers of UK titles (200+ shows) (L5) and
similar shows were found in these Netflix searches across 10 categories.
And similar numbers of UK shows were also found across all 4 countries as
part of the first encounter on the ‘prime space’ (Bruun and Lassen, 2023) of
the home landing page (42-51 shows) (L7).

Survey respondents remembered similar numbers of UK titles/co-pros
available at the time on Netflix: Denmark (113), Germany (117), Italy (140)
and the Netherlands (113). Between 67 (DE) and 79 (NL) of the UK titles
mentioned in the survey appeared on Netflix landing pages in the week
analysed (L6). Between 22 (NL and DE) and 27 (DK) of titles mentioned in
the survey appeared on the Netflix landing/home page only (L8).




Source: Screen Encounters With Britain. Landing page research and audience interviews inin Denmark, Netherlands, Germany, Italy.

UK title mentioned
(all countries)

Sex Education
The Crown

Peaky Blinders
Heartstopper
Cunk on Earth
Black Mirror
Monty Python
The Gentlemen
The Office
Downton Abbey
Pride & Prejudice
Too Hot to Handle

After Life

Luther (film/TV series)
Notting Hill

Mr Bean

Bodyguard

Skins

No.
people

20
21

18

Found in

LP and elsewhere — DE, IT, NL

LP and elsewhere - IT, DK, NL

LP and elsewhere - DE, IT, DK, NL
LP and elsewhere - IT, DE, NL
NOT ON LANDING PAGE - DE, NL
LP and elsewhere - DK, NL

NOT ON LANDING PAGE - DK, NL
LP and elsewhere - IT

Popular Now - DK

LP and elsewhere - DK

LP-IT

LP - NL

LP and elsewhere - DE

LP and elsewhere - DE

LP and British films - IT

British films & Popular in British films - IT
British TV & Popular in British TV - DK

British programmes, Popular in British programmes - NL

UK titles found on Netflix and mentioned by at least 3 interviewees

86 interviewees in 4 countries mentioned between 25 (DE) and 32 (NL) UK
titles/co-pros available on Netflix at the time of the interview.

Between 15 (IT) and 22 (NL) of these UK titles/co-pros appeared on Netflix
landing pages and in specified search categories (see previous slide).

18 of these titles were mentioned by at least three interviewees (see table
on the left). The top 4 titles either have strong appeal to young audiences
(Sex Education, Heartstopper, Peaky Blinders) and/or are heavily promoted
across at least three countries (The Crown).

Many UK titles below the top 5 are only mentioned in one country. Pride
and Prejudice is a popular school text in Italy. Luther (DE) and The
Gentlemen (IT) were being heavily promoted by Netflix on social media (FB,
Instagram, TikTok) and in Netflix landing page recommendations at the
times the surveys and interviews were conducted (see Appendix).

Comedy Cunk on Earth never appeared on the Netflix Landing/Home page,
but was well-known in the Netherlands and Germany, because of social
media memes on Instagram and TikTok (see slides 43-44).

Monty Python was mentioned in DK and NL because it has a historical
legacy, but did not appear on the Netflix Landing/Home page.
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‘British TV & film’ decks on global SVoDs

Rare or inconspicuous

“British films’ or 'British series’

“No, no, | didn't find
anything like that, | mean,
| searched and | didn't
[have a row for British
films and TV]. [...] There
was only ‘European films'”

- Riccardo, 24
 \ 0%

“the thing that I've noticed with British
shows, | think it's more of a case of a
personality being pushed, instead of it
being specifically British. Stuff like The
Grand Tour and Clarkson’s Farm..."

- Mads, 27 4w
e

they just appear in my normal

suggestions, i.e., with ‘this might interest

you'. These sometimes feature things
from stand-up comedians from England,

or series or films that were shot in

England, or have English producers, or

are in English. But I've never actually had
it as a separate category.’ /

- Markus, 26 ‘ /

/‘A/

“It's not always there, but
sometimes | do [see a row for
British films and TV]. And, well,

considering I've watched quite a
lot of British shows the past
week, | was actually surprised it
wasn't there!”

- Kris, 26 S

/

y
y
Vi

Source: Screen Encounters With Britain. Interviews with audiences and Digital Diaries in DK, DE, NL, IT.

A factor that hampers awareness of British origin is the tendency
of global streamers not to differentiate between US and UK
productions.

A digital diary task and interviews revealed that few respondents
could see a category for ‘British film & TV series’ on Netflix (or
Prime Video, which a few checked alternatively). Some saw a
dedicated row if they were prompted to look, but this appeared
far lower down, and most said they'd never noticed it before.

The Netherlands was where most respondents remembered
having seen a row for British content. Upon checking they always
found it below row 10. Only Daro (NL, 25) found 'British TV
dramas with a BAFTA award' in the 6th row, but he noted that it
had “mysteriously climbed up.” Kris (NL, 26), on the other hand,
could not see a British row at all, despite having watched a lot of
UK shows the previous week (see left).

In all 4 countries, the most noticed origin deck was ‘European
films’ and/or TV series; and some interviewees, who mentioned
watching German, French or Spanish films or series on Netflix and
Prime Video, remembered seeing decks for productions from
these countries.

Light viewers like Gabriele (23, IT) did not remember ever seeing
any origin-labelled decks.
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UK titles/co-pros on Public Service streamers

Limited No. of UK title mentions in survey or interviews

Country
Denmark (DRTV)

[taly (RaiPlay)

Germany (ZDF Mediathek)
Netherlands (NPO Start/Plus)

Survey mentions of UK TV & Film titles — No. of mentions on PSB vs total mentions

Mentions on PSB UK film and TV titles
38 578
6 642
36 550
26 579

PSB

NPO Start/Plus

ZDF Mediathek

RaiPlay

DRTV

No. of
interviewees

UK titles/co-pros found on PS VoD landing pages and mentioned by interviewees

Title mentioned

First Dates UK (4), Years and Years (1), Endeavour (1),

Midsomer Murders (1), Normal People (1), Downton
Abbey (1), The Secret Life of 4, 5 and 6 year olds (1)

Midsomer Murders (1)
Normal People (1) — identified as British

Midsomer Murders (3), A Very British Scandal (1),
Sherwood (1)

Source: Screen Encounters With Britain. Landing page research, survey DK, DE, NL, IT and interviews DK, DE, NL, IT.

Public service broadcasters have traditionally been strong buyers of UK
content, but the presence of UK content on public service streaming services'
landing/home pages varies.

During searches of public service streamer landing pages over one week, 12 UK
shows were found on the ZDF Mediathek in Germany; 21 on DRTV in Denmark;
44 on RaiPlay in Italy; and 69 on NPO Plus/Start in the Netherlands.

However, survey respondents listed very few UK shows and films on public
service platforms that they remembered, ranging from just 6 on the ZDF
Mediathek up to 38 on DRTV (see top table). 6 of the ‘UK’ titles mentioned in
the Italian survey were not British.

Interviewees mentioned long-running detective series Midsomer Murders the
most in three countries (NL, DE, DK) (see bottom table).

In the Netherlands, 22 interviewees mentioned 7 UK titles currently available
on NPO Start or NPO Plus, but none appeared in vertical screenshots of the
NPO landing page. Only one title, dating show First Dates UK (4), was
mentioned by more than one interviewee.

In Germany, only one UK show, Midsomer Murders, was mentioned during
interviews that appeared on the ZDF Mediathek.

Interviewees in Italy named 3 UK titles available on RaiPlay. Only one, Normal
People, set in Ireland, appeared on the RaiPlay landing pages.

Danish interviewees mentioned 6 UK shows available on DRTV and 3 appeared
on the landing pages.
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Social media

Key for driving discovery

“[Most important in deciding what to watch is]
maybe social media. [...] Sometimes trailers come up,
trailers on Tik Tok, or videos of people talking about a film
and then [...] | get curious, and | watch the trailer on
YouTube. Then...I don't know, even on Twitter, maybe
someone talks about a film..." S

P

_ o
Maddalena, 19 “ -

"if a series is m_enti.oned alot "Yhoube primarthy i .
in pop culture, like In memes Of _atrailer or a teaser t com f' e
ing like that, it's forme an bigger format e of the
something ats. Because a lot of times

indicator that this series is worth if we get introduced

: by the algori
i 11 think at least 60% to somethi gorithm
Wat;?lsr;?’i.e[s 3'Ve only watched GordonetR};,g]gsav)\;et;Zn V\;atlcz ke
Hrl 1 nits i
because | sa.w.a rg;me ot . seconds or something.,.."e <0
- Didier, 29 g8 - Anders, 28 —om
A

i very short
+~ lot of times on TikTok you get, c\ﬂng Z b zhen >
a sonippet of a certain movi€ or\ Seady’ a ched, and |
've alr .
: n shows you'Ve me film
sometimes S ¢ to rewatch itt’ L] J tielheh S
ou're, like, ' wan "For You' page:

. ut mostly it's MY <
influencers, b _Karl 18

Source: Screen Encounters With Britain. Audience interviews in in Denmark, Netherlands, Germany, Italy.

According to the survey, social media are clearly an important
driver of discovery for both 16-19s (62%) and 20-24s (61%) and a
little less so for 25-29s (49%). As the quotes by Maddalena, Didier
and Anders (left) suggest, the short snippets encountered there
awaken curiosity.

No social media platform was left out. Interviewees named TikTok,
Instagram, Twitter and YouTube. Discord was mentioned by two
gamers in the Netherlands and one in Italy.

Interviews revealed gender- and age-based differences in social
media preferences and in the influence each platform had in
promoting film and TV series. While YouTube appeared more
influential for men than women, TikTok was most influential for the
youngest (16-19), and Instagram and Twitter for those aged 20+.

Several interviewees applauded the highly advanced algorithms of
YouTube (men) and TikTok (women) and noted that, as a result they
trusted these platforms’ recommendations more than those of
streaming services.

Memes and short clips produced by TikTok users create buzz and
convince young people to watch a show (Didier and Maddalena,
left; also see slides 43-44).

41



Memes

The power of buzz, humour & memorability

[James Acaster] | encountered him

| usually really want to watch it meme of The Greqt

’ 5od sign” _ 1 [..] And just th t
because that'sag clip - | always rememeer it” ;

- Lotte, 19 '
2 - Annette, 19

y

P Q //./

"|f a trailer makes me laugh,

“TikTok is a very good platform
to show TV shows on, and I'll often find
people who have made an edit of all the
good scenes from a TV show [..] maybe
with a song over it, to give it some drama.
Then you can go in the chat function and and you're like, "What is that? Let's
see all the people talking about it. And look it up real quick!™
often people in the comments section say - Kenny, 18
‘It's a really good show! You have to watch /
it!’, and then you get intrigued, and you
find it on your streaming platform.”

— Helle, 17 /

"And you also have a few clips on
Discord that are funny -like, a certain
person saying something as a

response to a previous statement. [..]

Promotion on social media works best when it's humorous.
Numerous explicit and implicit comments made during
interviews in Denmark, Germany and the Netherlands
revealed the importance of funny memes in getting young
people interested.

In contrast, many interviewees in these countries (less soin
Italy) complained about the ‘long’ and 'boring’ official
trailers encountered on streaming and social media
platforms. Helle (left) prefers the drama’ that user-
generated edits add to a show.

Humour also adds memorability. For example, Annette (left)
remembered seeing James Acaster in a clip where he
produced a disastrous bake in The Great British Bake Off.

Memes on social media also serve as reminders of films and
series young people have been recommended elsewhere
but have forgotten. Several interviewees across all 4
countries remarked that they often end up watching things
that have been recommended on multiple platforms (social
media and streaming platforms) in addition to
recommendations from friends and family (see Paolo next
slide).

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.
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British shows discovered on social media

“| just found a video [of Heartstopper]
on TikTok, and | was like, ‘Oh, what
series is this?" And | just went on

Netflix and | just loved it. /

. “If | scroll Facebook
- Gina, 16 '
“ _ Instagram and | watch a

funny clip [...] that's how |
found the Northern Irish

—

"Cunk on Earth. | saw, like, s® show Derry Girls” //
L . ne y
the highlight clips, | guess, | don't - Anders, 28 -
know. But | saw so many of them, and -

the [TikTok] algorithm knew that | ‘
watched one to the end, so they will |

show me more and more, and then |
was interested. And then | said ‘OK, you f/
know what? | will just watch the show'” £

- Derja 25 -

‘| saw Taskmaster through TikTok
[...]  found it quite funny. And with
TikTok, it's, like, an algorithm thing,
so the more you watch, of course,

of one thing, the more it appears

on your 'For You' page. [..] And

“Yes, | found Peaky Blinders.
Because | saw it on Netflix, but |
didn't watch it. And then when |
saw some scenes on Instagram

Reels, | wanted to watch it . °d fo watch
- Paolo, 17 q Y // Y - Annette, ‘

y

then | decided to watch the show.” /

* Various British TV shows were discovered through social

media, including, comedy panel show Taskmaster (since
2015), Doctor Who (since 1963), The End of the ****ing World
(2017), the historical gangland drama Peaky Blinders (2013),
dramedy series Fleabag (2016), comedy series Derry Girls
(2018) set in Northern Ireland, crime series Bodyguard
(2018), gay teen relationship drama Heartstopper (2022),
factual parody Cunk on Earth (2022), and drama mini-series /
May Destroy You (2020). The perceived British production,
Bridgerton (since 2020), was also discovered on social media.

Interviewee accounts of these discoveries suggest that it's
often other social media users and the buzz they create that
convinces younger audiences to watch a show. The strength
of their ‘clout’ is such that it can even reverse initial
disinterest or negative impressions, created by official
trailers.

As Derja (DE, 25) noted about Cunk on Earth (left), it took
several encounters to get her interested, but after seeing
many funny clips on TikTok she finally decided to watch the
show. The same had happened to her with Derry Girls.

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.
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Origin unawareness

Sometimes it's difficult to know if it's a UK show. Viewers of dubbed shows rarely think about country of origin

“I'm not aware of whether

something is a British or G
or a US production.

-

" loved it [Everything. Now... | " | )
it was very Amencamsegi [ ... ]d “
| think it was overdra matnc,‘ fakn |
| usually associate things like.

that with American television. /
R 4 4 "'m not quite sure if you can
call Sex Education '?\’Bntlsh f
show... it seems \ikg it s"sort o) |
British American.
- Lars, 24 ‘g /‘/

- Livia, 32 ~

r German

.

Source: Screen Encounters With Britain. Survey DK, DE, NL, [T; interviews with audiences in DE, NL and IT.

g

Viewers who watch dubbed shows, like Livia and Barbara, rarely think
about a show's origins or locations. For UK shows, a lack of awareness
about their origin can be an issue unless there are clear indicators,
including well-known London landmarks (Tower Bridge), actors (Hugh
Grant) or the Royal Family (The Crown). Barbara did not recognise the
historical Birmingham setting of Peaky Blinders as British.

Those who watch shows with the original soundtrack are usually aware
of where a show is from, including the UK. Also, those who have visited
the UK can generally identify it as the country of origin in most cases.

Distinguishing between UK and US productions can be challenging in
the case of co-productions or those with a 'transnational look and

feel' (e.g., Sex Education and Luther). Such productions lose some of their
‘Britishness’ and can be harder to identify as British (see Kris and Lars).

Bridgerton with its UK setting and characters/actors, was understandably
misidentified as a British production by both survey respondents (see
slide 31) and interviewees, even though it is classified as a US production
on IMDb.
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Active searches for UK screen content

* 21% of survey respondents (all countries) recorded that they ‘actively
search’ for British content. The share was the same for Germany and Italy
(both 21%) and close to Denmark and the Netherlands (both 20%).

* The platforms named most often for these searches were Netflix, YouTube
and social media.

% of respondents who actively search for British content

* There s a clear positive correlation between active searches and age

(increasing from 14% of 16-19s to 28% of 30-34s), as well as education
28% (increasing from 14% with primary education to 22% with further and
higher education).

1% 22% 22%
19% 19% » Active searches are usually for specific shows respondents have heard of,
149, 149, seen clips of, or for actors they like and admire (next slide).
(o] (o]
A\ A 9 X \
" A NGO S N o o™ gy\\q“e
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Note: Education status refers to highest educational degree respondents had obtained at the time.

N g e B 4 <
‘ ,

Question “Do you actively search for British screen content?” (yes/no)
Base: All respondents aged 16-34 who answered the question (n=1,538). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT.



British actors & celebrities as drivers

“especially recognisable actors
like the cast from Harry Potter... And
even with the BBC Sherlock Holmes, if
| see Benedict Cumberbatch or the
actor who plays John somewhere, |
recognise them and | think, ‘OK, I like
those actors. They are in this. I'm
I gonna watch this.” ’

" watch something because
| know the actor or the actress. And

[ la
eah, a while ago lwatc_h‘ed Eno
>I/-lolmes, and there is Millie Bobby | [

Brown. She is British, | know for sure. “‘} - Lotte, 19
And obviously she has a character
in Stranger Things... ) V4
- Gemma, 17 / "I follow some actors, and
when they have a new movie
coming, then | will watch it. [...]
Zendaya and Timothée Chalamet
s) led me on ye o
"[UK panel Sh(,‘)(;'\"\}mche“- And Millie Bobby Brown, Louis

1o WatCh Dav

h Netflix | watcbed 1 Partridge [both British actors in

Danis : p
then onShoW with him and his Enola Holmes].:. those actors.
Peep P " - Nadine, 16
artner in crime... y
:: _ Anders, 28 ) /
/

4
4
4
Vs

For some interviewees British actors are clearly a reason
why they search for and watch British productions. These
included Hugh Grant, Benedict Cumberbatch, Millie Bobby
Brown, Louis Partridge, Emma Mackey, Colin Firth and
Ewan McGregor.

In Denmark and the Netherlands, it is not uncommon for
viewers to discover British comedians on panel shows,
prompting interest in seeing them in other shows. This is
what led Anders (left) to watch David Mitchell in Peep
Show.

Jamal (22) in Germany watched Top Boy because of the
involvement of British rapper, David Orobosa Omoregie
(Dave).

A full list of British actors and TV celebrities named by
interviewees as people they know and admire can be
found on slide 56. Slides 55 and 57 reveal why they appeal.

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.
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Chapter summary

English: a more accessible language

* The ease of watching in English is the top reason for choosing UK content in Germany
(78%), and the 2" most important in Denmark (63%) and the Netherlands (66%). In
Italy it ranked lower in 3" position (57%).

* Learning English is more importantin Italy (65%, 1%, and Germany (53%, 4t), two
dubbing countries. It ranks last in the Netherlands (30%) and Denmark (26%).

. . British Humour
6. M Otlvatlo n S * In Denmark (68%) and the Netherlands (70%) humour was the top reason for choosing
UK content. In Germany it came 2"d (64%), ahead of Italy (44%), where less UK content
is watched, and mostly in dubbed form.
« Respondents appreciate what they see as the unique qualities of ‘British humour’ and
its presence in all fictional genres, not just comedy drama.

Appeal of British actors, comedians and TV celebrities

* While 47% watch UK content because they are fans of 'British actors or celebrities,
named actors or celebrities were not mentioned consistently by name except
established international stars.

Enjoyment of British settings, landscapes and people

* 58% in Germany and 59% in Italy choose UK content because they like ‘British settings,
landscapes and people, significantly higher than in Denmark (31%) or the Netherlands
(34%). Interviews in Germany and Italy suggest appeal is strongly associated with the
historical settings of shows like The Gentlemen and The Crown.

Domestic content and viewer types for UK content

* Interviews revealed that a strong motivational component for watching US and UK
content was dislike of domestic fiction, particularly in the Netherlands and Germany.

* Interviews suggest 5 viewer types for UK screen content (slide 61).

2= I | I A
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Reasons for choosing British content — overview of survey findings

% of respondents who think these reasons are important or very important

DK ML DE IT
English is easier to follow than other foreign languages 63% 66% - 57%
| like the humour in British content 68% 70% 63% 44%
| like British characters and their stories 52% 45% 53% 45%
| am a fan of certain British actors or celebrities 46% 47% 45% 50%
| enjoy watching British settings, landscapes and people 31% 34% 58% 59%
It helps me to learn English - 30% 53% 65%
| enjoy learning about British history, events or personalities 45% 35% 41% 46%
There is a good variety of British content to choose from 38% 44% 37% 33%
British content is better than content from other countries 31% 35% 31%
* Asked to indicate their agreement with 9 possible reasons for choosing » Between 45% and 53% of respondents in each country ’like British
UK content on a slider scale (from 1-100), the statement receiving the characters and their stories’ (see next chapter) or consider themselves ‘a
most support was ‘English is easier to follow than other foreign fan of certain British actors or celebrities’ (45%-50%).

languages.’ Between 57% of respondents in Italy and 78% in Germany . . . : : .
_ ) * 'l enjoy watching British landscapes, settings and people’ achieved high
agreed (60-80) or agreed strongly (80-100). agreement in ltaly (59%) and Germany (58%). In the Netherlands (34%)
* The second most popular reason overall was 'l like the humour in British and Denmark (31%) only around a 3" of respondents agreed.
content’ In Denmark and the Netherlands humour was the most popular

reason, in Germany the 2"d most popular. In Italy it ranked only 7th, with
44% of respondents agreeing.

