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About Ofcom



Ofcom: making communications work 
for everyone in the UK

Our principal duty is 
to further citizen and 
consumer interests



The Media Act implementation and 
PSM review were a key focus in 2025  



Advertising in the 
UK



Advertising is a £42.6bn market in the 
UK and online is the largest medium
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Traditional media is more sensitive to 
economic cyclicalities and 2025 has 
been challenging



TV and audiovisual 
advertising



making communications work for everyone
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Advertising is key to broadcaster 
monetisation and BVoD is just a 
quarter of TV advertising market
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Social video surpassed TV in 2023 and 
continues to grow at a faster rate than TV



According to some estimates, CTV is 
growing and may challenge 
broadcaster budgets in near future

UK advertising expenditure (£m)

Source: IAB UK PwC Digital Adspend Study 2024. 
Figures are presented in nominal terms. 

Source: Ofcom Technology Tracker 2025
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SVoD advertising



Lockdown-fuelled subscription growth 
accelerated SVoD ad-tier rollout
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making communications work for everyone
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Ad-tiers are growing fast in the UK
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Audiovisual 
viewing in the UK



Live broadcast TV; 102; 38%

Recorded broadcast TV; 23; 8%

BVoD; 25; 9%

SVoD/AVoD; 40; 15%

VSP; 51; 19%

Other TV set usage; 29; 11%

Total video:
4 hours, 30 minutes

56% broadcaster content

UK audiences watch 4.5 hours of TV 
every day

Average daily minutes of in-home video viewing across all devices, all individuals: 2024

Source: Barb as-viewed, all individuals (age 4+) 
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Average daily minutes of in-home video viewing by age: 2024

Less than 20% of 16-24s’ viewing is to 
broadcaster content
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Source: Barb as-viewed, all individuals (age 4+). Proportion of all in-home video viewing by service. In-home video viewing on TV sets and other devices 
connected to the home wifi (total excludes unknown viewing on games consoles and radio listening). 

The BBC continues to account for 
almost a fifth of all viewing, followed 
by YouTube
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Younger adults increasingly prefer 
content on social video



YouTube viewing on TV sets is growing…
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.. and this is not just to watch short 
videos anymore

Source: Ofcom VoD survey 2025

Share of respondents on forms of content watched on YouTube (%)



Thank you

www.ofcom.org.uk

eleni.marouli@ofcom.org.uk

https://www.ofcom.org.uk/media-use-and-attitudes/media-habits-adults/media-nations-2025
https://www.ofcom.org.uk/phones-and-broadband/service-quality/communications-market-report-2025-interactive-data

