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1. About the project

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 — September 2024

Investigators: Jeanette Steemers (Pl), Andrea Esser (Co-I), Matthew Hilborn (PDRA),
King's College London

Research Assistants: Marypaz Ventura-Arrieta, Nathalie Klein

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?

Screen Encounters With Britain — Interim Report Germany 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 & Italy — 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
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

Context

Intermediaries

* Interviews with British intermediaries / sales executives: 6
» Roundtable discussions with UK & European partners - 4 / one per market
* Interviews with local intermediaries (buyers, teachers, film festival directors, influencers) - 40 /10 per market

* Online survey in 4 local languages - minimum of 1,200 responses / at least 300 per market

5 days of digital diaries & activities - 80-90 participants / at least 20 per market

* Individual 60 min online interviews with stimulus material generated from digital diaries - 40-45 participants
selected for demographic variety / at least 10 per market

» Small group interviews with 16-19-yr olds: ~40 participants / 8-12 per market

Young

audiences

B U = T —————— Pas=
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Research Germany

3 work packages

* Local industry reports for market overview — see references
Context * VOD catalogue research Germany (Netflix, Amazon Prime Video, ZDF Mediathek)
* Online marketing & promotion of UK content by SVoDs and broadcasters

6 interviews with British sales executives

intermediaries 10 interviews with local intermediaries / 4 programme buyers & sellers, 3 teachers, 3 film festival directors

* 426 valid survey responses Data collection: Jan/Mar 2023
v : + 26 digital diary participants Data collection: Mar 2023
oung audiences LT . . . :
* 12 individual online interviews Data collection: Mar 2023
+ 3 small group interviews / 8 participants aged 16-19 Data collection: May/June 2023
[ U = e S Pams
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Streaming in Germany
* Germany is an advanced VoD market. Whilst the total consumption of
screen content by 14-29 year olds is growing (194 min/day in 2022), this
age group's daily average consumption of linear TV is now under 43min.
« 22.7m households subscribed to at least one SVoD streaming service in
2 Germa ny - the baSiCS 2023, representing 55% of households. The average number of paid SVoD
: subscriptions per household is 3.

« The most popular SVoD service with 16-34 year olds is Netflix, followed by
Amazon Prime Video. YouTube, if added, outperforms Amazon including
for medium-length content, but drops to third place for British content.

* Local streamers, RTL+, Joyn fare less well with 16-34s.

Historical status of UK screen content

* Germany is the UK's 6th largest export market by value of sales (£86m in
2022) with growth of 49% between 2021-22, which can be attributed to the
launch of new VoD services, plus fewer shows from US studios like Disney,
which launched its own service in Germany in 2020.

« Traditionally public service broadcasters, ARD and ZDF, acquired most UK
content, with a strong focus on crime dramas. Commercial broadcasters,
RTL, Sat.1 and ProSieben, and now their affiliated VoD players RTL+ and
Joyn, offer UK light entertainment, including factual and reality TV. Today
global streamers are the strongest competitors for UK content.

English language proficiency

* Young people in Germany are highly proficient in English. They feel at ease
with the language and use it daily, including to watch screen content.

Screen Encounters With Britain — Interim Report Germany 7



Consumption of screen content in Germany

Daily Share in 2022 in %, plus total minutes » The consumption of screen content by 14-29 year olds is growing. At
o 194 min/day, they are getting closer to the population average of 214
All viewing over 14 14-29 year olds min/day (Egger & Rhody, 2022: 432).

%

 According to research by ARD/ZDF (2022a: 19), 14-29 year olds watch
229 significantly less linear/scheduled TV (22% of the overall consumption
of screen content) than the adult population as a whole (64%).

30

4%

» The other 78% of viewing by 14-29 year olds goes to global streaming
214 minutes 3% 194 minutes 4% services (33%), YouTube videos (23%), social media videos (15%), local
VoDs (4%) and recorded TV programmes (3%).

ey » The quote from Jay (aged 17), which proved typical, shows that those

living at home still watch some linear TV, but only when watching with
parents. Only one of our 20 interviewees (Sebastian, 32) watches mostly
linear TV, because it takes less effort to choose what to watch.