* The same country discrepancy shows with ‘it helps me to learn English’,
but there are also considerable age differences (see slide 51).

* The following slides look at the key motivations in detail.

G U U P

Question “How important to you are the following reasons for choosing British screen content?” [please indicate your opinion by extending the bar (0-100)] — average rating, all respondents 48
Base: All respondents aged 16-34 who answered the question with randomised statements (n all countries combined=1,446-1,477). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT.



English — a more accessible language

"It's not that the other countries
are not interesting. 'msure they are
interesting, but there's nota lot of
content available very quickly,
because the translation is also... you
have to translate them. And the
e British ones, you don't have to
necessarily translate the.m'—”
you can just watch it as itis.

" I would prefer content from
an English-speaking country
because, ironically, even though
| can speak to a Norwegian person,
and | would kind of understand them,
| would have to put in an effort to

understand them.”
— Kirsten, 29 “
-

_—

“starting high school, | w
lot of Netflix, so English ca?;c: fﬁaﬁy
€asy. And so because | watched a
lot of English, | can really
gnderstand [strong accents]. And
like, I've seen some videos of, like,

The ease of watching in English is the top or second most important reason
for choosing UK content in Germany (78%), the Netherlands (66%) and
Denmark (63%). In Italy it ranked lower in third position (57%).

Italy's lower (57%) agreement rate can be explained with the fact that most
programmes are watched dubbed. Also, English language proficiency is lower
than in the other 3 countries.

High agreement (78%) in Germany makes sense because English language
proficiency is high and results in more young people now choosing the
original soundtrack than in Italy (slides 75-79). However, unlike viewers in
Denmark and the Netherlands young people in Germany are not used to
reading subtitles, rendering original spoken dialogue more important.

Analysed for age, agreement was highest among 16-19s (70%) and lowest
among 30-34s (60%). For gender there are no differences.

In all countries some interviewees expressed a preference for British English,
others for American English. British English tends to play a greater role in
school and for some, especially in Denmark, it is regarded as superior to
American English. American English sounds more familiar, and ‘cool’ to the
youngest, because it's associated with popular sitcoms and series.

_ Deria, 25 Adele talkin /
Derja, I g rea“y fast. And now / % of respondents who think ‘English is easier to follow’ is an important or very important reason
- understand those top "
S— - Bart, 17 78%
L 70% 9
- - 63%  66% 57% o 65% 67 oo 65%  66%
— r‘f< -
= |
|
|
|
\ X X
‘ o N\\¥ oF \ \6,’\9 10;3, 7,6’79 3();5 We® WO e

Question “How important to you are the following reasons for choosing British screen content?” [please indicate your opinion by extending the bar (0-100)]
Base: All (16-34) who responded to the ‘English is easier to follow’ statement (n=1,473; nDK=353; nNL=366; nDE=343; nIT=411). Saurce: Screen Encounters With Britain. Survey DK, NL, DE, IT. 49



English — a more accessible language

Experts agree on the benefits of English, in linguistic & non-linguistic terms

* Cultural intermediaries also noted how young audiences are
more used to English-language productions than other foreign

"Compared t0 other cinemaSr,‘ language productions, and how the English language makes it
usability is greater thanks to the easier for them to attract young people, whether for theatrical
English language known above release or for television (see quotes on the left).
audience. “We do look broadly at other : . L
all by the_younger in the L * 'Language’ can be understood to include non-linguistic aspects.
films are shown in cultures and nations as well, , S o
Often the T As the President of an Italian film organisation (below) notes

i uage.’ but obviously if it's in English, : S
original lang gresident it e\a/alsigr' )lltls ;cclessiblge.’l’ - about UK content, young audiences are used to British films and

hence ‘able to understand the message conveyed by the
images.’ As familiarity is an important aspect of appeal in the
consumption and reception of screen content (Iwabuchi, 2002;
Esser, 2020), non-linguistic ‘language’ aspects, can also be
decisive factors why audiences choose and enjoy English-

' L.
_ Eilm Organisation
Film Org - Senior Editor, Film festival

“The English language fQV the “| vvpuld love to fiqd . language productions.
Netherlands audience IS SO - something fchat works in this
common, you know with the ”%‘;‘Z target audience, but as we )
and the films and the series. ou cannqt el gl t'hem watqh .[W.e present] hundreds of works from Great
ounger you get, the better y‘t Swedish or Norwegian even, it Britain €very year and [...] the audience most|
: speak English [...] You hearl would be a really hard sell for us young, is able to understand the mes,sage y
everywhere, you see it everyW?iLeé to try one of these Ge"rma.n or conveyed by the images. [...] British music and
<o it's not an obstacle, most of t! French shows. "y British culture in general are very successful &
time — for younger audlencesé - Programme Buyer among young ltalians, as well as cinema and
_ Film Festival Programmer o audiovisual products in general.”
- Film Organisation President

Source: Screen Encounters With Britain. Interviews with Cultural Intermediaries in Denmark, Netherlands, Germany, Italy.
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Learning English

Important in DE and IT and for the youngest in DK and NL

" did [switch from Dutch to Engl |'sh
ng{ilLs] [..] whenl started working
_ so that's, like, 9 or 10 years a)grc\)"
now... just to improve my English.
—Ellen, 33 -

-

‘ "obviously, watchin
in the original 9a product

in English, also
— the language, o
that | take |

language, in this case
helps me to improve
f course it's an aspect
Nnto consideration ”

- Riccardo, 24 / i Y

“I watched a lot of Friends
growing up, and I think at one
point my dad was like, ‘Try to
watch it with English subtitles

So you'll learn more by '
watching it.”
- ytte, 25 5w

S

—

Question “"How important to you are the following reasons for choosing British screen content?” [please indicate your opinionby extending the bar (0-100)]
Base: All (16-34) who responded to the ‘It helps me learn English’ statement (n=1,452; nDK=347; nNL=348; nDE=340; nIT=417). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT. 51
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Learning English is only a medium ranking motivation for watching British
productions when all 4 countries’ survey responses are combined (43%). But
it's the most important motivation in Italy (65%), including 47% who agreed
strongly. In Germany (53%) it was in joint 4t place (slide 48).

In Denmark (26%) and the Netherlands (30%) it came last (slide 48),
reflecting very high English language proficiency in both countries (See slide
9). As the quotes from Ellen (NL) and Jytte (DK) (left) indicate, language
learning still plays a role, but it occurs when the switch is made from native
language subtitles to English subtitles.

Age is also important. For the youngest (16-19) in all 4 countries, learning
English was a more important reason for watching UK content than for older
age groups. 59% of all 16-19s (combined) agreed, including 47% in
Denmark, 55% in the Netherlands, 68% in Germany and 72% in Italy.

In the survey women (49%) seem more drawn towards UK productions to
learn English than men (38%). However, male interviewees, such as Jamal
and Riccardo (left), also indicated their desire to improve their English.

% of respondents who think ‘It helps me to leam English’ is an important or very important
reason

65%
59%
>3% 49%

. 42%  38% 369 38%
= O . .
A A
S o0 0 5?03 NGRS
LN




Humour
A key motivation for engaging with British screen content

"The humour is a really
big part. It's very §peci.al [..]
probably the main thnr.\g |
think about when | think
about British stuff.”

Y = 25
.: Per, N\

I'am very passionate about irony,

the famous British humour that ,
can be seen in films, So that's
something | definitely enjoy.” /

- Benedetta, 24
\\/

“'British comedy is extremely
funny [...] But, you know, it's

4 more difficult. Also because ‘
< we dub all the shows..." ' /

- Programme Buyer 1

|

"i

Humour' is always
something | associate with
British screen content. | find it
funny, humorous.”

- Daro, 25

“I really, really love the English humour.

It's like one of the best in the world, and you =
can describe it by saying ‘it's English -

humour.” Everybody knows what English

In Denmark (68%) and the Netherlands (70%) humour was the most important
reason for choosing British content (slide 48). In Germany (64%) it came second.
Strong appreciation of British humour was confirmed by interviewees in
numerous comments underpinned by examples (see next two slides).

Italy was the outlier, with only 44% of respondents agreeing. This is plausible
given that Italians watch fewer UK shows (slides 24-25). A second factor, which
makes humour stand out less for Italian audiences is that most watch dubbed
shows. Dubbing involves extensive adaptation of humour (see Barra, 2015),
which renders ‘British" humour less apparent or recognisable.

More men (67%) than women (58%) appreciate British humour, and
appreciation also increases with age (see below) and educational attainment
(increasing from 45% with primary education to 66% with higher education).

But the most decisive factor for appreciating British humour is English language
proficiency. Only 18% with self-assessed ‘school level proficiency’ agreed,
compared to 46% with ‘conversational’ proficiency, and 67% who claimed to be
‘fluent in any situation”.

% of respondents who think "Humour" is an important or very important reason

humour is. It's a very dry humour; there's no | 66% 9% gaq 63%  66%  66% 67% .

o / %
other country that has their own humour [..] 44% 47%

there's no German humour, there's no
French humour. It's a very unique thing.”
- Didier, 29
— o N\\¥ oc A\ \6’\9 ’LQ:LA 7/6’?9 303& e WO RO
N = 4 ST

Question “How important to you are the following reasons for choosing British screen content?” [please indicate your opinion by extending the bar (0-100)]
Base: All (16-34) who responded to the ‘humour’ statement (n=1,477; nDK =359; nNL=371; nDE=341; nIT=406). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT; Interviews with audiences DK, DE, NL, IT.
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‘Unique’ UK humour

...compares well with US humour, but requires more attention from audiences

e |In all 4 countries, interviewees described British humour with the same

. i ) words: ‘unique, ‘ironic, ‘eccentric, ‘black, ‘subtle, ‘irreverent, ‘intelligent’.
American comedies, they are very

.« cool and predictable. So, you can predict most of * While comparisons with domestic humour were inconclusive, there was
“British bumour Is . . the jokes and everything. And | think a broadgr CONSensus across coun’gries that B.ritish humour is preferablg
sarcastic, more ;:O'méoo\" that's not the case for British humoristic to American _humour. Many descrlbec_l American humou'r_as more ‘basic’
4 Amer|canSV\:cb‘C1é5 : formats. [...] | enjoy this strong sarcastic and ‘simplistic’ ‘less subtle, and less ‘intelligent’ than British humour.
- 1a, : .
© tone that you find, forexamp"Ie, in The « Danish and Dutch interviewees, with their broader experience of UK
Lobster or In Bruges. shows, mentioned many non-fiction examples (see Karl and Annette)
- Emilia, 24 and expressed their admiration for the quick-wittedness of UK
Graham Norton interviews... comedians, including Lee Mack and Graham Norton, among others.
“Gra , e
that type of thing. | dolﬂt k“OV\\;\:: ) * But Annette’s quote also reveals that British humour is understood to
word for it. But | dpnt really o ‘American humoyr is often require more attention. Humorous American content is ‘'more easily
American humour in that ;Naél.to little... | don't even Hrien howat watchable;" which may explain why US sitcoms are often chosen for
istic things, 1 9 describe j T 8 comfort viewing.
rr}oredhr?cl)\/r\‘(are sarcastic, | guess, simplisticc”tc))(re;tr,] ut its a litte ’
Engnadnhér;éSt [.]if watch ;immy other hénd, ,gxr)é'cgand on the
: llon or any American sitcoft English humouyr it S e P
Fallo e 50 fake! X +1ts a little more “ It's kind of quickness, witti ink
IS SO 1P~ oo subtle, basically” smarter level of hy e e 20 think it's a
*earl 18 Elisa 3 : ‘ Mour - more sophisticated humoy th
‘ a, 26 ike, American content | think that' i r than,
S while British > more easily watchable,
content does require a bit i ~
following. Like, Brooklyn 99, | ca It more of listening and "
doesn't matter if | e BUtTfr?lr;s a mmutehortwo and it
: ISS something on Cunk
On Earth or something, | should watch bac?o,
- Annette, 19
‘A

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.
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British humour is a key ingredient in UK productions

It makes serious or educational issues entertaining and more engaging

- really about, you * Many interviewees noted explicitly and unprompted how they
mpfter Life 1S <ion, cOping with - ac to mind — which was appreciated British humour in fictional stories that viewers
know, deprﬁ; yet,'\ﬂ a bit of “Fleabag Spnrgzcause it was both very would not necessarily always categorise as comedy.

loss— @ g cially coo i : :
a humorous way. espviittyind also very, very deicr}:y'\;ntamgs * In Fleabag, Sex Education and After Life, humour was seen as a
o

welcome ingredient in otherwise serious topics. Martijn (top
right) was not alone in applauding the ‘tragicomic nature’ of
Fleabag. Anders (top left) was not alone in noting the appeal of

..jone
| sense. [ £ British screen

psyChO\Ogica
al culture of

that | enjoy @ lot about a 10t 0

ff: that there'sare

actmgb?r;: S:?;\e two, of having funny t”hmgS telling sad stories in a humorous way, as was the case with
(The End of the wsirxx \World) com Y‘\r;pgen alongside trgg'\c things. After Life about the death of a spouse.
it's a bit hilarious or @ bit 01?‘2 - Martjn. § * Gemma (bottom left) praised Sex Education for providing
a5 well. It had some hzThoe Kin | - viewers with an opportunity to simultaneously learn and laugh.
it {..] this 1S e r\szo\rNatch.” - * Humour as an ingredient in all kinds of genres and narratives
of series \.wou‘ = ‘¢‘ was recognised and applauded in all 4 countries. Several
- Michael, * “[British content has] usually respondents, like Max in Germany (left) complained that
quite a lot of humour in it — obviously domestic productions often lacked humour.
not every show, but many shows [...] a
both contrast to German television, where if
. Educatto ) ILS 150 you watch a normal show - like, for
Bex to watch and ‘t' al>/ example, crime drama or something like
funm’hes you something: that — it's very serious. There are no /4
“ e _ GemmMa, 7 . jokes in it. [...] | think it's more enjoyable
if you can sometimes laugh about it
Max, 17

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.
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The appeal factor of ‘British actors & celebrities’

artstoppeﬂ came out |

npefore it (He o of the “IJames Acaster] | think ,
think | already fo\“‘;\gzdr;x], and | he[’s e relly fugmy. He's * Between 46% (DK) and 50% (IT) of survey respondents agreed with the
actors init lon N " quite young and | like that statement 'l am a fan of certain British actors or celebrities’ (see graph).

already liked those actors.

M

personality. It's kind of

refreshing, | think.” g /

Danish, Dutch and German respondents named actors from a wide variety of

— _Annette 19 =/ productions, and talked frequently about comedians and other TV celebrities,
! A who they admire for their wit and entertainment skills. Many, like Peter (left),
fime when my — found this talent lacking at home.
there was a U \ . . . . . . .
;(rk\]friend and | only Wa}Ched J In line with more limited exposure to UK productions, in Italy interviewees
g Hugh Grant films. “Gordon Ramsay s that big spoke fondly about British actors they knew from film & TV classics,
" _ Matteo, 28 . personality that Denmark especially Harry Potter and Notting Hill, but named hardly any non-actors.
« lacks in th TV show. o%% : " :
:I:dstll‘?at'sevjﬁ;?emakZS (tjk\?; - A long list of named actors and TV celebrities emerged from audience
British Hell’s Kitchen stand interviews, but interviewees were not always able to name the actors they
Sanish TV e / liked and saw in British productions.
" itish over — Peter, 17 /
| prefer Bnbecause | like a lot of \ ~
fiction, just ¢ are on the British Y — r‘“"
the actors tha’f you'd jUSt Watched \ % of respondents who think fandom’ is an important or very important reason
scene [..] even! here's so many \
potter, then the hat
’_t’)arq\r\%/ant actors and ac,treﬁsfhs-‘;gs '
in a lot of the British thiT5 4 \ 46%  47% 459 O0% 139 00%  41%  47% Az V%
ar?f'nd every now and again. \ . .
| \
- \ ] B
o
o% \\¥ oc A\ \6,\% ,LQ;LA ’L‘)”ﬂ %0,'5& et o e

Question “"How important to you are the following reasons for choosing British screen content?” [please indicate your opinionby extending the bar (0-100)]
Base: All (16-34) who responded to the ‘fandom’ statement (n= 1451; nDK: 345; nNL: 358; nDE: 337; niT: 411). Sources: Screen Encounters With Britain. Surveys in Denmark, Netherlands, Germany, Italy; Interviews with audiences.
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Named 'British’ actors & celebrities

Actors named & No. of people mentioned by

Rowan Atkinson
Christian Bale
Siman Bird
Pierce Brosnan
Millie Bobby Brown
Asa Butterfield
Henry Cavill
Olivia Colman
kit Connor
Craniel Craig
Benedict Cumberbatch
John Cleese
Steve Coogan
|dris Elba

Tom Ellis

Ralph Fiennes
Colin Firth
Martin Freeman
Ricky Gervals
Hugh Gramt
Rupert Gnmt
Tom Hardy
Tom Hiddleston

L) ) —8 —u L —4% —8 [0 —8 —4% & 4§ & |k —&5 5 [ [

-
(23]

—% s -5 [

Tom Holland
Damison |dns
Keira Knightley
Jude Law

Emma Mackey
Ewan McGregor
Cilhan Murphy
Lous Partnidge
Florence Pugh
Daniel Radcliffe
Eddie Redmayne
Alan Rickman
Andrew Scott
Damned Sloss
Maggee Smith
Jason Statham
Joe Thomas
Emma Thompson
Phoebe Waller-Bridge
Emma Watson
Ben Wishaw
fimes Lou Wood

T T S . T S I - S T S A I I

I T I

TV celebrities/comedians

James Acaster
David Attenborough
Richard Ayoade
Rob Brydon
Jimmy Carr
Jeremy Clarkson
James Corden
Simon Cowell
Greg Davies
Jay Foreman
Stephen Fry
Bear Grylls

Lee Mack

David Mitchell
Piers Morgan
Graham Morton
Jamie Oliver
John Oliver
Gordon Ramsay
Katherne Ryan
Harry Styles
David Wallams
Jack Whitehall

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.

-9
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45 actors were mentioned in interviews across 4 countries, but 27 were
only mentioned once. Pierce Brosnan, Cillian Murphy and Andrew Scott
were wrongly identified as British. All three are Irish.

Ricky Gervais was the most mentioned (16) by multiple interviewees in
each country. Some knew him as an actor from The Office or After Life, but
many also knew him as a comedian.

Other actors mentioned 5 or more times included, Hugh Grant (8) and
Benedict Cumberbatch (8), both mentioned in all 4 countries, and Idris Elba
(5), mentioned in DK, NL and DE.

Although Phoebe Waller-Bridge was mentioned in name only twice, she
received praise as an actor and writer of Fleabag from several respondents.

23 TV celebrities/comedians (excluding Ricky Gervais) were mentioned
across 4 countries, but only one, Gordon Ramsay, was mentioned in lItaly.
He was also the most named TV celebrity overall (mentioned by 5 people).

James Acaster, Greg Davies and Jay Foreman were mentioned 4 times each,
revealing the appeal of British comedians, including in Germany, where 2
interviewees also mentioned Jimmy Carr.

Canadian comedian Katherine Ryan, who lives in the UK and features in
many British comedy panel shows, was also identified as British.

Top Gear presenter Jeremy Clarkson was mentioned 4 times, but this
included 3 interviewees in Denmark where Top Gear remains popular.

Some male interviewees explained how they came across short YouTube
clips featuring Jeremy Clarkson in Top Gear, and Gordon Ramsay in Hell’s
Kitchen in the early 2020s and found these hilarious. Today, these
celebrities appear to be less popular among young men.

B 4
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British actors
Pushed into the limelight by US (co-)productions, Netflix & social media

“Definitely actors [appeal], Hendrika (16): Florence Pugh. « As the quotes on the left suggest, among 16-19s in all
there are some actors who...there is Colin [..] Ithink | know her from countries, and across all age groups in Germany and lItaly,
Firth, for example, who is a great reason Marvel movies. British actors tend to become known through US

[for watching], even if, | believe, he is Tamara (16): Me too. And that productions or US-UK co-productions that involve US
% ¥ often in American productions. He, for movie with Harry Styles... funding and significant marketing budgets. Examples of
example, is one of my favourite actors in Mareike (16): Yeah. Don't Worry actors include Hugh Grant, Colin Firth, Ewan McGregor,
the British scene. As | have already said, ‘ Darling. Keira Knightley and Florence Pugh.
Hugh Grant, but mainly for his first Tamara: And Little Women.

lasei Mavbe E MG " * Netflix is an important platform for new talent. Young
AEBEIES [l WEYIEIS BN WEEEE O e British actors named and admired across all countries
- Benedetta, 24 include, Millie Bobby Brown, Louis Partridge, Emma
Mackey, Asa Butterfield, and Kit Connor, many of whom are
known through Netflix's youth-oriented series such as

Plsrens Pugl, el (6 Gl vy Stranger Things, Sex Education and Heartstopper and in
"The actress, Emma Mackey young, so obviously there’s not a films like Enola Holmes.
Sex Edlucation] | don't tonne of movies or series she's been . . . . _
‘[fromke o the corre’ct in. But especially actors who have * Ricky Gervals_ profile has risen because of After Life (2019),
c?aiion yways its her been in the business for a long time. comedy specials, Armageddon (2023) and SuperNature
Prfr:\eupact that’| ik, It's, like, really interesting to go back (2022) on Netflix, and his presence on social media.
actress, so in this case that's a [to], orfo‘r Keira Knightley, th!s like,
disc rimi’nating factor [for being Bend it like Beckham movie"
interested in Emily]. &y - Emilia, 24
- Margherita, 27 -
!

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.
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Appeal factor of ‘settings, landscapes & people’
High in Germany & ltaly

* 58% and 59% of survey respondents in Germany and ltaly respectively
agree that British settings, landscapes and people are a reason why they

Abbey, | liked the “I'really liked the setting watch British programmes (see graph). This is higher than Denmark (31%)
n\ith Downton t with the clothes [of The Gentlemen], this and the Netherlands (34%)
cetting in the Past (. le from semi-aristocratic context.” '
: gifferent lifesty ) ) : : . . .
a little...a A for that reason and: Matteo, 28 “ y, * In all countries, the enjoyment of seeing British settings, landscapes and
ours, \\'\keg ‘Zﬂy the plot...” > - people is stronger among women (51%) and older viewers (52%).
ok, obV! - . . .
- arbara, 3 L\ « Barbara and Matteo (left) in Italy appreciated the upper-class settings of
- hed other historical Downton Abbey and The Gentlemen. Max in Germany appreciated ‘the
dra\:ﬁa\g?‘:grﬁ B:i)’:aiirbelj‘éorgcﬁor historic Britain’ of Enola Holmes and The. Theory of Everything, and
tish cities, examble. The Theo ovaery'thin Fernand liked ‘the beautiful landscapes’ in The Crown. In both Italy and
“heing able t0 SeeeBdnet‘ai\s of the or EnpO[(’J Holmes. gé, More recen% Germany,.the strong appeal pf historic settings also tallies with high
how it WOE\;S(_’;\S;:S this type of..in examples. So | kind of like the appreciation of British historical drama (53% IT, 51% DE).
Scs?\cc;s\/\: that are obviously _curr\e?:{d aesthetic of the historic Britain." « Elisa (left) voiced her appreciation of the opportunity to see contemporary
modern, this is another thing 2 = Wbl 1 Britain and how it works, but overall interest in contemporary Britain was

ting and appealing-’

very interes 26 “ mentioned less frequently by other interviewees.
- 1S3, v
% of respondents who think ‘settings’ is an important or very important reason
tching The rowglh\ef travelled
" a
Queen Elizabeth an travelled, ut they o 5oo
when === ow where they nd they showe >8% ’ 49%  52% 51%
| dont ountry. ly. An 41% 39% 40%
Jled throug dscapes, R © | 1% 3%
fravelle beaut | lan \ h enjoye
ome \)
> S S ngt d C . .
that wa Fernand
X
ot W o S R R I NPT
Question “How important to you are the following reasons for choosing British screen content?” [please indicate your opinion by extending the bar (0-100)] 58

Base: All (16-34) who responded to the ‘settings’ statement (n=1,458; nDK=350; nNL=355; nDE=339; nlT=414). Sources: Screen Encounters With Britain. Survey DK, DE, NL, IT. Interviews with audiences.



Domestic screen content appeals less

A strong motivation to look elsewhere

* Interviews revealed that a strong motivational component for watching

“| rarely watch something in US and UK content is the perception that ‘relevant’ domestic content is
rthere's [Dutch] Youtubers German, i.e., German-language lacking, coupled with a dislike of most available domestic fiction.
| watch, but | don't V‘_’aLCh things or things produced in » Criticisms focused on low production budgets, acting quality, script-
Dutch movies. | think Germany... because | think that writing, lack of humour and emotional engagement, and perceptions of
"= they're really cringe. technically they are not that good. a shortage of shows in genres and involving themes that interest young
— Nadine, 16 There are one or two exceptions, people (see left).
German films that are quite good. o )
But | really tend to focus on the * Inthe Netherlands and Germany criticism was particularly strong,
English-speaking world as far as | explaining why domestic content came third in the Top 3 country of
"the series I'm watching, fictional content is concerned.” origin rankings (slide 25). The pervasiveness of these negative

— Markus. 26 - “ evaluations confirms the existence of a wide-spread discourse about the
' low quality of domestic film and television in these countries. Older
interviewees (30-34), who grew up with linear TV, were less critical.

they mostly trigger your
emotions. And | didn't feel like the
Danish series mostly do that. The
Danish series | have watched don't o o * The youngest (16-19) in Denmark, Germany and the Netherlands were
really trigger your emotions, [Italian] TV series its rare, especially damning, often using the word ‘cringe’ to describe

which | like when I'm watching a meaning that generally there are homegrown fiction.
love story. That's why I'm very few that | watch, and | like.

sateliing o Bty er Brideh® Films, yes, I've watched a lot of * In Denmark there was some acknowledgement of the quality of Danish
_Lene 17 oo ' them, | watch a lot of them, | crime drama, and some hpme—grown entertainment, but many felt
e watch ltalian cinema, absolutely.” / there are too few productions that appeal to young people.
1y Daniele, 25 g « In Italy there was less criticism of domestic productions. Italian films are

highly regarded, but this extends less to TV fiction (see Daniele left). In
Italy domestic entertainment programmes are still popular and watched
more frequently than in the other countries, often in the company of
friends and family.

2= i [T IS

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy. 59



Source: Screen Encounters With Britain. Audience interviews and survey DK, DE, NL, IT and survey. Question “What do you think about the following statements other people have made about British screen content?” [please indicate your opinion by
extending the bar (0-100)] Base: All (16-34) who responded to the ‘relevance’ statement (n=1,518 nDK=378; nNL=374; nDE=346; nIT=420).

Domestic content appeals less (continued)

“Italian TV series are rarely
of good quality, unfortunately,
in my opinion. However, there
are still good films, but it's rare
to find something. [...] Italian

“ productions very often lack
from an acting point of view,
the acting, the dialogues, the
characters have no depth and

often make choices that are
not realistic.”

- Margherita, 27

“[Dutch] TV programmes can
be OK, but the films and series
most of the time are just a bit
shite. [...] Not really well-made
productions, so you see that
there's not a big budget. And
the acting most of the time is

=== JUst wooden. You can see

“l don't really like the Danish
stuff — Danish programmes —
because I think it's kind of cringe
in some ways to see my own
language being used. But | love
Flow [linear] TV shows in Danish,
like Buying Houses Blind or
decorating shows and baking
shows. | think it's fine because
there's a competition, so there's
something else than acting”

- Marcello, 17

“German media is not that good.
Netflix is kind of an outlier with this -
there were some really, really good

Netflix shows from Germany [...] This is
quite the mainstream opinion. Many;,
many people, especially young people,
really don't like German entertainment

In each country there were domestic light entertainment shows that
are appreciated, like Buying Houses Blind in Denmark, drama series
Oogappels and reality dating format B&B Vol Liefde in the
Netherlands or Germany’s Next Top Model.

However, reality TV and talent shows no longer have the status they
once had (see slide 20), and only a few shows are still being watched.

Other ‘exceptions’ of domestic content young viewers appreciate
included Dutch documentaries and current affairs, especially by public
broadcaster NPO, and in Germany some comedy productions
including comedy-drama Tiirkisch fiir Anfdnger (Turkish for Beginners,
now repeated on Netflix), and comedy feature films, Fack ju Gohte
(Fuck You Goethe, repeated on Netflix) and Isi and Ossi (Netflix
original).

Few survey respondents in Germany (7%) and the Netherlands (15%)
thought that ‘domestic content feels more relevant than British
content’. This was higher in Denmark (25%) and Italy (31%) where
home-grown content rated higher overall (see slide 25).

.,

the ge

D nres | f

utch Content ThavoLfrl there jspy¢ an
‘ i

o that much.” Conte 3
they're not big-time actors.” - Nt no Dytep i g Jtch fantag
Max, 17 _ CI~fi contapmy
- Karl, 18 - Mark 24 ent
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UK TV veteran

High familiarity with UK
productions in all kinds of
genres, non-/scripted

Likely to be Dutch or Danish

High English-language
proficiency

Has come to equate UK
productions with quality

Has developed a liking for
certain UK actors, presenters
and comedians

Tends to see UK productions
as 'intellectually superior’ to
US productions

Appreciates ‘intelligent’,
‘'sarcastic’, ‘dark, and
'irreverent’ ‘British humour’

Men more likely to watch UK
panel shows, documentaries,
in addition to TV fiction

Women more likely to be
familiar with UK reality TV,
lifestyle & talent shows, in
addition to (mostly) TV fiction

Screen Encounters With Britain — Final Report

Film & TV lover

Loves watching film & TV
fiction and has a discerning
eye and taste

Country-of-origin interest can
be broad, or mostly limited to
English-language productions

Seeks quality in production
value, scripts and acting, and
believes this is found in many
UK productions (e.g. Black
Mirror, Fleabag, After Life)

Watches the original language
soundtrack to experience ‘the
real thing’ and for greater
authenticity

Appreciates ‘intelligent’,
‘'sarcastic’, ‘dark,” and
'irreverent’ ‘British humour’

May have low or high
familiarity with UK film & TV
fiction

Quickly comes to reject
dubbing, and develops high
English-language proficiency
(understanding) over time

English learner

Uses English-language drama
(mostly from the US) on
global SVoDs to learn English
(sometimes prompted by
teachers)

v' Likely to be 16-24, and more

likely to be a woman than a
man

Discovers (recommended) UK
productions on global SVoDs,
especially Netflix

Enjoys some recent youth-
oriented UK shows (e.g. Sex
Education, Heartstopper).

Values relatable themes and
characters; and humour as an
essential ingredient in all
kinds of narratives (serious,
sad, educational)

Watches UK drama
sometimes, but no UK
unscripted shows

Those with higher English
language proficiency quickly
stop watching dubbed
content (DE vs IT viewers)

5 viewer types for UK content (as part of overall viewing)

Youth-content seeker

v' Likely to be 16-24, and more

likely to be a woman than a
man

Feels there is little or no
domestic youth-oriented
content, including ‘coming-of-
age’ drama, or dismisses it as
‘cringe’-worthy

Watches mostly US drama but
loves some recent UK shows
(Sex Education, Heartstopper,
Derry Girls, Skins) which has
sparked interested in other UK
productions; discovers these
on social media

Values relatable themes and
likeable characters, the use of
affect (‘allowing her to feel’),
and humour as an essential
ingredient in all types of
storytelling

Has grown fond of certain
British actors

Watches the original
soundtrack or dubbed

Often unaware that drama is a
UK (co-)production

v

v

v

Fan of UK talent

Some viewers love and follow
one or several UK actors (e.g.,
Hugh Grant, Benedict
Cumberbatch, Emma Mackey,
Millie Bobbie Brown),
comedians (e.g. Ricky Gervais,
James Acaster, Jay Foreman)
or presenters/celebrities
(Graham Norton, Gordon
Ramsay, Jay Freeman)

Open to all kinds of content
featuring these actors

Know that they are British, but
note that they have
seen/discovered themin US
productions or UK-US co-
productions

Some talent (e.g. Phoebe
Waller-Bridge and Ricky
Gervais) is celebrated for
writing and acting skills; while
some UK presenters and
comedians are appreciated for
their wit and authenticity,
qualities often seen as missing
in domestic talent

61



Values & attributions of UK content

 Values that are recognised in UK content overlap with motivations for choosing to
watch it. This chapter adds to the previous one by drawing on interviewees'
descriptions of UK content, and on opinions from digital diaries, interviews and the
survey to identify motivational drivers.

* Humour is the most frequently mentioned characteristic attributed to UK shows and

7. Va I ues film. Most interviewees found it difficult to sum up the values of UK screen content in

general. These values emerged more clearly when they talked about specific shows.

& AttribUtionS Acting talent & intellectual stimulation

* Most survey respondents believe that ‘British acting is of high quality’, ranging from
71% in Germany to 58% in ltaly, citing mostly globally known actors in interviews.

» The perception that UK content is ‘intellectually stimulating’ was common only in
Denmark and Italy, as evidenced in both the survey and interviews.

Realism, relevance & relatability

* There was higher agreement about the realism and authenticity of UK content in
Denmark (57%) and the Netherlands (58%), than in Germany (44%) and ltaly (45%).

 Just under half can relate to the themes in UK screen content (41% in Denmark to 48%
in Italy), and fewer (32% in Denmark to 46% in Italy) thought that UK content deals with
topics relevant to young people. Interviews showed that this was almost entirely driven
by comedy-drama available on SVoDs, such as Sex Education, Heartstopper, Skins and
Fleabag, content that is seen is missing on domestic platforms.

Diversity

* Less than one-third of survey respondents think that UK content appeals because it
reflects ethnic diversity and LGBTQ+ communities. Interviewees mentioned it rarely
unprompted and mostly in relation to Netflix shows, Sex Education and Heartstopper.

Screen Encounters With Britain — Final Report - click here to return to table of contents - 62



Values of British screen content

The industry perspective

* When asked to describe UK content, both programme buyers
and film festival organisers in all 4 countries were
complimentary about the quality and strong storytelling of UK

"British content is definitely
one of the best schools of storytelling

in the entire media Iands;ape. B}Jt i’F is "UK cqntent has always begn oroductions.

not easy to find something which is really important as our main

free-TV friendly [...] which is not too driver is excellency” * Many highlighted the appeal of black, ironic humour in UK
old-fashioned. Otherwise, it's pay-ty, - Senior Editor, Film Festival drama. A Danish film festival programmer (left), like many

very edgy, very high-end, | would say." audience interviewees (slide 54 and 68), commented on the

~

-p B 2 appeal of UK content because it combines dark humour with
JEE T SR “ ‘warmth’ and "heart’.
“there’s this sort of inherent * InItaly, programme buyers agreed but were more cautious
NS familiarity that | think Dutch about the suitability of UK content for mainstream channels as
" : o audiences have with particularl opposed to subscription services. UK content is seen as either
something [that] we notice in British British culture. shall V\F,)e say, tha{ too ‘edgy’ or ‘old-fashioned’ (Buyer 2, left). In Italy these views

content: a humour [...] that just speaks to
Danish audiences. There's a blackness to
it. And there’s irony, But there’s a lot of
heart too. A matter of being able to joke
about the most awful things but bringing
people together when you do it.” e
- Film Festival Programmer1  ®% <

about the niche nature of UK shows have not shifted since the

maybe it feels a bit like home."
early 2000s (Steemers, 2004).

- Film Festival Programmer 1

»

“‘,
e I B

Source: Screen Encounters With Britain. Interviews with Cultural Intermediaries in in Denmark, Netherlands, Germany, Italy.
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Audience descriptions of UK screen content

Humour is the most frequently mentioned characteristic

“| associate US programmes wutb
mega-action, explosions, things .Ilke
that. In the case of English TV series, |
associate them more with humour,
black humour, irony, situations that are
absurd, extreme [..] As for the other

things... maybe references:' things, fo be Invative, 1o be
“ to nobility, barons, earls... thinking outeide the box.
- Alessandro, 33 _Didier, 29

“British shows are of high
production value, high quality.
They have a great set of very
talented directors, actresses or
creative people overall. They
have the courage to try new

“the types of stories and art that
gets made, it tends to feel a bit
t's the first word that more ‘real’ [than US content], a bit
hen | think of British g% less like we're censoring, less like
to British  * | we're sanding off the ugly parts,
as it were, from life and society.”
Martijn, 27 ;

t that all of those films that

I'm thinking of fit t
sink dramas], but |
comes to mind W PN
: : ‘
Eidcd thendve\elg?\?tely thinking more In
line of comedies, black comed;\es,h;(a)r\wf\(lis
the Monty Python-esqué s.ke’ccl himou}
Maybe also a more intellectua °
than the American comedy shows.
- Thomas, 29

television, I'm

/

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.

Men and older interviewees felt more able to describe UK
screen content in a few words. The most frequently mentioned
association by far was humour (see Alessandro and Thomas).
The role of humour was also highlighted in a survey question
about words that respondents most associated with UK titles
they knew (next slide).

Other frequently mentioned characteristics included high
production values, innovation, talent, both on- and off-screen
and historical references to aristocratic and heritage settings.

Multiple interviewees, like Martijn (left), mentioned a more
‘real’ look and feel, compared to US content, more ‘intellectual
humour’ (Thomas), more ‘self-insightfulness’ (Jytte, DK, 25) and
narratives and characters that have 'depth’ (Margherita, IT, 27).

However, asked about their motivation for watching UK
content, only a third or less of survey respondents (26-35%)
agreed with the statement that ‘British content is better than
content from other countries’ (slide 48).

Most interviewees found it difficult to sum up the values they
attribute to UK screen content in general. These values
emerged more clearly when they talked about specific shows
(see rest of this chapter).
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Words associated with UK screen content

monarchy
detectives dramatic engaging
detective e)(C|‘t|ng aCtlon youth childhood

classic ¢4 fiction tv mag|c social royal violence

realistic pice Tamily _ old satire br|t|Sh romance mtelllgent

entertaning PN dark * aueen ot
t
london culture dry  cozy suspenseful iInteresting great nature

mvster _ ood england |
english Y Y reality fantasy ESSUtIEerefun 9 friendship stories
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Question “Which words pop into your head when you think about the titles you listed? Please list as many words as you can think of”
Base: All (16-34) who responded (n=1,508). Source: Screen Encounters With Britain. Survey DK, NL, DE, IT.



Values & Attributions — overview of survey findings

% of respondents who agree or strongly agree with these statements

DK NL DE IT
British acting is of high quality - 65% - 58%
British content feels realistic or authentic 57% 58% 44% 45%
British content deals with themes | can relate to 41% 45% 41% 48%
| can relate to it easily because | can identify with the people in it 38% 40% 41% 35%
British content is intellectually stimulating 49% 25% 32% 48%
It feels familiar because | grew up with British content 42% 42% 31% 25%
British content deals with topics that are important to young people 32% 26% 38% 46%
British content is appealing because it reflects ethnic diversity and LGBT+ communities 25% 27% 33% 37%
| don't really notice whether the content I'm watching is from Britain or the US 26% 12% 15% 24%
Domestic content feels more relevant than British content 20% 15% - 31%
British fictional content feels gloomy and unpolished 30% 13% -
* 'British acting is of high quality’ received the highest agreement in all * UK content* is ‘intellectually stimulating’ achieved the highest agreement
4 countries (DK 69%, NL 65%, DE 71%, IT 58%). in Denmark (49%) and ltaly (48%), but far less in Germany (32%) and the

[0)
* 'British content feels realistic or authentic’ also ranked highly. Between Netherlands (25%).

44% (DE) and 58% (NL) of respondents agreed. * Mirroring findings in Chapter 4 (slide 23), ‘familiarity’ is felt in Denmark and
[0) 1 [0) (o)
* Between 41% (DK, DE) and 48% (IT) agreed with the statement that the Netherlands (42%), but less in Germany (31%) and ltaly (25%).
‘British content deals with themes | can relate to, but fewer felt that » 'British content deals with topics that are important to young people’
they can identify with the people in it (35%-41%). achieved the highest agreement in Italy (46%) and Germany (38%).

Questions “What do you think about the following statements other people have made about British screen content?” and “What do you feel when watching British screen content?” [please indicate your opinion by extending the
bar (0-100)] — average rating, all respondents. Base: All respondents aged 16-34 who answered the question with randomised statements (n= 1,507-1,526). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT.
*Britain’ was used in the survey instead of ‘UK’ because this is what's commonly used across Europe. The ‘United Kingdom' is not a term that's used or well understood, and few people know the difference.



'High quality acting’

High agreement, helped by global fame and recognition

“I think British acting is
superior to American acting
because there is a lot of shows
where the main actor is British,
but the show’'s American for
example, like in Snowfall [stars
Damson Idris]. And [..] there's a
show called The Wire, and Idris

[Elba] is part of that.”
- Jamal, 22 '

Question “What do you think about the following statements other people have made about British screen content?” [please indicate your opinion by extending the bar (0-100)]
Base: All (16-34) who responded to the ‘acting’ statement (n=1,526; nDK=378; nNL=375; nDE=351; nIT=422). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT; audience interviews DK, DE, NL, IT.

“[Phoebe Waller-Bridge] is very
good, | think, so...also, | realised, it
is difficult for me to understand
when a foreign actor is a good
" actor. Let me explain better,
perhaps | understand it better
with Italian actors, but in her case,
| really like the way she acts.”
2 - Benedetta, 24

“there is a certain theatrical allure
to especially UK scripted — a different
way of acting, a different way of staging
that really appeals to an older demo. But
| think everybody under the age of 30 has

been so raised with this naturalistic US ‘g

approach, of everybody looking good [..]
that they have difficulty getting to the
more... less aesthetic and less fluent UK
scripted shows.”
- Dutch Programme Buyer 3

Asked to indicate their agreement with statements others have made about
British content, 71% of survey respondents in Germany agreed that UK
‘acting is of high quality, compared to 69% in Denmark, 65% in the
Netherlands, and 58% in Italy.

Interviews provided some insights for why this is so. Most of the frequently
cited examples for high quality acting referred to globally known actors
such as Hugh Grant, Benedict Cumberbatch and Idris Elba (see also slide
56) who are known from major US productions.

A Dutch Programme Buyer (left) suggested that young people’s preference
for a more 'naturalistic US approach’ to acting may affect the extent to
which they engage with ‘less aesthetic and less fluent’ UK scripted shows.

Although some interviewees like Benedetta and Emilia (DE, 24) thought
that UK actors were better or ‘more authentic’ (Emilia DE, 24), they
admitted that not being native speakers might impact their evaluation, and
that they were maybe more critical of Italian or German actors because
they were native speakers.

% of respondents who agree or strongly agree with the ‘Acting’ statement
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‘Realism & authenticity’

Acknowledged and appreciated

“when | think of After Life right now,
| would say very humorous, but also
emotionally charged and authentic. Also,
because | think this whole thing with the
accents lets you immerse yourself a bit
more in this world. When you watch
German films, everyone speaks the same
language, speaks German [..] But on
British television there is just this
diversity. [..] You really notice that a lot
of different cultures are ‘crashing’ into

4,

“What | found in the one
with Gordon Ramsay [Hell’s
Kitchen] was obviously a
greater authenticity, | mean,
everything worked better,
however scripted it might
have been, etc.,, but it gave
me a much stronger feeling

each other and yes, that's why | think it of realism...”
[ just seems authentic.” A/ -Matteo, 28
- Markus, 26
o g SNOWD i
\ife 19 4 ) hentic representation [..]
y-t0-03Y ce an an authe itish
DAy e more Sp?'\\(e\\! e that's what | would expect from Bngrsary
and e9 oure ?o reea\dast as TV shows - if it's obviously C(-)nr:ingction
Hnme- ng like, a fantasy or science-ti
ornt i 1 and not, like, . o
see @ r:ﬁ of @ Br\t\s“i\n show. [..] And especially qUelere‘:’;Eé g
% episod® "hanshow because all the shows that wev jew are
= mer'\ca“T\] A about the most during this interv
A= Lars, > those that have really good queer

repres entation.”

- Kris, 26

58% of survey respondents in the Netherlands and 57% in Denmark
agreed that 'British content feels realistic or authentic, compared to
45% in both Germany and ltaly. This difference may be attributable
to the wider viewing experience of Dutch and Danish respondents
across non-scripted shows in English as well as scripted shows.

Unprompted, several interviewees in each country referred to the
realism and authenticity of UK drama, especially in comparison to US
shows (see Lars), but also to domestic shows (Markus).

Most interviewees mentioned realism/authenticity in relation to
fictional productions, like Derry Girls, Fleabag and Sex Education
(season 1 & 2 only) and to their ‘relatable characters’ (slide 69).

Matteo (left) remarked on a non-scripted show, Hell’s Kitchen (UK)
with Gordon Ramsay, that he thought felt more ‘authentic’ than the
Italian version, Hell’s Kitchen Italia on Sky Uno.

% of respondents who agree or strongly agree with the ‘realism & authenticity’ statement

57%  58% 569,
- 45%  45% 49% 3% - 52% 5% 47% :
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Question “What do you think about the following statements other people have made about British screen content?” [please indicate your opinion by extending the bar (0-100)]
Base: All (16-34) who responded to the ‘realism & authenticity’ statement (n=1,518; nDK=378; nNL=375; nDE=346; nIT=419). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT; audience interviews DK, DE, NL, IT.
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‘Relatable themes'’

Underpinned by strong scripts, depth & relatable characters

“[Fleabag] is relatable because,
very generally, in Europe, in many
European cities, you can find this

loneliness, this woman, this city,

with perhaps messed up

“The characters [in Sex Education],
they were kind of quirky. [...] it
was easy to kind of just fall in love
with each character and really

. I > enjoy watching how they manage
relationships, both family and love steering through teenagehood.”
relationships, so in my view, | - Emilia. 24
mean, it's a little gem, as such.” > ' -
- Daniele, 25 " s

”[Flgabag] it's also aboyt {
- t_o(g)lcs that interest me: ‘
Identity, psychology, '
sexuality, things [ike this."\
- Martijn, 27 ‘

-

"with | May Destroy You, it was actually a friend
of mine who [...] recommended that | watch it.
Because she just cried the whole way through

because she thought it was that good. And then | :
‘= watched it [..] it was just really well-made and it ‘
* took the topic really seriously. And it was also )
feminist in a way that appealed to me, and | feel like :
it's often not a boy or a man who saves the woman /

in British TV series. It's themselves, they changed

their own lives and do it better.”
- Rosa, 26

Between 41% (DK and DK) and 48% (IT) agreed with the statement 'British
content deals with themes | can relate to.

Agreement was highest among the 25-29s (48%), and this was reflected in
interviews (see left).

Agreement was also higher among women (48%) than men (38%).

Shows named in relation to relatability were applauded for their universal
themes (love, sex, loneliness, self-assertion, identity, growing up), for the
'sensitive, 'honest, ‘realistic’ and ‘in-depth’ ways in which topics were
covered, and for 'relatable characters’ who were ‘believable, ‘'likeable’” and
often ‘fun!

The shows most applauded in this regard were Fleabag, After Life and
several youth-oriented shows, which links to another statement, ‘topics
important to young people,” which received the highest agreement among
16-19s (next slide).

% of respondents who agree or strongly agree with ‘relatable themes’
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Question “What do you feel when watching British screen content?” [please indicate your opinion by extending the bar (0-100)]

Base: All (16-34) who responded to the ‘relatable themes' statement (n=1,522; nDK=378; nNL=376; nDE=348; nIT=420). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT; audience interviews DK, DE, NL, IT.
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‘Youth topics’

Shows discovered on social media & Netflix that relate to young people’s interests

nin school, you meit,t \c'\)ke‘,) :nk()jo;/\m
hang oul, _
o Sta?omether? et o mgoz(\a “[Heartstopper] It's very relatable
f time tog sweet story tha to everyday experiences. Yeah,

1 Ve 1
And that's avery joy. So thats that's the main reason [for liking

pe?ﬁ,“;;g\y Vc\),hy | also enjogle / it]. I suggested it to a few friends,
r a lot, yean. / and one of them got reall |
. Hea”tsf%%ere\and, 17 // passionate about it,ga nd so )\/Ne ‘ ‘
/ talk about it all the time.”
- Gina, 16 /‘”
“[Heartstopper and Sex Education]
they are based around romance and
= sex [...] aimed at helping people
understand themselves. | don’t find /
that in Dutch shows or movies.”
— Kris, 26 ) P . o
- [I like Derry Girls because] it kinda

looks like our friend group, | think.

[..] And | can really relate to, like,

what they're like doing and stuff
with our friend group.”

| believe that the British

- "Yeah,
Mette (19)." vea urn the aspects of the

ial dilemmas and t
@ t?)l:gél(zzcnlwain the series in a more respectféjlt\r/\v:tys
*%*  than maybe the Americans do. Yeah. 'An g
probably why we can, lil;e, relate to It |chJ(rr\eé.. /
Hanne (19): “Like in Skins, for. example, y
also have, like, eating disorders...

The agreement rate for ‘British content deals with topics that are
important to young people’ was highest in Italy (46%), followed by
Germany (38%), Denmark (32%) and the Netherlands (26%);

Among the youngest (16-19), whose experience with UK content is
mostly limited to shows on Netflix, agreement is highest (38%).

In interviews, the same small number of teen-oriented shows (all on
Netflix) came up: Heartstopper, Sex Education, Derry Girls and Skins. All
were ‘loved’ because of their 'relatable’ topics and situations, likeable
and relatable characters, and humour.

Interviewees in Italy, the Netherlands and Germany confirmed that
there was not enough domestic youth-oriented drama. Lene from
Denmark (17) complained about Danish youth-oriented drama failing
to ‘trigger your emotions,’ unlike imported series.

Skins and Derry Girls were well liked (including in Italy) despite their
highly specific localities and accents (see slide 80).

- Tamara, 16 -~

% of respondents who agree or strongly agree with the 'youth topics’ statement

46% 9
32% 38% 38% 34% 36% 31% 40%
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Question “"What do you think about these statements other people have made about British screen content?” [please indicate you opinion by extending the bar (0-100)]
Base: All (16-34) who responded to the ‘youth topics’ statement (n=1,516; nDK=378, nNL=375; nDE=346; nIT=417). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT; audience interviews DK, DE, NL, IT. 70



‘Intellectually stimulating’
Common perception only in Denmark & ltaly

“what | think is really cool about
Black Mirror, the way that they toy
with how technology can impact our
worlds and they take it to the
extremes, and a lot of the things that
they touch upon is something that
I've also thought about, and | guess

- Elisa, 26
s® 3 |ot of people have too. For 7
. example, the episode where they , .
rate everything...” /
- Per, 25 /
//

"I really liked the underlying
idea [of Sex Education], which |
think is not very spoken about

on TV orin TV series, as it
addresses those issues in such a
frank and also educational way.”

“|'like British crime and | also

_

like the British action films. | like

James Bond a lot. Also The

Kingsman. [..] But the American
action films, series they are all very
action, action. [...] a lot of cars, a lot
of chases, a lot of bombs, a lot of
guns. So that's sometimes too much,
and | like the more intelligent aspect
of it as well. [...] The spy has to figure
out some sort of strategy, and that's
what | see in the James Bond and

“Yes, Minister is just incredible if you
have an interest in politics. | think
even to this day it is very relevant.
The acting is superb. If you enjoy

linguistics a little bit, Humphrey
Appleby is unparalleled [...] Yes,
Minister, the sitcom and the politics
is just perfect for me.”
- Anders, 28

-

The Kingsman."
- Katja, 25

-~

y.

V4

)

While high shares of survey respondents in Denmark (49%) and Italy
(48%) agreed with the statement 'British content is intellectually
stimulating,’ this was was lower in Germany (32%) and the
Netherlands (25%).

In interviews appreciation of ‘intelligent’ British screen content that
makes one think was rare and came mostly from young audiences
in Denmark (see left).

In Italy, the 48% of survey respondents agreeing that British content
is ‘intellectually stimulating, matches earlier BFl/Yonder study
findings, which found that, ‘Intelligence and being cultured are the
most distinctive attributes of British film/TV for Italians’ (2021e: 15).

For the head of an Italian film organisation interviewed for this
project, the taste for British films was linked to ‘distinguishing
genres’, and Italian programme buyers all remarked on the
‘edginess’ and ‘boldness’ of UK content.

% of respondents who agree or strongly agree with the ‘Intellectual’ statement

49% 48%

309, 209 38% 41% 40% 39% 38%
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Question “What do you think about these statements other people have made about British screen content?” [please indicate your opinion by extending the bar (0-100)]
Base: All (16-34) who responded to the ‘intellectually stimulating’ statement (n=1,517; nDK=378; nNL=373; nDE=346; nIT=420). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT; audience and cultural intermediary interviews DK, DE, NL, IT. 71



‘Diversity’

Appreciated by 30% of young viewers

"[Snowfall, starring Damson Idris]
it's something | relate to, | guess,
yeah. Most of the shows | watch
have black leads [..] | never saw a
German actor in my life — a German
black actor in my life - so yeah...
That's the reason I'm not really
attracted to German TV shows...”

"I like the fact that they
[producers of Heartstopper]
made something about it,
because many people don't
see the thing that they're

’ - Jamal, 22

“For example, Chewing Gum [..]

It's just the things they deal with - it's just
on top of that that they're black. And | feel
like, if it was a Danish TV series with a black

lead character, it wouldn't be recognised
that it's different to be a black person than
a white person. And | think TV series from
the UK do that really well — like, recognise

that this is just a person who has these

troubles, but it's also a black person, so
therefore maybe it's harder to come out of

these troubles.” _

—R0s3, 26

Question “What do you think about these statements other people have made about British screen content?” [please indicate your opinion by extending the bar (0-100)]
Base: All (16-34) who responded to the ‘diversity’ statement (n=1,509; nDK=378; nNL=374; nDE=342; nlT=415). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT; audience interviews DK, DE, NL, IT.

both boys very well.” Y

- Gina, 16

“I wouldn't say that
per se it [diversity]
appeals to me. It's more
that | don't really care. So
»* ifit happens, it's like ‘OK.
And if it doesn't happen,
it's also just kind of neutral
about - it's like, "OK"."
- Eduard, 21

Less than 1/3 (30%) of all survey respondents (n = 1,509) agreed with the
statement, ‘British content is appealing because it reflects ethnic diversity and
LGBTQ+ communities.’ Italy (37%) and Germany (33%) polled higher.

Appreciation of diversity was much higher among women (40%) than men
(18%). Italy showed the highest disparity between women (51%) and men (19%).

Among interviewees, respondents from an ethnic minority background, such as
Jamal and Rosa (see left), often commented on the appeal of ethnic diversity,
especially if they liked what they saw in UK shows.

No one raised diversity unprompted. When asked if they recognised diversity in
UK screen content, a handful of respondents in each country answered
affirmatively. Sex Education was the show named most often across all countries,
with interviewees appreciating its open portrayal of relationships. Gina liked
Heartstopper for its depiction of a gay relationship.

Diversity was not especially sought out (Eduard). Floor (NL, 20) thought
dominant groups might not think very often about diverse representations, a
sentiment echoed by several Danish respondents.

% of respondents who agree or strongly agree with the ‘Diversity’ statement
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Diversity discourse in industry circles
Acknowledges demand & UK ‘lead’

™, -

“A theme that is definitely
preferred by younger generations
is LGBTQ titles. And also music
titles. And all those films that talk
about people’s lives — let's say,
extreme lives, drug-addicted,
or music stars...”

“ - Film Festival Manager

& Theatrical Sales

"About three weeks ago we had a work
seminar where we discussed diversity, and
we circled a lot around the BBC's policy
and what they do and the way that Britain
is certainly a few steps ahead of us in that
sense. [..] | wouldn't say that we have
been in situations where we have acquired
British content for this reason specifically
but | will definitely say that it's a great
inspiration to see what you're doing...”

- Programme Buyer

“British content is very often socially
more relevant than other content. [..] it is
particularly diverse. It always has been, and
it has always addressed diversity before
anyone else, before it was mainstream. It's
ahead of its time. And obviously that fits
perfectly into nowadays environment, and
what is talked about and what drives
engagement. And in that respect, the
younger generation — | mean, diversity is
just such a major issue for them.”
- Senior Editor, Film Festival

“British series, | would, say they

are really organically inclusive. In a big

show like Silent Witness you'll find a
; woman in a wheelchair or a deaf
person, but also a completely mixed
cast with Asians etc. And | think that's

really one of the qualities of UK drama

which we very much appreciate: the
fact that it's already so really normal
that there is this mixed cast.”
- Programme Buyer 2

Source: Screen Encounters With Britain. Interviews with Cultural Intermediaries in Denmark, Netherlands, Germany, Italy.

In all countries, cultural intermediaries working in film thought
that young audiences appreciate diverse, especially LGBTQ+
representations on screen. Two ltalian film festival managers
noted how young people (including film juries made up of
young adults in their early 20s and festival audiences) tend to
‘gravitate’ towards such content.

A Senior Editor of a Film Festival in Germany (left) thought that
diversity is a ‘'major issue’ for young people and that the UK has
‘addressed diversity before anyone else!

Buyers for television and streaming services also recognise how
Britain is ‘pushing for diversity’, and how inclusive casting has
become 'really normal’ in UK films and TV shows (Dutch
Programme Buyer 2). A Danish programme buyer (left) noted
that they had looked to the BBC for inspiration.

However, for small screen executives, (ethnic) diversity was not a
key reason for purchasing UK content. Buyer 2 in the
Netherlands pointed out that ethnic diversity in the Netherlands
is different from the UK, something that was also noted in
Germany. Danish buyers said it was not a reason why they buy
UK programmes.
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8. Language settings

Screen Encounters With Britain — Final Report

Chapter summary

How

*  Watching in English with English subtitles is the most popular preference among
survey respondents in Denmark (59%), the Netherlands (69%), Germany and even
Italy (both 53%). Dubbing ranked highest in Italy (33%).

» Digital diary entries confirmed Italy has by far the highest percentage of dubbed
viewing (40%) ahead of Germany (13%), and that watching in English (with or without
subtitles) proved the most popular option in all 4 countries.

Contextual factors

« Language settings depend on habit, English language proficiency, personal
preference, mood, content watched, the platform used, the option to change
language settings, and the specific interests in watching particular films or TV
programmes (e.g. re-watching for either nostalgic reasons or to learn English).

« Forinterviewees in Italy and Germany dubbed content is often viewed in the cinema
or with friends and family members who are less proficient in English.

« English subtitles are preferred because they match the spoken language, help
improve English language skills, or if native language subititling is thought to be poor.

Shift towards English language viewing

« Greater use of SVoDs and social media has accelerated the shift to English language
viewing in Italy and Germany, with teachers encouraging viewing in English.

« However, interviewees in both Germany and Italy confirmed that dubbing remains the
preferred option for the majority of the population. English language viewing is more
prevalent among those studying English in secondary school, with a higher education
background, who need to speak English professionally, or because they love watching
films and TV series and want ‘the real thing

« Once viewers with sufficient English-language proficiency have experienced 'the real
thing,” few want to turn back to dubbed viewing.

= T LT
- click here to return to table of contents - 74




Preferred language setting

English language proficiency and history of language settings determine preferences

Asked about preferred language settings when watching UK screen
content (max. 2 choices), survey responses revealed significant variety,
reflecting different levels of English language proficiency and varying
experiences with subtitled viewing.

English with English subtitles English with native language subititles

69%
>9% 539  53% 55% .  Subtitling countries Denmark and the Netherlands had the highest
42% S0 preference for English subtitles and an English language soundtrack
’ 299%  30% (59% and 69% respectively). Italy, a dubbing country with moderate
23% English language proficiency, had comparatively high shares for native
15% language subtitles (36%) and dubbing (33%). Its share of watching
without subtitles was comparatively low (18%).
o N\\¥ % !

* In Germany, also a dubbing country, preferences for watching with
\*‘\e“\NoWe“ German subtitles (15%) were much lower than in Italy (36%), while
preferences for no subtitles were much higher (48%). This reflects
higher English language proficiency than Italy. Higher preferences for
'no subtitles' (48%), compared to DK (32%) and NL (35%) is a result of
German viewers' limited experience with subtitles and of reading them.

o% W oc \ NT \No«\e“

English - no subtitles Dubbed into native language

48% * The youngest (16-19) in all 4 countries have the highest preference for

259, 40% ‘'no subtitles’ compared to other age groups (not shown). This could be

32% 279 33% the result of weaker reading abilities (as some teachers suggested) or
18% s genre preferences (action/adventure, fantasy/sci-fi and animation).

1% 1% « Genre preferences might also explain gender variation with 'no
0% 0% - subtitles’ (40% for men vs 27% for women). While men prefer
action/adventure, fantasy/sci-fi and animation, women prefer genres
where dialogue is more important, such as romance/romantic comedy,

historical drama, sitcoms (slide 19).

o% N\ oc 1\ et - e o N\ oc W et W e
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Question “When you watch British screen content, which language options do you prefer? [2 max] 75
Base: All respondents aged 16-34 who answered the question (n=1,537, 1.3 settings named on average; nDK=377; nNL=379; nDE=354; NT=427). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT.




Preferred language setting - confirmed in digital diaries

. . . ] e . * Industry interviewees in Italy and Germany warned that survey
Digital diary entries for language settings of non-domestic films / TV episodes watched over 5 days findings were impaired by social desirability. However, they also
Empy "™=n. EEDE [ JIT acknowledged that attitudes toward subtitles and watching the
original soundtrack were changing among younger viewers.
L1 Mumber of participants 20 28 26 28 o ) _ _ _ )
- - - + Digital diary entries for foreign language films / TV episodes
L2 MNumber of foreign language episodes viewed 158 243 262 220 watched over the course of 5 days confirmed survey findings for
L3 English dubbed inte native language 0%, 0, 13% A% preferred language settings in each country.
L4 English with English subtities B2, A7, 109 0%, * Italy was the country with the highest share of dubbed viewing
— _ _ (40%), compared to 13% in Germany and 0% in both Denmark and
L5 English with native language subtitles 23% 21% 6% 19% the Netherlands (L3). Italy also had the lowest share for viewing
16  Englishwithout subities 1% 19% 4T% 4% without subtitles.
: - * In all countries, watching in English (L4-6), with English subtitles
LY  Otherla dubbed into E h 0% 0% 0% 0% . ! . . ! '
ke into Engls native language subtitles or without subtitles surpassed dubbed
L8 Other language dubbed into native language 0% 0% 0% 0% viewing.
L9 Other language with English subtitles 1% 8% 0% 1% * Watching the original English soundtrack with English subtitles was
. . : most common among participants in Denmark (62%) and the
L1 Gehier Langu e with nethe: lngunge subiticy 3% i A% % Netherlands (47%), followed by Italy and Germany (30% each)
11 Citherlangusge withont subtities D% % bx 3%  Participants in Germany watched mostly the original English
language soundtrack but without subtitles (47%).

* Non-English language titles (L7-11) were watched in all kinds of
ways, depending on the language settings offered, relevant
language skills and personal preferences.

I5Ng N [ T S

Sources: SEwB Digital Diaries: Denmark (2022); Germany (2023); Netherlands (2023); ftaly (2024).
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Language settings vary in all 4 countries

...depending on many different factors

* In all 4 countries there is variation in language settings, depending on
many factors: language options offered, habit, English language

Ve e s i love wadiing i, proficiency, personal preferences, mood, content watched, the

"l usually prefer Italian language who have a huge interest in films and . . .
“ becau)gepl want £ pay n?oreg - .SJ.CU]T' ang mey pfrgferdto V\li]atch i t platform used, and the level of interest in film / TV series (see quotes)
attention to the film, and once | orginal; and those triends who are no . i g i
language, occasionally | rewatch in or also operating with the smartphones / subtitlin gon Whei/\ watchin Dan?sh shows. i
the English version.” in between, they watch it dubbed.” 9 9 :

- Piero, 17 / = Pl & * In Italy, all interviewees have family and friends who watch everything
dubbed into Italian because of insufficient English language skills. At
the same time, everybody knows of people, or is part of a group of

“[subtitles] In Dutch or in English. “| watch most movies from America people, who watch in English, always or sometimes. Piero (as well as
But | always have the subtitles on. [..] [..] in German. But when | think, Benedetta), mentioned that they sometimes opt for the original
It depends a bit on my mood. [..] And ‘Yeah, | can watch it in English’, | S - soundtrack when re-watching shows.
=sm if| see that the translation is not watch it in English. But that's not ‘
w==  good. Usually it's good, but if | see often. [..] | often forget that, yeah, | / * In Germany, comments were similar to those in Italy, but many more
that it's not good, then | would switch can watch it in English...” // interviewees preferred to watch the original English language
to English. [...] And then on the NPO h - Nele, 16 soundtrack, some with English language subtitles, some with German
app, normally you don't have any £ ,// subtitles, some without. Their settings vary depending on whether
choice. It's only Dutch subtitles.” options are available, mood/tiredness and platform. Many now watch
- Thijs, 33 "For me it varies a little bit. It depends on what their favourite US sitcoms only in English. Others, like, Nele, forget

I'm watching. Like, when I'm watching reality, or that they now have the option to switch to English on VoD platforms.

just, like, YouTube videos or something, I'm not “’, !
_vda 21 watching with subtitles. Whereas if I'm watching /
' - like a series or a movie, | usually have subtitles on.”
/ o S - Marianne, 19 e

“[Subtitles] | think v
it's distracting.”

15N

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.
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Context also impacts language settings

“With my dad and his girlfriend, we usually just, like,
watch maybe TV in Italian. But with my mum, | watch just movies in
% the original language. Also, my little brother is, like, 2 years old, and
| he's just started learning how to talk. So we're trying to make him
watch as many English films as we can, so that maybe he could learn
somehow how to speak a little bit of the language.”

- Gina, 16

nwhen | watch with my parents,

| will watch American or British I
movies in German, sO that they can S S e
also understand. But if | was alone, e e |

or if | watched the’n ) 673 I Danish ones. Just because that's y

. hit typically what's available.”

ends, we would watc | .
fri in the original language. / .g e

- Derja, 25

"Well it depends. If | watch the

series by myself, with all my attention deyo:ced (;cgi :\he
w=  ceries, | puton English subtitles [...] But n‘dltm o Ogn
anythi'ng else at the same momﬁnt, Ltiz . |g(§)k o
a
btitles. Because when | then :
puten Suscreen, | can process the words faster.
- Annette, 19

I5Ng T 00

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.

The context in which viewing takes place causes variation, particularly

when viewing with others.

When watching with friends or family members who are less
proficient in English, young people in Germany and Italy will watch
the dubbed show. In Denmark and the Netherlands, they will opt for
native language rather than English subtitles (see quotes).

About a quarter of Italian interviewees said that they prefer to watch
in English when alone, but that they often watch dubbed shows with
family members or partners.

Another factor is whether they are engaged in something else while
watching. Annette, like many others, puts on subtitles (usually in
Dutch) when undertaking other tasks alongside viewing.

Films in Italian and German cinemas are still mostly dubbed. However,

[talians like Gabriele (23) and Benedetta (24) will sometimes watch
original language versions in the cinema if these are available.

In Denmark and the Netherlands, cinemas offer Danish or Dutch
subtitles to reach a larger audience (see Thomas).

Only those who watch exclusively dubbed content (a few interviewees

in Italy only) experience no variation. Most young people are used to
multiple language options.
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English subtitles are preferred by many

For multiple reasons

“Danish subtitles are usually very
incorrect to what is actually being said
— the subtitles don't match what they
say, and it annoys me.”

“I' had watched Ripley in the
original language with Italian

:# _ Melanie, 23 subtitles because my partner
wanted Italian subtitles, when in fact
| would have put English subtitles on

because when | decide to watch a
) _ _ series or a film in English, | like to
"l watched Squid Game with English practice the language, so | prefer
subtitles — they're better than the 4 \ English subtitles.
Danish, because there’'s more ~ ¥agy - Alessandro, 33 q

money in English translation than in
Danish translation.”

— Thomas, 29
B “listening to language, and also
reading what they are actually saying,
| think that's simply how it's helping
“most of my peers, most of them have me to develop my English.” -
gone to university, and they speak English — Fernand, 17
fluently, and they will also prefer to watch
usually with English subtitles on. And then | — —
have a couple of friends who, like me, sort of |
P ' : 1
turn them off if they feel like they can and ; ‘
otherwise have them on. And then for people f
who are less fluent, they'll have Dutch subtitles “
on. Like my parents, and people like that.” ‘1
Martijn, 27 A ,//
B U =

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.

Most interviewees, like survey participants (slide 75) prefer English
language subititles, and there are many reasons for this.

Several interviewees in Denmark like Melanie and Thomas felt that
Danish subtitles were not accurate and ‘don’t match what's being
said’. Thijs (33) in the Netherlands switches from Dutch to English
subtitles if he thinks the Dutch subtitles are not good enough (see

slide 77).

In Italy and Germany, many interviewees said they prefer English
subtitles because it helps them learn English.

However, choosing English language subtitles depends on different
factors. According to Martijn in the Netherlands, it's a matter of
English language proficiency and ‘people who are less fluent in
English’ prefer Dutch subtitles. This applies to older generations
everywhere, and more people of all ages in Italy than in the other 3
countries.
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Strong accents

Mixed reactions

the accent [in Derry Girls] is quite
strgnge for me because I'm not really
use to hearing Northern Irish English
but it's not really a criterion for not ’

“l enjoy things more when they have
. a funny or at least a different accent.
w» |, Daniel Blake, is set in one of these wanting to !
L o W .
northernmost English cities, and it brings ’ ki?LCh ;‘t. o "t ?,SO ST
a lot of atmosphere to the movie. Of special.

— Lars, 31 i - Max, 17 \
e
r

Tamara (16): “Well, | think it's fine
[the accents in Derry Girls]. | can
- understand them, most of the time.
» But then | have the English subtitles,
and then | know what they're saying.”

Lara (16): “I think the accent makes it
look funnier.”

“[A strong accent would

put me off] because I'll
have to concentrate more ‘
and it wasn't that relaxing.” /

~ - Luisa, 23

1 atch list.
" do have Peaky Blinders on my W '
| started it. But | think you have to takg some ?rrr\\e
o o first. Because | would like to wgtcth Ift %522 l’fhét
isel ts. Butof C ,
recisely because of the accents. b '
’ also >r/nakes it a bit more comphcated with thet )
accents, because they speak with a heavy accent.
- Markus, 26

I5Ng N

Source: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany.

All interviewees said they needed subtitles for strong, unfamiliar
accents. Those who normally prefer to watch without subtitles will
then switch on subtitling.

Most said they do not mind strong accents and that it would not
deter them from watching. Quite the opposite, several interviewees
said they found accents ‘funny’ (Lars, Lara), that accents make the
show ‘special’ (Max), create ‘atmosphere’ (Lars) and enhance its
authenticity.

However, Markus (bottom) also admitted that he hadn’t watched
Peaky Blinders yet because it required more effort due to the 'heavy
accent. Luisa said a 'strong accent’ would put her off, and a Danish
Film Festival director (below) reported negative reactions from
audiences if they have difficulties understanding a British accent.

Karl (NL, 18) found watching Derry Girls and Peaky Blinders ‘a bit
rough at times,’ but wrote in his diary that 'l really liked Cunk on
Earth, Fleabag, and Derry Girls. They are very funny to me, and | see
it as good entertainment. | like it so much that I've rewatched all
three of the shows a couple of times!

"Accents really affect our audiences a lot. Yeah.
And | think, just because American content takes
up so much space in our cultural sphere, we do  jgs

get reactions sometimes with the British content -
that they don't understand it if there's an accent.” /
- Film Festival director
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The beginning of a shift towards English language viewing?

Signs of change in Germany & Italy

with subitles "When Netflix and a|| these streaming

plﬁtforms came up, you could actually,
ike, choose the option to watch in ’

English [..] eve Oone '
fluent in English e e

! h in English
! Watxcer]\ | was younger | useq 10 \
e in ltalian, bgt since

watch It dWea\y’se dubbing in some

n to despise ¢ o ‘ “
bega d to appreciate, instead, watChes iy |
cases and ¢ rity of cases, watching e
O . .
Va’i’érrwrt‘a;s it was initially filmed [] »
on as int < i
: Because | think it's moreé re

‘ _ Riccardo, 24 My friends] all watch

things in the original

language now [..] This
change has been widely felt.” “
— Daniele, 25 /

-

nwhen | was younger and | had only takaetr;hed
English for a couple of years, | of coursehv;l.lme ~
everything with dub. Apd then throug an [] ‘
especially if | watch Ekr‘\gtl ls:a;O:r;r; ?ﬁai?(?nd " .éot
can only watch it in tha and e And |
me used to just hearing everything o
i OK, and then when | Wgnt a
watcéﬁicrl\cgj;ejljbbed stuff in cinemas, 1t JUS';\ anr;g;\/)er:%
me because | thought "That's not what t‘ ey o
like! | saw that actor ina Qifferent'f,nowe - they
d like that! '

’ don't soun
— Lotte, 19

Source: Screen Encounters With Britain. Audience interviews Denmark, Italy.

“Well in my family all
[watch] dubbed, so all ltalian
anyway. In my circle [of friends] |
think there's a good mix, half the
people watch it dubbed, half
watch it in the original language,

with ltalian subtitles
| think.”
- Alessandro, 33

y

y

/

D

In the two dubbing countries, Germany and Italy, there are clear
signs of change among young people with high English language
proficiency, and those who wish to improve their English.

In Germany, most respondents reported that for their parents’
generation it was ‘completely utopian to watch in English’
(Sebastian, 32). But all eighteen 16-29s plus one of the two 30-34s
claimed to watch either always or at least sometimes in English.
When asked to estimate how many of their friends, acquaintances
and fellow students watch English-language productions in
English, answers ranged from 10% to 50%.

In Italy most interviewees claimed to watch in English at least
sometimes, and nearly half to watch mostly in English when on
their own. For those with a background in higher education, like
Riccardo, Daniele and Alessandro (left), watching in English
appears to be a growing trend. However, as in Germany, this is not
yet the case for the majority of the population.

Respondents in both countries appreciated the ability to watch in
English, made possible by SVoDs. They noted that their English
has improved by watching content in English and, also through
their daily encounters on the internet and on social media.

Several interviewees in both countries mentioned that their
teachers encouraged them to watch in English to improve their
language skills. They also noted that once they have experienced
‘the real thing’, there is no turning back (Riccardo, Lotte).
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Chapter summary

UK screen content’s wider impact

* UK screen content does contribute to knowledge and perceptions of the UK. This is
often shaped by well-known ‘classics’ (e.g. Harry Potter, Notting Hill), but
increasingly also extends to more recent youth-oriented series on SVoDs (e.g.
Heartstopper, Sex Education).

9. Cu Itu ral d iplomacy * However, for many interviewees in Italy and Germany, school is still more influential

than the media in shaping representations of the UK. An emphasis on classic
& Soft powe r literature, royalty and history in school can reinforce stereotypical images of Britain.
* In Denmark and the Netherlands, school is also important but is less of an influence.
Frequent consumption of British media and culture is seen as more influential. Young
people in these countries also have many direct encounters with Britain through
travel, and in the case of the Netherlands through encounters with UK tourists.

Cultural diplomacy & soft power

* There s clear evidence that British screen content contributes to knowledge about
the UK, furthers interest in Britain and its people, and positively influences attitudes
towards it.

« Titles like Sherlock, Harry Potter and Notting Hill not only further interest in the UK,
but also increase the desire to visit the UK, including specific locations (e.g. Scotland)
and film settings.

* The research provides limited evidence that watching British films and TV shows
generates interest in other UK cultural products.

* The power of screen content lies in how pictures are interpreted. People know that
what they are watching is ‘'not real’, but subconsciously they process these pictures
as representations of reality. This is also true for people with more extensive
knowledge and experience of the places and people depicted.

Screen Encounters With Britain — Final Report - click here to return to table of contents - 82



Opinions on Britain

% of respondents who agree or strongly agree with these statements

DK NL DE IT

| like the British sense of humour 66% - 63% 45%

Britain is an appealing tourist destination 53% 61% 51% 64%

| like British music, fashion, sport, literature, etc. 59% 60% 54% 59%

| like that Britain is a diverse, multicultural country 56% 50% 52% 69%

Brexit has changed my attitude to Britain 52% 49% 54% 29%

| am very interested in Britain as a country 37% 45% 52% 46%

Britain is an appealing place for work and study 33% 37% 43% 56%
British culture feels similar to domestic culture 25% 23% 19% -

* When asked to indicate their agreement with 9 opinion statements * Less than half of respondents agreed with the remaining 4 statements,
about the UK* on a slider scale (from 1-100), the statement receiving the but there were some interesting differences. While around half of
most support across countries was 'l like the British sense of humour.’ respondents in Denmark, the Netherlands and Germany agreed that
Between 45% of respondents in Italy and 72% in the Netherlands agreed Brexit had changed their attitude towards the UK, only 29% in Italy felt
(60-80) or agreed strongly (80-100). These results are almost identical to the same.

those for humour as a motivation for watching UK content (slide 48). : o :
Hmou vatl W ng (sl ) * More Italian respondents agreed that ‘Britain is an appealing place for

* Three other statements had high agreement scores: ‘Britain is an work and study’ (56%, compared to 33% in Denmark). At the same time
appealing tourist destination’ (51%-64%); 'l like British music, fashion, Italy had the lowest agreement by far for ‘British culture feels similar to
sport, literature, etc. (54%-60%); and 'l like that Britain is a diverse, domestic culture’ (6%, compared to 25% in Denmark and 23% in the
multicultural country’ (50%-69%). Netherlands).
12N e T I P ||
Question “What do you think about Britain as a country?” [please indicate your opinion by extending the bar (0-100)] — average rating, all respondents.
Base: All respondents aged 16-34 who answered the question with randomised statements (n= 1,646-1,654). Source: Screen Encounters With Britain. Survey DK, DE, NL, IT. 83

* ‘Britain’ was used in the survey instead of ‘UK’ because this is what's commonly used across Europe. The ‘United Kingdom'is not a term that's used or well understood, and few people know the difference.



Traditional, stereotypical images of Britain

School is formative and (still) influential in Italy and Germany

* When asked about where their knowledge of the UK comes from, most
interviewees in Italy and Germany highlighted school. Much of what they
remembered learning conforms to stereotypical, traditional images (see

. |, because our . .
middle schoo Mario and Luisa).

"lleamed alot & ught us many things

in the 3rd year, ta .
t?;:j{'é?et:t Brita%\. For example, we Strd'gg * InItaly, teachers in academically-oriented high schools noted that their
) what to visit, or the food, or the Ste(;e?,o Y emphasis is on classic British literature and history, although this is not the
or the geography of Englanc. case in vocational schools. In Germany, teaching was more varied, with the
- Mario, 17 US also playing an important role. However, the curriculum is highly
. prescriptive, giving teachers few opportunities to introduce their own topical
“When [ first learned about materials.
British culture it was all about
the Royals and elegance and * In the Netherlands, centrally set school tests focus on standard British English
“| feel like when you learn English everyone is so polite and stuff [ S and promote specific images of the UK, rarely using clips from the US. This
in Dutch high schools, you tend to and, the teachers preached that was confirmed by Elodie (left), who remembered watching ‘quite
watch quite stereotypical stuff, | . all of my career in school, so | , stereotypical stuff’ In Denmark, teachers have greater freedom to choose
guess - so you see London a lot, think that was very influential.” their own teaching materials, focusing on the UK or the US, and on classic or
and then the politeness of the ) — Luisa, 23 contemporary literature, depending on their preferences. One Danish teacher
people walking through London, -~ in a school with a cinema used Peaky Blinders to teach British history and
\a”d the Royals.. regions, and Top Boy to address multiculturalism.
&N - Elodie 26 '
" feel lucky because it's more appealing to * Young people in both Denmark and the Netherlands have many more
s%  leam about this stuff when you have encounters with the UK outside of school, including interactions with UK film,
**" something like Netflix to teach, which is very TV, music, books and sports, as well as trips to the UK. In the Netherlands, the
appealing, yeah. More fun that way.” Vs presence of many UK tourists also influences perceptions.
- Christian, 18 - ‘ * There were significant differences in first-hand exposure to the UK through
travel. 56% of survey respondents in Italy had visited the UK, compared to
69% in Germany, 73% in Denmark and 80% in the Netherlands.
M i e T S—S—S—— P

Sources: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy. 84



Influence of UK screen content
Can be felt in all countries

* In Denmark and the Netherlands, extensive and frequent

o erhaps the most important one “when | think of British culture, engagement with UK screen content meant that media exposure
_perhap d Prejudice, because it's the | immediately think of the things | was consistently named as the principal source of knowledge about
is Pndetf\nt camje out much before know from television. [..] Well like, the UK. Interviewees drew on a wide range of content, including

O"i. aelse [..] whereas The Crown the traditions. Yeah. When you go scripted and non-scripted, historical and contemporary content (see
evzr)gtex‘g%ucaﬂo',:, are relatively recent, | to the UK, most of the time, it's Anders and Thijs).
' an | av that | already had a fairly just like here. [..] And people _ o ) ) ) , ,
solcan Sde a [of the UK]. SO0, | would behave just like we do. But this * In Germany, a wide range of fictional titles influenced interviewees
constructe i ! he films. the Regency and image [of tradition] is very strong.” perceptions of the UK, including Harry Potter, Notting Hill,
say, yes, all the rha{ < some romantic - Thijs, 33 "y Outlander, James Bond, Midsomer Murders, Sherlock, Bridget Jones,
also b?]OkS [Q{Lflfwitﬁ me, even though — After Life and Mr. Bean, among others. Several respondents also
diligfe ;:/: are from time ago.” - mentioned non-scripted content. Didier (left) and Markus (26),
yar Selina, 17 referred to the ‘diverse society’ reflected in Britain’s Got Talent, while

Derja (28) said Jamie Oliver’s shows, which she'd ‘grown up with,

“I'think it's also important to . .
> influenced her image of the UK.

understand this class element [...]

especially the panel shows have really « ltalian interviewees acknowledged the impact of both media and
*[The Graham Norton Shov‘/} h made tkhat dfar for me.hLeE e e cultural encounters on their perceptions of the UK. However, their
is where you get to see Englis ] Chvg?;isltng_V(\:Iiiﬁsgal-\j/)i/dwl\/l(i)td?es||g\'/’5|‘?;'S comments were more general in nature. When screen content was
eople or how they behave. [..] Y " ! ; mentioned, it was often in passing alongside other cultural
that humour - thatis much more traditional. | don't know if . . . . . . .
| really love ' hink ey Toesh oF Tigher dBs [ influences, such as literature, biographies, music, social media and
mething | really like. And | thin you'd say ‘posh’ or higher class’[... olitics
st(r)\at this played a huge role in my that's very foreign to Danes because P :
mind making a picture of British we like to think of ourselves as being « Although screen content influences young Italians’ perception of the

people, yeah.’ very, very equal.”  mmy ' UK as strongly as others, this influence is attributable to a small

'€, = L~ . : s . :
- Didier, 29 - referring tkojolea ??Iie 0 You? number of titles with a historical, romantic and/or fantastical focus.

Sources: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.
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Screen content’s potential for cultural diplomacy
Creating ‘allure’ & raising knowledge

* Where UK film and TV programmes generate positive opinions and

“IMy perception of the UK attitudes about the UK, they contribute positively to cultural diplomacy
was shaped by] mostly the media world: and soft power.
iE ri?ri:arghztgtf;gze;] tzigwi\aiis, ti?e :)Vrati/athe‘zc ::ih%\j\?sef for:d * Cultural diplomacy commonly refers to deliberate attempts to shape
IF;ss— th)elzn all the filmes examgle H%anztoppeyr L.] | think for the attitudes about people, places, institutions and goods, usually in an
came out. o yes, that is a 5 dols }nostly Olivia Colman. Graham international context. While UK screen content does not deliberately
big part Iof my aIIIure for Norton, and then some others like Benedict aim to shape attitudes about the UK, flndlng§ frqm a!l 4 countries
Britain, we can say.” i sEseiah snE sere e Adls: calebs suggest that screen content can be an effective, if unintentional, tool
- Elisa, 26 o ¢ that are really down-to-earth (or at least for raising knowledge about the UK and for creating or reinforcing
1 they look like they're down-to-earth). And positive feelings towards it.
then t\t‘;ﬁig%g};g@:%;;:ﬁggﬂ i1l *+ Elisa's comment about the ‘allure’ created by Harry Potter (books and
_Karl. 18 ' Vi films), reiterated by many interviewees across Italy, is testament to that.
“a lot of the television shows ' Harry Potter also still had many fans in Germany, who revelled in their
that | have watched are further memories and, like interviewees in Italy, equated Harry Potter with the
away from the kind of stereotypes "Scoop [2024, a drama ab UK. Few acknowledged or cared that this fantastical world bears little
that you hear when people talk Prince Andrew on Netfli] | out resemblance to the real, contemporary UK.
about Britain. Because it shows that “ one among the reco saw that _
s not iust a country directed . , mMmended ones, * Many other comments, like those to the left, revealed that young
J ry o | started it [..] I learned . . .
towards... it is a monarchy, but that's the history, which oy eda lot about audiences felt they ‘learn a lot" about UK history, cities and landscapes,
not everything about Britain. And g Maddaler?;y ;’;teres’f'ng-" / as well as contemporary UK life from the screen.
that it's not just... There’s just nice r ' ) )
people over there, they can cook - + Karl's quote shows how screen encounters with UK actors and
and stuff like that.” e presenters can lead to admiration for British people. Lotte’s comment
- Lotte, 19 "when we were in Edinburgh we went suggests that UK shows can counter stereotypes, a point made by
to the Royal Palace, Holyrood. And | think others, both explicitly and implicitly.
because of that show [The Crown], it ma"de_ ) * Finally, Anders’ quote reveals how seeing things on screen can enhance
me enjoy the Vi'tdon a géﬁere”t level.” o~ later real-life encounters.
— Anders, .
M i e T S—S—S—— P

Sources: Screen Encounters With Britain. Audience interviews in Denmark, Netherlands, Germany, Italy.
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Furthering interest in the UK

Viewing raises questions, creates curiosity and makes viewers look things up and go to Britain

“Well, to be honest, part of the reason

) ) why | chose to move to London [for 6
*[Outlander] sometimes it | months] was because of all the British

encouraged me 1o, like, Google TV content that | was consuming at

spedific battl‘faks tbg[ht?,\(,)r‘\(e?éace | the time. And that was both fiction
and see, like, "M,

is that in Scotland?” and a lot of comedy content.” :
exactly is Ea'r ) s
- Emilia,

Yy
- -

-

"Doctor Who was one of the first proper long shows
that | got into, where | would really binge-watch
»  something, which | had not really done until Doctor Who
came along. And your previous questions had made me /
realise that that was a large influence on how | view /
British culture and my enthusiasm to interact with it.” .
- Martijn, 27 ,/

“Mary Poppins has shaped my ideas, because I've
watched it dozens of times [...] | would see, | don't
“ know, St Paul’s and therefore | would fantasise about

St Paul's, I would search how St Paul's looked like...you :
know, stuff like that, | would search London, etc.” /
- Riccardo, 24

Question “What do you feel when watching British screen content?” (please indicate your opinion by extending the bar. [0-100])

As interview comments and survey results show, screen content has
significant potential to raise interest in the UK.

In Italy, 51% of survey respondents, agreed with the statement that UK
screen content ‘furthers my interest in British history and culture more
generally’. This is slightly higher than in Germany (48%), Denmark (44%)
and the Netherlands (43%),

Agreement was higher among older (25-34) respondents (52-53%), and
also among women (53%) across all 4 countries

In Italy, historical films and TV shows were perceived as particularly
interesting and worthy of further online research, likely due to the
emphasis on historical education in schools. In Germany, many
interviewees mentioned beautiful landscapes, especially in Scotland,
which featured prominently in one school class’s textbook as the focus of
English lessons.

% of respondents who agree or strongly agree with the 'furthers interest in British history and
culture’ statement

51% 52%  53% 53%
44% 439  48% ° 43% ° 43%

. . 3 . .
) B

o W oc A\

Base: All (16-34) who responded to the statement “It furthers my interest in British history and culture more generally” (n=1,526; nDK=378; nNL=376; nDE=350; nIT=422). Source: Screen Encounters With Britain. Survey & audience interviews DK, DE, NL, IT. 87



The soft power of UK screen content

Strong impact on wanting to visit the UK

"After watching Broadchurch,

| just want to go to the Dorset
coast, because they keep filming
gw there. Or the Scottish Highlands.
" They always do these wild scenic
shots — they make me want to go,

they give me wanderlust.”
- Jytte, 25

"I really wanna visit the cliffs
at the coast. | think they're on Scotland.
[..] haven't come across those in TV
shows, but it's more, like, you see them
in documentaries [...] a nature

o

“I will like to return, because
| saw London when | went, but
| would like to visit the coast.
Because | see the setting in
films like Little Women, and I'm

curious to see settings different /

from the city of London.”

- Cecilia, 17 “

—

“We would love to be there.
We would love to see all the
sights. We would love to see

There is strong evidence that UK screen content contributes to UK 'soft
power’, often referred to as the construction of the nation brand. This, in
turn, has political and economic impacts by asserting status, boosting
exports, and attracting tourism and investment.

58% of survey respondents in Italy and 56% in Germany believe that
watching UK content makes them want to visit the UK. In Denmark (47%),
and the Netherlands (45%), which are geographically and culturally more
proximate to the UK, the figure is a little lower..

The share of women at 60% is markedly higher than men (44%). Older
respondents (30-34) also believe more strongly (57%) that watching UK
content makes them want to visit Britain. Interviews (left) show that
British films and TV shows also Inspire younger people to visit the UK.

Interviewees in Italy showed a particularly strong interest in visiting film
locations (next slide).

4 , the villages, the landscape, the
documentary: Planet Earth, but it was houses. Like Highclere Castle.” ‘ % of respondents who agree or strongly agree with the statement that watching UK SC ‘makes
narrated by David Attenborough. [...] on — Founder and organiser of a them want to visit Britain’
. . y
~ National Geographic they have German Facebook group for / 609
’hlstorlcal documentaries [..] | was like, lovers of UK TV & Film 1% s 56%  58% oo 50%  51% 57% » b
OK, yes, | really want to see the history o )
of Britain, and then also the museums".” - -
- Kris, 26 — r -
- /
- ““‘A“‘ ““‘
- / A A
/ ot W o T o o 5P o3 W e
M I B P |

Question “What do you feel when watching British screen content?” (please indicate your opinion by extending the bar. [0-100])

Base: All (16-34) who responded to the statement “It makes me want to visit Great Britain” (n=1,524; nDK=378 nNL=376; nDE=347; nIT=422). Source: Screen Encounters With Britain. Survey and audience interviews in DK, DE, NL, IT. 88



The soft power of UK screen content

Visiting film locations

“Notting Hill is an iconic movie.
It is often shown on television
during the Christmas vacations
‘ [..] when | was in London, |
B % Jisited the Notting Hill district
and Portobello Road. [...] | only
went there to see the iconic shop
with the poster of Julia Roberts.” 2
- Maddalena, 19, V4
DD & interview -

“The Harry Potter saga is always a
big hit. People not only read the articles,
but, according to my data, also book
tours and experiences about the saga
while traveling - Harry Potter tours in
Edinburgh and London, Harry Potter
train in Scotland...”
- Italian Travel Blogger 1

"l went to the UK because
a really old friend was
travelling [...] the first thing | |
came to watch was Sherlock ‘
Holmes' house in Baker Street.”
- Piero, 17

“When we went to London
then we also went to see
" 221 Baker Street.”
- Alessandro, 33 PN

“I've seen, of course, Sherlock, and | saw Baker Street,
and | obviously also went there when we visited London
- because it was just on my bucket list of places | had to see! And
| also want to one day visit the places where the Harry Potter
movies were filmed, because that also seems very interesting to
me, because | know you can visit a lot of those places.”
- Lotte, 19 A\

\

Source: Screen Encounters With Britain. Survey and digital diaries DK, DE, NL, IT.

» Seven out of 22 interviewees in Italy mentioned having visited

or wanting to visit film locations related to Harry Potter, Sherlock
and Notting Hill.

In contrast, in Germany and Denmark, only one interviewee in
each country mentioned interest in film locations (Baker Street
and 'Harry Potter sites’ respectively). No one in the Netherlands
mentioned film locations.

An ltalian Travel Blogger (see left), who created a travel blog,
Martinaway.com in 2013 to reach people interested in travel,
film and TV series, confirms the strong interest Italians have in
film settings and tours. With posts and tips about places they
have visited, they mainly reach Italian readers (90%), 48% of
whom were aged 18-34 in 2023.

I I S P
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The soft power of UK screen content

Limited evidence that UK content creates interest in other UK cultural products

* In addition to screen content’s positive impact on travel to the UK including
to film locations, it also has the potential to increase young viewers' interest

one of our neighbours, her kid, in other British cultural products.

who is 13 years old, is a huge fan of
™= Peaky Blinders. And it's insane. He

« Agreement was highest in Italy (55%), among older respondents aged 25-34,

h thi f the Peakyv Blinders.” “Iit was just someone o i ’
a8 evey m% %arofzga Y neer [on TikTok] talking about and among women (48%). However, specific examples were barely cited in
differences in the show [Fleabag] interviews, except in the Netherlands (see left).
and the play, and | was, like, ‘Oh, , ) ) ) o
| didn't know there was a play’. | * Daro’s story about Peaky Blinders’ fandom came up in the interview in
, So I really wanted to watch the relation to another context: many young people in the Netherlands and
lust really, really love Bhoebe play as well...” Germany apparently dress up as Peaky Blinders during carnival festivities.
Waller-Bridge. | really love her style “Floor, 20  me
== and her writing that she does so \ « A comment by Daniele in Italy (bottom) was more general but instructive:
I EER: (i gelig) o ssaine f - The advantage of the English language means that British culture
Fleabag theatre production soon —in / r ffortless| t th It di iated by th imolicit |
the closing Forum. So I'm just a big / | effortlessly permeates other cultures and is appropriated by them. Implicit in
g — this is the consumption of commercial products and increased revenues.
- Karl, 18
i ”it'ls qUite a perm?ating culture, % of respondents who agree or strongly agree with the statement that watching UK SC ‘furthers
in terms of the input we get my interest in other British cultural products like music, fashion, literature, etc.’
from social media, evenJust by
speaking English...” 55% . .
- Daniele, 25 " 38 40%  41% 380 42% 6% 45% 390, 8%
N & ot | \6’\9 10;)}( fj;ﬁ 9)6'3A e o RO
M e P

Question “What do you feel when watching British screen content?” Base: All (16-34) who responded to the statement “It furthers my interest in other British cultural products like music, fashion, literature, etc.” (n=1,523; nDK=378; nNL=376; nDE=348; nlT=421).
Source: Screen Encounters With Britain. Survey & audience interviews DK, DE, NL, IT. 20



Fictional images of the UK

...imprinted as images of ‘the real UK’

“the message that | got several times
from British programmes is a good
representation of the British culture,
therefore the lifestyle, the decor, the
streets, even clothing, which in some

cases are more historical.”

- Gabriele, 23 “ 4

“the monarchy, the royal family,
it's a whole world, unfamiliar to me, to
many of us, so | enjoyed seeing a bit of
those aspects [in The Crown], even a bit
of true history, all in all, yes, maybe it's
fictionalised, but in the end it's their
history that | didn't know, | learned
" think the pheo\ﬁ\tehé;(;\gthzzd | sevegl things through the series.”
communicate, NO

I - Barbara, 31
think that's why they represent British ._ .

people. Maybe I'm completely, you /

the right track here.
w=  |now, not r?cr;se shows tell me what

Screen content’s potential to contribute to cultural diplomacy and soft
power lies in how pictures are interpreted. People know that what
they are watching is ‘not real’ (Barbara, Kris). Nonetheless they process
what they see as real (Gabriele, Derja)- a paradox that Plantinga (2013:
98) calls the 'twofoldedness of viewing'.

Of the 22 interviewees in Italy, only two (see Barbara left) noted the
fictional nature of what they had watched and perceived as ‘real’, and
no one questioned the screen portrayals of Britain they had come
across. Even Harry Potter and Mr. Bean were seen as representative.

Such fantasy and slapstick examples were named less often by
interviewees in the other 3 countries when asked about the sources of
their knowledge and images of the UK. Even so, Derja, who has been
to London and claims to watch UK content 1-2 times a week,
demonstrates that broader and first-hand experiences do not
overwrite strong images gained from (even) fantastical

t o
BUtBtr(i)tirsnhepeople are mostly like. ) o representations.
_ Kris, 26 Harry Potter, it's just the way o . '
the British houses are — when | see them, | The ‘twofoldedness’ of viewing means that even viewers with
think it's very British. [...] And the way they alternative, including contradictory images tend not to question what
behave or talk - it's just something that | they see unless explicitly questioned about it.
associate with Britain. [...] also with James o ) o .
Bond, for example, the way that, for example, In all 4 countries, interviews and digital diary tasks revealed the
a suit — like in The Kingsman, you also see significant power of stereotypes created and perpetuated on screen
B Gits in suits [..] looking like a gentleman and elsewhere.
and being dressed nice — | associate that
with Great Britain.”
— Derja, 25
. ST T S—S—S—S—f P |

Source: Screen Encounters with Britain. Audience interviews in Denmark, Netherlands, Germany, ltaly.
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Chapter summary

Brexit comments

* Alittle more than half of survey respondents in Germany (54%), and Denmark (52%) and
nearly half (49%) in NL, changed their views on the UK because of Brexit. In Italy, this was
only 29%.

» Survey responses mostly reveal a sense of increasing distance between the UK and the

EU, and realisation that Brexit limits work and study opportunities.

In interviews some expressed disappointment with Brexit, but for others it seemed like a

distant event that did not affect them personally.

10. The Brexit factor

Potential impact on consumption of UK films & TV shows

* Across all countries, there was no evidence from young audiences that Brexit has had an
adverse effect on the consumption of British films and TV shows.

* But industry sources confirmed a decline in coproduction and distribution opportunities
with UK partners because the UK no longer benefits from EU funding initiatives.

Other consequences & potential implications

* The most consequential effects of Brexit relate to difficulties in visiting the UK.

» Teachers in all 4 countries reported that school trips to the UK have become more
difficult because of the need for passports. Ireland and Malta have become alternative
study destinations. The loss of Erasmus+ funding means that fewer HE students can go
to the UK as part of their degree.

* Private travel, is adversely affected because of the increased costs and hassle of
obtaining a passport.

* Interest in and positive attitudes towards the UK involve a mix of first-hand experiences,
such as travel, meeting people, and the influence of teachers. They also involve
mediated encounters including film and TV programmes. It remains to be seen whether
interest in Britain and British culture will decrease as a result of declining first-hand
experiences, and whether film and TV shows can partially compensate for this.

B AU R
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Opinions on Brexit

Mostly negative from less than half who said Brexit had impacted their opinion of the UK

* A little more than half of survey respondents in Germany (54%),
and Denmark (52%) and nearly half (49%) in NL, changed their

Number of ti topi tioned, 4 tri bined . . .
umberortimes a topic was mentioned, 4 countries comoine views on the UK because of Brexit. In Italy, this was only 29%.

UK-EU distance, less part of a shared community || R o1 * Survey respondents who agreed that Brexit had changed their
attitude were given the opportunity to explain this change in an
More difficult to study/ork in UK [ AR ' open-text follow-up question. The responses are summarised in

the graph, representing data from all four countries.

Less inclined to visit/feel less welcome 196

* The strongest sentiment was a growing distance between the UK

and the EU (251 comments). It was the most mentioned pointin
85 Denmark (42 comments), Germany (66), and Italy (79), and the
third most mentioned in the Netherlands (64).

Disappointment in decision, now negative attitude towards UK 159

Revealed UK is old-fashioned/narrow-minded

Brexit is act of economic self-harm & UK suffers as a result _ 67 . .
* In the Netherlands, the highest proportion of comments related
Brexit revealed xenophobia/racism/less multiculturalism | A kNMMARE 6 to the difficulties of working or studying in the UK (72). This came
_ , , second in Italy (66), and third in Germany (49) and Denmark (24).
Brexit showed level of ignorance & foolishness _ 58
. - * Feeling ‘less inclined to visit the UK and/or feel less welcome’
Uk is more divided | NN s (196) was the second most noted issue in NL (64), DE (65), and DK
Anger at politicians [ I < (27), and the third in Italy (40). Increased travel costs were also

mentioned repeatedly during interviews (see slide 97).

Revealed view of self-importance & superiority 43

* Comments in DK, DE, and NL from those who changed their

39 attitude on the UK were mostly negative. However, 27 stated that
Brexit did not diminish their interest in the UK. Some expressed
sympathy for those who had voted against Brexit, reflected in
Ongoing interest in British cuiture, people, history [N > various statements, including 'the UK is more divided." In Italy, a
few comments positively asserted UK sovereignty from the EU.

Positive view of UK (through art/media) is irrevocably tainted

Lost respect for UK 36

Disruption to trade/buying products from the UK _ 24 . . .y .
 Disruption to trade or finding it harder to buy UK products was

mentioned by 24 (16 in DK, 8 in DE).
NG NN = T o

Question “How has Brexit changed your attitude to Britain?” [open text question, given to those who had put the slider for the statement ‘Brexit has changed my attitude to Great Britain’ between 50-100%] 93
Base: All respondents aged 16-34 who answered the question (nDK =197; nNL=204; nDE=186; nIT=179). Source: Screen Encounters With Britain. Survey DK, NL, DE, IT.




Brexit

Anger, disappointment, puzzlement, sorrow, but mostly indifference

to pay all sor °

v, ith equipment. '

< Vkv\‘ave a very strong fee\:)r:N
is! It's your

forth _ Lars, 31

'big" i f England,
" used to have a very 'big idea 0
and ;Jhen Brexit happened, and then there was sO
much negative media about England. And then it

i i | did not
ind of went downhill a bit [...] because
ll(r:r(\)wo’Do | like it now? Or ‘Do | want to go there

or do | not?’ Because people say you shpulgn t,
-~ because it's SO expensive and it's not in the

European Union anymore.”
—Karl, 18

B

Source: Screen Encounters With Britain. Interviews with audiences DK, DE, NL, IT.

“I would say no. Because...
but maybe because | didn't have
a direct experience, | mean, |
didn't..I've never imagined
myself moving to England and so
| don't know, it didn't affect me
that much, it didn't involve me
' directly, let's say.”

- Margherita, 27

Survey results were mirrored in interviews. While some expressed
negative feelings about Brexit, including anger and disappointment
(Lars), puzzlement (Karl, Anke), and sorrow, in ltaly there were fewer
negative statements and most felt that their opinion had not changed.

In all countries, older interviewees and those interested in politics were

more likely to express unfavourable views on Brexit.

For most younger interviewees, particularly those aged 16-24, Brexit
seemed like a distant event, and they were not entirely clear about why

it happened or its impact.

For many of the youngest, as well as many Italians across all four age
groups, Brexit did not impact them personally. Consequently, they did

not care much about it and had little to say about it either (see

Margherita).

ought ‘British peop|
- hell are you doing theree),,, ple. What the

- Anke, 28

e e —— — m—

o
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Brexit consequences for UK content distribution & consumption

None at first sight

“Brexit itself has no influence
on either the expectations or the
liking of British films, despite the
fact that the large majority of
young Europeans share a /
negative opinion of it." '
- Film Festival Director 1

“So far, no [consequences].
Because | only need to get my hands on -
the film, and the film will be sent digitally,
and there’s no restriction there. And if
somebody needs to travel, and they
can't (because of Brexit, for instance —
I'm just giving you an example), then we
could still screen the film.”

; - Programmer, Film Festival 6 /

more difficult”
- Programme Buyer 3

—

"I don't think I'll be watching |
fewer British movies or fewer '\

series because of Brexit.” \
— Lars, 31 ‘
o~ |

Source: Screen Encounters With Britain. Interviews with audiences and cultural intermediaries DK, DE, NL, IT.

“there was no real impact
like everyone feared when
Brexit happened, that it will be

Across all countries, there was no evidence that Brexit had an
adverse effect on the consumption of UK screen content. Comments
like those by Lars were common. In ltaly, two interviewees working

in the film festival business also expressed their belief that Brexit
had no influence.

Some programme buyers and UK sales executives expressed fear
that future EU regulations might tighten to exclude the UK from
European quotas but acknowledged that this has not yet happened.

Survey findings also support that there is no current effect on
consumption, as respondents reported no perceived changes in
their viewing of UK content over the past five years (see slide 29).

Most programme buyers for TV channels and SVoDs, as well as
some film festival organisers, did not see Brexit as an issue.

However, others noted negative consequences in film production
and distribution (next slide).
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...but some do mention Brexit consequences

for production, distribution & consumption

nwe have been receiving less
and less films produced in thg pr‘)\lted
Kingdom as many non-Britis "

filmmakers moved pgt frgm the‘a(
after Brexit, and British fllmmaders

have become more |sglate"
il in terms of distribution. .

- Film Festival Founder & Director

- Artistic Director, Film Festival

“the number of UK films is lesser since
a couple of years, rather than the past, because of
the public subsidy from the European government.
[...] The fact that the UK is not considered a
[ | /| European country, that affects a lot. Because if |
have to choose among 2 titles, | do prefer a
German title, just because it gives me points for the
application to the film fund for European things. [..]
the more different countries we have, the more
money will come to the festival.”
- Film Festival Manager & Theatrical Sales

N
o

A

B

Source: Screen Encounters With Britain. Interviews with audiences DK, DE, NL, IT.

-

“The interests in co-producing with the UK
are declining drastically unless there is a very
big US potential, and then the value, the added
value of working with the UK is that it is a good
bridge with the US. [...] But the direct co-
production between a European country and
the UK is less motivating now because of Brexit.
So the EU funding is not relevant anymore here.”

-

“Due to Brexit, many people don't
buy as many UK DVD/Blu-Rays as
previously. Before | used to search
specifically for UK content on
Amazon.uk, but | gave up because
the price will double in import tax.”
- Film Festival Director

+ A few interviewees working in film festivals pointed out
negative changes that are already being felt. These
included non-UK film makers leaving the UK, and UK
filmmakers losing distribution opportunities because they
no longer benefit from EU funding (see left).

* The artistic director of a Dutch film festival said that
‘interests in co-producing with the UK are declining
, drastically. A Danish film festival director noted that sales
of UK DVDs/Blue-Rays were declining due to import tax
‘doubling prices. This was also observed by Markus, a
German interviewee, who noted the higher costs of
purchasing items from the UK online.

* UK film tourism might also be adversely impacted. Many
interviewees mentioned travel hurdles such as the need
for a passport and the higher costs of visiting the UK (see
next slide). Given the generally high interest in visiting the
UK, including the desire of many ltalians to see film sets,

these hurdles may negatively affect income generated
from film tourism and tourism more generally.

’ "if you order something in England, you
sometimes pay customs on it, i.e., more
customs than before or more shipping costs.”
- Markus, 26 -

/

<
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Adverse effects on travel — educational & private

As educational trips decline, other EU countries have become alternative study destinations

“very few students have a passport, and families don't
want to pay for the document. This is quite expensive because
it is €150 for one passport, and so they also say ‘We don't
[ | [ have the chance to travel so often, so we don't see the point
of having this passport when we can travel all over Europe
without it". [...] So for example, this year in March, | will have
to go to Ireland with my class.”
- Teacher 1

“Previously we would have

“in my [HE] English programme, gone on excursions in the second

we have to go to an English-speaking
country for at least six, no, three

year where we would go to to
London or to Cambridge. But

months. It's much more expensive, because of Brexit, it has become a

and also so much harder, ever since

bit more complex for us to travel

Brexit started, because there is no with young people if they're not

more Erasmus funding, obviously. So

SESEL PELIPCILY ElRIEliS I | ENTe/Rrs our travels to Dublin for instance upon realising that they, or their friends did not have a passport.
are going to either Ireland or Malta.” instead, so it has also sort of created ~ / ’
- Emilia, 24 . a new path in our travel habits."
- i Teacher 2 /
— ~ - “| was planning to go to the UK this year, but
T — ,‘ they aren't in the EU anymore, so it's hard for a few of my
"= friends. They have had to buy a passport to go to the UK. | /
,‘ have one, but they didn't have one. So we passed on that..." -
| _ S - Annette, 19 o
B . [ o —— ST

Source: Screen Encounters With Britain. Interviews with audiences and cultural intermediaries DK, DE, NL, IT.

Danish citizens. So we are directing

Significant post-Brexit effects impact visits to the UK, particularly for
short-term school trips, studying or working.

Teachers in all 4 countries felt the UK is now a more difficult option for
secondary school visits due to the extra expense of getting a passport.

Although the UK was previously the most favoured destination for English

study trips, school students are now going to other English-speaking EU
countries, such as Ireland and Malta, instead.

Another factor reducing educational stays is that the UK is no longer a

participant in the Erasmus+ programme. The future effects might be even

more significant as the European Erasmus+ budget for 2021-2028 has
nearly doubled to EUR 26.2bn.

The long-term effects of fewer educational visits are hard to gauge, but

unlike earlier generations, young people will have fewer opportunities for

unmediated experiences of the UK.

Multiple interviewees remarked that it was harder to travel to the UK for
private travel due to increased costs, including the expense of getting a
passport. Some, like Annette (below), reported abandoning their plans



B

Possible long-term Brexit effects

"I still would like to go there,
but obviously it's now harder
than before, so [...] there are also
other countries that | would like
to visit and now obviously they
are easier than Britain to visit, so

~ | visit them first.” /

“in regards to studying in UK,
that definitely has impacted me
because | used to consider maybe
going to Oxford or something, and
now I've completely rejected that |
idea because | don't really feel [like] /
dealing with the paperwork.”

- Max, 17 - Eduard, 21 ey
—

“| don't hate them [the British], | want to stress this,

although [...] doing this project, I've thought about it...I

realised there is a bit of hatred towards the British people
% [amongst young ltalians] in general. [..] | guess, because, ‘

for example, in my generation people were...but even /
thirty-year-olds...I mean, going to the United Kingdom was

considered almost a must-do, now this has changed.”

- Benedetta, 24

Interest in and positive attitudes towards the UK involve a mix of first-hand
experiences, such as travel, meeting people, and the influence of teachers.
They also involve mediated encounters with news and cultural products,
including film and television programmes.

Whether interest in the UK and British culture will decrease due to declining
first-hand travel experiences remains to be seen.

Findings from this research suggest that young people’s interest in UK
screen content remains strong (see slide 29).

Film and TV shows may partially compensate for declining first-hand
experiences. However, they can also perpetuate fantasy and stereotypical
representations (e.qg., Harry Potter, Mr. Bean, The Crown), which have a
strong and lasting impact on the images that young people have of the UK.

r{/
N “We had the British .
- Council in many di .
“Iwork in a supermarket and we can [-.] and Gr eat. Britain cut the money Thg different cities
send packages. So this guy came in and he money, or didn't want to spend m Yy no longer had the
wants to send the package to Britain, and e o So they only had one BrltisLnUCfJ}errE(l)lr:syBan,y lc”)nger
we had to fill out the full customs form...” === / under and organiser of a German Facep ke |
- Bart, 17 or lovers of UK TV & Film ebook group /
xff o A/‘/
S e '

Source: Screen Encounters With Britain. Interviews with audiences and cultural intermediaries DK, DE, NL, IT.
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A1 - 3 work packages per country

\

CONTEXT (WP1)

Data collection: Jun 22 — Dec 22

* Local industry reports for market overview/trends
(see references)

* VoD catalogue and landing page research (Netflix,
DRTV, TV 2 Play)

* Online marketing & promotion of UK content by
6 VoD services

Data collection: Nov 22 - May 23

* Local industry reports (see references)

* VOD catalogue research (Netflix, Prime Video,
ZDF Mediathek)

* Online marketing & promotion of UK content on
6 VoD services

Data collection: Jun 23 - Nov 23

* Local industry reports (see references)

* VOD catalogue research (Netflix, NPO, Videoland)

* Online marketing & promotion of UK content on 6
VoD services

Data collection: Nov 23 - Jun 24

* Local industry reports (see references)

* VOD catalogue research (Netflix, NOW, RaiPlay)

* Online marketing & promotion of UK content on 6
VoD services

CULTURAL INTERMEDIARIES (WP2)

Data collection: Aug 22 - Jan 23

¢ 10 interviews with local intermediaries

(4 programme buyers, 3 teachers, 3 film festival
organisers)

Data collection: Dec 22 — Jun 23

¢ 10 interviews with local intermediaries

(4 programme buyers & sellers, 3 teachers, 3 film
festival organisers)

Data collection: Jun 23 - Dec 23

» 15 interviews with local intermediaries
(4 programme buyers, 5 teachers, 6 cultural
representatives)

Data collection: Nov 23 - Jun 24

* 13 interviews with local intermediaries
(4 programme buyers, 3 teachers, 6 cultural
representatives)

Data collection: Jun 22 - Feb 23
e Interviews with 9 UK sales executives

YOUNG AUDIENCES (WP3)

Data collection: Aug 22 - Jan 23

* 423 valid survey responses

+ 20 digital diary participants

* 12 individual online interviews

* 4 small group interviews / 10 participants (16-19)

Data collection: Jan - Jun 23

* 426 valid survey responses

+ 26 digital diary participants

* 12 individual online interviews

* 3 small group interviews / 8 participants (16-19)

Data collection: Aug - Oct 23

* 409 valid survey responses

+ 28 digital diary participants

* 12 individual online interviews

* 3 small group interviews / 10 participants (16-19)

Data collection: Dec 23 - Apr 24

» 555 valid survey responses

+ 28 digital diary participants

* 12 individual online interviews

* 3 small group interviews / 10 participants (16-19)

Screen Encounters With Britain — Final Report
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A2 - The survey

Ethical clearance reference number: MRA-21/22-26374 - King's College London

Do you like watching content on television, online and in cinemas?
If so, then this survey is for you.

We would like to invite you to participate in this small research project about where, how and what young people in
Germany like to watch. Before you decide whether you want to take part, it is important for you to understand why
the research is being done and what your participation will involve.

You are being invited to participate because you live in Germany and are aged between 16 and 34 inclusive. If
you agree to take part you will complete the survey anonymously. The survey will ask you questions about the
type of screen content you watch and about British content.

The survey will take you approximately 15 minutes to complete.
Participation is entirely voluntary. Choosing not to take part will not disadvantage you in any way. If you choose
to take part, you will be asked to provide your consent below. Clicking on the following link will open the

information sheet in a new window. To return to the survey, please close the window.

Full information for participants

| have read and understood the information provided and | agree to take part in this
research project.

Yes

For the self-administered survey we used Qualtrics software.

The survey was promoted and designed to attract all types of viewers,
not just UK fans, and to establish general viewing habits and preferences
in context, rather than focusing solely on the consumption and
reception of UK content.

To ensure participation from individuals with varying levels of English
language proficiency, the survey was translated into local languages
(Danish, German, Dutch, Italian). Care was taken to ensure that the
terminology would be easily and equally understood across all markets.

One challenge was the use of ‘UK. In all 4 case study countries, the term
‘United Kingdom' is not commonly used or understood. Instead, local
words for ‘Britain’ are used to refer to both Britain and the UK. So we .
opted to use these terms. Genres were kept deliberately broad and easy
to understand across countries, complemented by both US and
domestic examples.

To ensure the widest possible socio-economic spread among those
aged 16-34, the 4 surveys were distributed online and via QR code
through schools (including those with a vocational orientation), clubs,
universities, young ambassadors (who were tasked with targeting
different socio-economic groups), and snowball sampling.

After submitting the survey, respondents were invited to register their
interest for participating in the qualitative research by completing a
screener survey (see slide 108).

We received a total of 1,813 valid responses, including 423 from Denmark
in 2022, 426 from Germany and 409 from the Netherlands in 2023, and 555
from Italy in 2024.

Screen Encounters With Britain — Final Report
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A3 - Key demographics for the Denmark survey

Age
16-19 I:IZUE
20-24 |:| 80
25-29 |:| 97
30-34 |:| 39
Gender Identity

Women

K D 121
|
|

Mon-binary or prefer to self-describe

Prefer not to say

Current Area Of Residence

o

Large or metropolitan city

Town, small/ medium city I:I 140
Village/ rural area H 43
Prefer not to say 2

Highest Qualification

Primary education
Wocational & secondary education

Further & higher education

Occupation

In secondary school
In higher education

Working full-time
Working part-time

Other

Citizenship

Danish

Danish, migration background
MNon-Danish

Mational minority

Prefer not to say

347

11

Visited UK
MNever I:I 112
one ] 117
2-5times [ | 142
More than 5 times U 50

Lived In Another Country

Yes I:I 119

No 303

Countries In Which Respondents Lived

Mordics I:I 24

Europe (other) |:| 24

Africa, Asia, MiddleEast D 22
UK H 20

usa [] 17

Germany, Austria [I 15
Australia, Canada, Malta |:| 13

English Language Proficiency

School level or less Il 10

Conversational I:I 97
Fluent in any situation

ELP — Further evidence

According to the EF English Proficiency Index
(2023), Denmark ranked No. 4 globally in the
'very high proficiency' band.

According to a 2021 study commissioned by the
Nordic Council of Ministers, 95% of respondents
across the Nordic region agreed that English is
easier to understand than other Scandinavian
languages. Nearly two-thirds agreed that it is
sometimes easier to express themselves in
English than in their native language

A film festival director interviewed said, “English
is our natural second language.”

A Danish programme buyer said, “The
audience in Denmark is very English-savvy.
They're very happy to watch English-language
programming with Danish subtitles.”

A teacher of English said: “When they study in
higher education in Denmark [..] most of the
material will be in English.”

Base: All survey respondents (n=422). Unweighted demographic data. Source: Screen Encounters With Britain. Survey Denmark; Interviews with Cultural Intermediaries in Denmark.
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A4 - Key demographics for the Germany survey

Age

16-19
20-24
25-29

30-34

Gender Identity

Women
Men
MNon-binary or prefer to self-describe

Prefer not to say

Current Area Of Residence

Large or metropolitan city
Town, small/ medium city
Village/ rural area

Prefer not to say

Highest Qualification

Primary education
Wocational & secondary education

Further & higher education

Occupation

In secondary school
In higher education
Working full-time
Working part-time
Other

Citizenship

German

German, migration background
MNon-German

National minority

Prefer not to say

4
!
|
H

a0
21

2
13

Visited UK

Mever I:I 131
Once D 93
3.5 times I:|159

More than 5 times U 43

Lived In Another Country

Yes l:|180

Countries In Which Respondents Lived

UK D 73

Europe (other) D 46

usa [| 25

Australia, Canada, NZ [I 23
Nordics [] 22

France |:| 20

Africa, Asia, MiddleEast [| 17
South America ” 11

English Language Proficiency

School level or less [I 16
Conversational I:I 81

Fluent in any situation 329

ELP — Further evidence

* According to the EF English Proficiency Index
(2023), Germany ranks No. 10 globally in the
‘very high proficiency' band.

Since 2005 children have been learning English
in primary school. A shift from teaching
grammar to listening/speaking has improved
language proficiency. (News4Teachers, 2016

According to interviewed teachers, the most
popular ‘Leistungskurs’ (A-Level) subject among
16-18s is English. Teachers also reported that
Leistungskurs students are very used to writing
and presenting papers in English.

Teachers said, “They're surrounded by English
all day long anyways” and “English helps people
to be successful and to find their way in the
world. Hence the desire to learn [...] we don't
have to fight much to get them to make an
effort. English is very, very highly regarded.”

Base: All survey respondents (n=426). Unweighted demographic data. Source: Screen Encounters With Britain. Survey Germany; Interviews with Cultural Intermediaries in Germany.
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Age

16-19
20-24
25-29

30-34

Gender Identity

Women
Men
Mon-binary or prefer to self-describe

Prefer not to say

Current Area Of Residence

Large or metropolitan city
Town, small/ medium city
Village/ rural area

Prefer not to say

K
!

119

7
143
38

1

Highest Qualification

Primary education
Vocational & secondary education
Further & higher education

Other, or prefer not to say

Occupation

In secondary school
In higher education

Working full-time
Working part-time

Other, or not currently working

Citizenship

Dutch

Dutch, migration background

Dutch Caribbean & national minority
Non-Dutch

Prefer not to say

[
H
F

52
13
37

3

A5 - Key demographics for the Netherlands survey

Visited UK

Mewver I:I 83
Once I:I 94
2-5 times I:|15?

Maore than 5 times |:| 75

Lived In Another Country

Yes |:| 129

Mo 280

Countries In Which Respondents Lived

Europe (other)

UK

Africa, Asia, MiddleEast 20
Germany 19
USA 17
Australia, Canada, NZ 13
Belgium 2

South America

>

English Language Proficiency

School level or less ‘ 3
Conversational U 46
Fluent in any situation 360

ELP — Further evidence

According to the EF English Proficiency Index
(2023), the Netherlands ranked No. 1 globally in
the 'very high proficiency' band.

English is taught both in primary and secondary
school.

* A teacher remarked: “a lot of the professors are

non-Dutch-speaking themselves. Also, when it
comes to international business, why would you
teach that in Dutch when you need to know the
terms in English.”

A programme buyer said, “we are very quick to
sort of ‘abandon’ our own language. Of course,
if you listen to Dutch quite often, there are
many words already from English. And
especially younger people will simply use the
English words and not even bother finding a
Dutch version of the word anymore.”

Another cultural intermediary said, “The
younger you get, the better you speak English
[..] Because it's everywhere! All the music we
listen to, all the series we watch..."

Base: All survey respondents (n=409). Unweighted demographic data. Source: Screen Encounters With Britain. Survey Netherlands; Interviews with Cultural Intermediaries in the Netherlands.
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A6 - Key demographics for the Italy survey

Age

Gender Identity

Women
Men
MNon-binary or prefer to self-describe

Prefer not to say

Current Area Of Residence

Large or metropaolitan city
Town, small/ medium city
Village/ rural area

Prefer not to say

Highest Qualification

Primary education
Vocational & secondary education
Further & higher education

Other, or prefer not to say

Occupation

In secondary school
In higher education

Working full-time
Working part-time

Other, or not currently working

Citizenship

Italian

Italian, migration background
Mon-ltalian

MNational minority

Prefer not to say

489

I 49

Visited UK
MNewer I:| 244
one || 127
2-5 times D 149
More than 5 times [I 35

Lived In Another Country

Yes

Y
|

No 438

Countries In Which Respondents Lived

Europe (other)

UK

Africa, Asia, MiddleEast
USA

Australia, Canada

Latin America

B
Germany [| 21

[

[

I

[

[|

English Language Proficiency

School level or less I:I i7
Conversational 227

Fluent in any situation 251

ELP — Further evidence

* According to the EF English Proficiency Index
(2023), Italy was in the ‘'moderate proficiency’
band; No. 35 globally. This is considerably lower
than the Netherlands (No. 1), Denmark (No. 4)
and Germany (No. 10), which are all classified as
‘very high proficiency’. Ranks 13-30 are ‘high
proficiency’ (EF EPI, 2023).

From 14-19 those in academic secondary
schools (Liceo) focus on literature (e.g.
Shakespeare, Dickens, Beowulf, Jane Austen),
history and British English. Those in technical or
vocational schools engage more with
vocationally relevant English.

A teacher said: “they're all often scared of
English because they're not exposed to English
so much as students of other countries...”

Programme buyers said: “unfortunately, in my
country, the audience still prefers to watch
things with the dubbing [..] that generation that
you are studying, | think they are more inclined
to watch original-language content. No. 2: “it's
growing, but it's still a very, very small portion.”

Base: All survey respondents (n=555). Unweighted demographic data. Source: Screen Encounters With Britain. Survey Italy; Interviews with Cultural Intermediaries in Italy.
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A7 - Survey weighting table for individual markets (example Italy)

Gender and Age Distribution (Italy Survey) Sex and Age Distribution Italian Population * Due to our survey methodology, the sample is skewed
(Q1 2023, numbers taken from national TAM system, run by Nielsen) towards certain de mographic groups.

* Women are overrepresented because they were more willing
to participate than men. The number of 30-34 year-olds was

Count Count also lower - as was the case in Denmark, Germany and the
Female Mala Total Count Female Male Total Netherlands
16-19 131 BB 217 16-19 1.03B.316 1.090.097 2,128 413 .
20-24 101 43 144 20-24 1.407.840 1.549.500 2.957.340 ¢« To mitigate the imbalances, we applied a Weig ht to each
::::i :i :i ‘E‘: iiii :22::;; :zgizi: ;:2;32 respondent, adjusting their survey responses either up or
25 24 o8 = 7 R so7ioa 3200 152 271 725 dovv_n. This approach provides a more accurate representation
Tatal 330 206 536 Total 5.517.729 5.839.749 11.357.478 of different age and gender groups in Italy.
" oferad tota ot e tota * We applied weights only for age and self-identified gender,
— _— oia o o ot our main demographic variables.
16-19 24% 16% 40% 16-19 9% 10% 19% * We determined the weights by comparing age and gender
::';; i‘;z ﬁ: i: ;‘5’;; i;: i:: iE: distributions in our sample to the official age and sex statistics
0.2 - e o — o o o of the Italian population. This comparison produced a ratio
e % % = ST B B = that indicates how much the sample distribution differs from
Total 62% 18% 100% Tatal 49% 51% 100% the population.
-~ « vs Population Weight (-1 ratio * The weight is a factor that adjusts the skewed proportions of
Dsa\'ﬂ = L=} . . .
— e rotal T the sample to align with the population. Example: 24% (F16-
16-19 2,6734 1,6717 2,1603 Female 16-19 0,3741 19 Sample) x 0.3741 (weight) = 9% (F16-19 Population)
;:;; i;ég; g:‘:z ;::;: g:‘i:‘_:: ':fi:j « To avoid giving the smaller 30-34 age group too much
- . ) 4 e . . . .
2030 o 4043 04010 04027 isle 16.15 05982 influence in the aggregated results, we decided to use only
35-34 06761 05098 0,5912 Male 2034 1,7006 three age groups for weighting: 16-19, 20-24, and 25-34.
Total 1,2673 0,7475 1,0000 Male25-34 1,9614

» For weightings for the other 3 countries see Interim Report
(IR) Denmark, IR Germany, and IR Netherlands.
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https://kclpure.kcl.ac.uk/portal/en/publications/screen-encounters-with-britain-interim-report-denmark-what-do-you
https://kclpure.kcl.ac.uk/portal/en/publications/screen-encounters-with-britain-interim-report-denmark-what-do-you
https://kclpure.kcl.ac.uk/portal/en/publications/screen-encounters-with-britain-interim-report-germany-what-do-you
https://kclpure.kcl.ac.uk/portal/en/publications/screen-encounters-with-britain-interim-report-netherlands-what-do

A8 — Market weights for combined (4-country) survey data

Sample sizes across markets « We aimed to achieve survey sample sizes of 300 to 500

respondents during six-week field phases in each of the four

Market Respondents Weight markets..

IT 555 0.8162 * We achieved a minimum sample size of 409 in the Netherlands
and a maximum of 555 in Italy, providing enough respondents in

DK 422 1.0735 each market to conduct our analyses.

NL 409 11076 » However, across all four markets, the different sample sizes would

' have biased the results towards the outlier market, Italy.

DE 426 1.0634 + To avoid this, we applied weights to down-weight the Italian
responses and up-weight the responses from the other markets.

TOTAL 1,812

* The weights were derived by comparing the sample size in each
AVERAGE 453 market to the theoretical average sample size, based on a total of
1,812 respondents across four markets.

* It's important to note that these market weights did not alter the
results or the weighting in each individual market; they were only
applied to the total calculations across all four markets.
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A9 - Dlgltal diary & activities (samples English version)

Screen Encounters with Britain How did you watch this? Ina “ Countries com bi ned

Please tick all the options that apply
Digital Diary - Day 1
Engish + Danish subtites 621 respondents filled out a short screener

survey after completing the main survey to
indicate their interest in participating in 5

days of digital diaries & activities (DD).

The screener survey provided contact details
and key demographic data, as well as some
el project-relevant personal information.
[
There are 3 tasks 102 respondents completed the DDs: in
English in Denmark and the Netherlands,
those longer than 20 min.) and some detail on how‘you w'atched. and in German and Italian in Germany and
2. Reflect on people and things that represent the United Kingdom to you. oo b S Sy R I .
3. Watch and rate a short film trailer. T Italy. Respondents were selected for a variety
of demographics (age, gender, occupation)
and personal factors related to the UK
(international experience, frequency of UK
screen consumption, self-proclaimed
interest in the UK on a slider scale from O-
100).

Please complete towards end of day

English - no subtitles

Dubbed into Danish

1. Please note down all titles of films & TV shows you've watched today (only Today's trallers -

Finally, we'd like lo show you short trailers Jor two British dramas.
Plasisw sch e - e

My Viewing Day
Please note down all films & TV shows of 20+ minutes duration that you've watched today.

To add a film or TV programme, simply answer the guestions that follow. Each time you have finished

with ane title, you will get the option to enter another, until you've recorded all items watchead.

OF, lo's start 48 (12 per country) were selected after
completing the DD to participate in a 60-
minute one-to-one online interview. Each
interview followed the same guiding
guestions but was personalised using

I haven't watched anything today

stimulus material generated from the digital
diaries.
I N U T o SS—S—S—_—_—— P
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A10 - List of 22 interviewees Denmark

Self-reported Self-

frequency of reported

watching Self-reported frequency |interest in Experience

longform screen |of watching British UK (out of living Visit
Pseudonym | Age | Gender |Occupation Living Situation content longform screen content | of 100) |Citizenship abroad Countries lived in to UK 12 % 60 min
Anders 28 m Student HE with partner almost daily 3-5 times a week 100 Danish Yes Ireland Yes interviews
Per 25 m Student HE with friends/flatmates [3-5 times a week |Several times a month 84 Danish Yes USA Yes
Katja 25 f Student HE with partner almost daily Less than once a month 28 Danish w mig background Yes Germany Yes 6 women
Michael 23 m Works FT with partner almost daily 3-5 times a week 82 Dual Danish-British citizenship No Yes 6 men
Jytte 25 f Works FT with friends/flatmates |almost daily 1-2 times a week 100  |Danish No Yes aged 18-29
Kirsten 29 f Works FT with partner 1-2 times a week  [1-2 times a week 95 Danish Yes China Yes Selected from
Lars 24 m Student HE with friends/flatmates |almost daily 1-2 times a week 57 Danish No Yes a screener
Melanie 23 f Student HE with friends/flatmates [almost daily Less than once a month 82 Danish Yes USA Yes survey, and
Rosa 26 f Works FT with friends/flatmates |3-5 times a week [Several times a month 8 Danish w mig background Yes China, Germany Yes foIIowing
Mads 27 m Student HE on his own 1-2 times a week  [Several times a month 54 Danish No Yes digital diaries.
Sofia 18 f Sec. school student |with parents 3-5 times a week |Several times a month 66 Danish No Yes
Thomas 29 m Works FT with partner 3-5 times a week [Several times a month 73 Danish Yes UK, Canda, Czech Republic | Yes
Camilla 18 f Sec. school student [With parent(s) 1-2 times a week | Several times a month 64 Danish No Yes 4 x 50-75 min
Christian 18 m Sec. school student |With parent(s) 3-5 times a week [ 1-2 times a week 35 Danish No Yes focus groups
Mette 19 f Sec. school student |With parent(s) Almost daily 3-5 times a week 82 Danish No Yes
Niels 18 m Sec. school student |With parent(s) Almost daily 3-5 times a week 84 Danish No Yes 6 women
Hanne 19 f Sec. school student |With parent(s) 3-5 times a week |Several times a month 76 Danish w mig background No Yes 4 men
Marianne 19 f Sec. school student |With parent(s) 3-5 times a week  [1-2 times a week 74 Danish No Yes aged 17-19
Helle 17 f Sec. school student [With parent(s) 3-5 times a week  [3-5 times a week 74 Danish w mig background No Yes Selected from
Jasper 17 m Sec. school student |With parent(s) Almost daily Less than once a month 26 Danish No Yes a screener
Lene 17 m Sec. school student |With parent(s) Almost daily Almost daily 17 Danish No No survey.
Peter 17 m Sec. school student [With parent(s) Almost daily 1-2 times a week 23 Danish w mig background No Yes

Source: Screen Encounters With Britain. Audience interviews Denmark - 12 x 60 min 1-to-1 interviews plus 10 focus group interviewees /45-60 min per group of 2-4 students.
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A11 - List of 20 interviewees Germany

Self-

Self-reported reported

frequency of Self-reported frequency | interest in Experience

watching longform |of watching British UK (out of of living Visit
Pseudonym | Age | Gender |Occupation Living Situation screen content longform screen content 100) Citizenship abroad Countries lived in to UK
Didier 29 m Student HE With friends/flatmates [ Almost daily 3-5 times a week 83 German w mig history Yes Northern Ireland Yes 12 x 60 min
Markus 26 m Works FT On his own Almost daily 1-2 times a week 78 German No No interviews
Anke 28 f Works FT On her own 3-5 times a week Less than once a month 34 German Yes Australia, Oman, Jordan | Yes
Fernand 17 m Sec. school student [With parent(s) 1-2 times a week Several times a month 100 German No No 6 women
Lotte 19 f Sec. school student [With parent(s) Almost daily Almost daily 81 German No Yes ggrzgnﬂ—?)z
Derja 25 f Student HE With parent(s) Almost daily 1-2 times a week 100 German w mig history Yes USA Yes
Luisa 23 f Student HE On her own Several times a month [Several times a year 32 German Yes UK Yes Selected from
Sebastian 32 m Works FT With partner Almost daily Several times a year 43 German Yes Sweden Yes a screener
Livia 32 f Maternity leave With partner + child(ren)| Almost daily Several times a year 17 German w mig history No Yes :(;Jﬁ\(;(:g/i,nagnd
Jamal 22 m Student HE On his own Almost daily Several times a year 9 German w mig history No Yes digital diaries.
Emilia 24 f Student HE With partner Almost daily Several times a month 85 German Yes France, UK Yes
Max 17 m Sec. school student [With parent(s) 3-5 times a week Several times a month 72 German No No
Sofia 16 f Sec. school student [With parent(s) Almost daily Several times a month 100 German No Yes 3 x 50-90 min
Lenny 16 m Sec. school student [With parent(s) 3-5 times a week Only a few times a year 26 German No Yes focus groups
Nele 16 f Sec. school student [With parent(s) Almost daily Several times a month 65 German No Yes 6 women
Mila 16 f Sec. school student [With parent(s) 1-2 times a week Less than once a month 68 German w mig history No Yes 2 men
Julia 17 f Sec. school student |With parent(s) Almost daily Less than once a month 80 German w mig history No No aged 16-18
Lina 18 f Sec. school student [With parent(s) Almost daily Several times a month 42 German No Yes
Evelina 17 f Sec. school student [With parent(s) 1-2 times a week Only a few times a year 31 German w mig history No No zilce:etsgefrrom
Jay 17 m Sec. school student [With parent(s) Almost daily Less than once a month 36 German w mig history Yes UK, Costa Rica Yes cLiryey

Source: Screen Encounters With Britain. Audience interviews Gemany - 12 x 60 min 1-to-1 interviews plus 8 focus/small group interviewees /50-90 min per group of 2-4 students.
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A12 - List of 22 interviewees Netherlands

Salf-

:’::Ir::;t:: Self-reported frequency | reported Experience
Pseudonym | Age | Gender |Occupation Living situation SN ImaarT of watching British interest in | Citizenship of living |Countries lived in

e lengferm screen content | UK (out of abroad Visit

108 UK | | 12 x 60 min

Ellen 13 F Works in Marketing With pariner 1=2 times a week Less than once a month 24 Diutch Yas China, Turkey Yasg interviews
This 13 Works as a Programmer O his oowm 3-5 tmes a week Several times a month 7 Dutch Mo Yes 5 women
Kris 26 MB Student - English On her own Almost Daily 31-5 times a week BO Diutch Yas Curagao, US, Sweden Yasg 6 men
Elodie 26 F Works as a Teacher With partner 1-2 times a week 1-2 times a week G5 Dutch w mig history Yas U5, Belgum Yes 1 non-binary
Martijn 27 M Works as a software engineer |With friends/flatmates [3-5 times a wesk 1-2 times a week B3 Dutch Yas UE, UsA Yes aged 18-33
Daro 25 M Student - Dutch language O his oowm Almost Dady Several times a month &0 Dutch w mig history Mo Yes
Eduard bl | M |Student -Biclegical Sciences |With partmer Almost Daily Several times a month BA Dutch w mig history Yig Anuba Ma Selected from
Mark 24 M Student - Museum/Hentage |On his own 3-5 tmes a week Several times a month &0 Dutch Mo Yes a screener
¥da 21 F Student -Media With friends/flatmates | Almost Daily 1-2 times a week 20 Cutch Mo Mo Survey_r and
Floor 20 F Student -English With fnends/flatmates |Almost Daiy Several times a month 73 Mat. minonty - Fnasian Mo Yes fC?”(?WIhg .
Annette 19 F Student -Dutch language With parents Almost Dady 3-5 times a week 57 Dutch w mig history Mo o dlgltal diaries.
Karl 18 M Student -Arts, Culture With parents Almost Daily 3-5 times a week 93 Dutch Mo Yes
¥asmine 16 F Sec. school student With parents 1-2 times a week Less than once a month 22 Cutch w mig history Mo Fa .
Mareike 16 F Sec. school student With parents 1=2 times a week Several times a month 55 Diutch Mo Ma ?O)((Zl,lsggjgl’(())l:rs:
Hendnka 16 F Sec. school student With parents 3-5 tmes a week Several times a month 56 Dutch Mo Mo
Lara 16 F Sec. school student With parants Almost Daily Less than once a month 39 Dutch Mo Mo 7 women
Tamara 16 F Sec. school student With parants 3-5 times a week Less than once a month G0 Dutch Mo Mo 3 men
Bart 17 M Sec. school student With parents Almiost Daily 31-5 times a week 40 Dutch Ma Mo aged 16-18
Madine 16 F Sec. school student With parants Almiost Daily A few times a year 10 Dutch Mo Yes Selected from
Eva 16 F Sec. school student With parents Almost Daily Several times a month B0 Dutch Mo Yes a screener
Kenny 18 M Sec. school student With parants Almiost Daily A few times a year 32 Dutch Mo Yes survey.
Kai 18 M Sec. school student With parents Almiost Daily A few times a year 3z Dutch Mo M

Source: Screen Encounters With Britain. Audience interviews Netherlands -12 x 60 min 1-to-1 interviews plus 10 focus/small group interviewees / 50-90 min per group of 2-4 students.
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A13 - List of 22 interviewees ltaly

Source: Screen Encounters With Britain. Audience interviews Italy - 12 x 60 min 1-to-1 interviews plus 3 focus/small group interviewees /50-90 min per group of 3-4 students.

Self-

Self-reported reported

frequency of Self-reported frequency | interest in Experience

watching longform | of watching British UK (out of of living Visit
Pseudonym | Age | Gender |Occupation Living Situation screen content longform screen content 100) Citizenship abroad [Countries lived | to UK
Alessandro 34 m Freelancer With Partner 1-2 times a week Several times a month 77 [talian No Yes '12 X 6Q min
Barbara 33 f Works FT With Partner Almost daily 1-2 times a week 53 Italian No Yes || INterviews
Matteo 28 m Student HE With Partner Almost daily Almost daily 100 Italian Yes France Yes 6 women
Elisa 26 f Looking for work With parent(s) Almost daily Several times a month 91 Italian No Yes 6 men
Margherita 27 f Works PT With Partner Almost daily Several times a month 48 Italian w mig history No Yes || @aged 19-34
Daniele 25 m Works FT With parent(s) 1-2 times a week Several times a month 16 Italian Yes Spain, Germany Yes || Selected
Riccardo 24 m Student HE With friends/flatmates [3-5 times a week Several times a month 53 Italian NO Yes || froma
Gabriele 23 m Student HE With parents/flatmates [1-2 times a week Less than once a month 72 Italian No No screener
Benedetta 24 f Looking for work | With parent(s) Almost daily Several times a month 51 Italian No Yes || survey, and
Maddalena 19 f Student HE With parent(s) Almost daily 1-2 times a week 73 Italian No Yes fc_’”QWing
Sara 19 f Student HE With parent(s) Almost daily 1-2 times a week 82 [talian No Yes 3'9 IJFaI
Rion 19 m Student HE With parent(s) Several times a month [Less than once a month 54 Italian w mig history No No laries.
Gemma 17 f Sec. school student |With parent(s) 1-2 times a week Several times a month 42 Italian No No 3 x 50-90
Carla 17 f Sec. school student |With parent(s) 1-2 times a week Several times a month 53 Italian No Yes min focus
Mario 17 m Sec. school student |With parent(s) Less than once a month | Almost Daily 51 [talian No No groups
Marcello 17 m Sec. school student |With parent(s) 3-5 times a week 1-2 times a week 62 Italian No No 6 women
Piero 17 m Sec. school student |With parent(s) 3-5 times a week Several times a month 78 Italian No Yes 4 men
Gina 16 f Sec. school student |With parent(s) Several times a month |Less than once a month 56 [talian w mig history No No aged 16-17
Veronica 17 f Sec. school student |With parent(s) Almost Daily Less than once a month 72 |talian No No Selected
Selina 17 f Sec. school student |With parent(s) Several times a month |Several times a month 72 [talian w mig history No No from a
Cecilia 17 f Sec. school student |With parent(s) 3-5 times a week Less than once a month 55 Italian No Yes screener
Paolo 17 m Sec. school student |With parent(s) Almost Daily Several times a month 54 Italian No No || <yurvey
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