Scheduled TV channels (e.g. ARD, ZDF, RTL, ProSieben)

: h
Local Broadcaster Video on Demand Services (e.g. ARD Mediathek, ZDF Mediathek, Joyn) | wouldn't switch on thefTV to \A;(;l:ts
. to : . But if my pa
= Videos/Live streams on Streaming Services (e.g. Netflix, Amazon Prime Video) [When streaming] it takes half;lr; hOUrse live TV, Pterzpl’lgaig/methmg );hen Il
; watch becau are watchin :
m Videos on social media or the intemet (e.g. TikTok, Instagram) decide what we want to down next to them

.) Linear television

: probably just sit
u. I'm quitte

and just enjoy watching it with them.
But personally, no.

- Jay, 17

there's just sO much (
makes that first decision for yo
m Videos on YouTube. grateful for that.

_ Sebastian, 32

Sources: ARD/ZDF (2022a); Egger & Rhody (2022); Screen Encounters With Britain. Audience interview Germany.

Recorded television programmes.
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The German streaming market

Advanced, but subject to change

VoD providers used in 2022, % of respondents (n=2503)

Amazon Prime Video 61%

Netflix 56%

22.7m households subscribed to at least one SVoD streaming service
in 2023, representing 55% of households. The average number of
paid SVoD subscriptions per household is 3 (Kantar, 2023a).

Netflix's share of new subscribers fell from 24.4% (Q1 2021) to 12.8%
(Q1 2023) (Kantar 2023b), and it is losing subscribers (Kantar, 2023a).

84% of 12-19 year olds have access to a paid-for streaming service
like Netflix, Amazon Prime Video or Disney+ at home. 54% of 16-19
year olds use Netflix daily or several times a week compared to 47%

Disney+ - 21% for YouTube, and 30% for Amazon Prime Video (MPFS, 2022: 6, 36).
Sky Go/WOW - 13% 81% of 14-29 year olds use streaming services daily compared to
47% of adults over 14 (see chart below) (ARD/ZDF, 2022b: 20).
A
DAZN (sports) . 6% Use of Streaming Services by Age Group (%)
m Monthly or less
Joyn l 4% I frequently
Don't know - 15% 14 Daily or weekly
81
47 61 12
Other - 11% 25
Total 14-29 30-49 50+
Source: W&Y, 2023 Source: ARD/ZDF Forschungskommission, 2022: 20
R = D A

Sources: ARD/ZDF (2022b); Kantar (2023a); Kantar (2023b); MPFS (2022); W&V (2023).




Platforms our survey respondents use for ‘longform’ screen content

Netflix is the clear favourite

% of respondents 16-34

Netflix

YouTube

Amazon Prime Video
Disney+

Cinema

ZDF Mediathek

89%

71%

66%

48%

42%

34%

ARD Mediathek 30% Mediatheken of public service broadcasters ZDF (34%) and ARD (30%). Cinema
also outranks linear television (19%) by far.
Other 20%
Linear TV channels, as interviewees attested, only come into play for football
TV Channels 19% matches, long-running German reality TV shows, or when watching with parents
(e.g. the news or German crime series Tatort). But with usage by at least 19% of
RTL+ 1% respondents, TV still plays a bigger role than in Denmark (7%), with its more
advanced SVoD market and higher English language proficiency.
Joyn 8% RTL+ and Joyn, the streaming services of the commercial broadcasters, perform
less well than the public service ARD or ZDF Mediatheken (VoD services).

Our survey responses confirmed the high number of VoD services available to
young people (16-34). The average number of viewing options for longform
content (> 20min) is 4.7.

Netflix is the clear No. 1. YouTube is notable for being in 2"d place, reflecting the
amount of time that young people spend on this platform (see slide 8).

Subscriptions for Disney+ have grown steadily since its launch in 2020; driven by
the desire to re-watch movies, series and cartoons that subscribers are already
familiar with (e.g. Modern Family, How | met Your Mother), or to gain access to
major franchises like the Marvel films.

Several interviewees noted how they swap VoD services to follow their favourite
content: Modern Family, Gossip Girl and the Harry Potter movies.

Cinema was mentioned by 42% of survey respondents and fares better than the

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= 423, 4.7 platforms named on average). Source: Screen Encounters With Britain. Survey Germany.
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Platforms used by survey respondents — by age

% of respondents, by age
87% 87%

94%
84% 83%
74%
69% o6 0% 67%
61%  60%
519 52% 3%
45% 46%
% 41% 43%
0
% o a0 > 31% 31%
v 29%
26%
20% 199 20%
17% ° 19% 17% ° 159
0 0 0
13% 1% 13% 13% 0% 1%
4% % 6% 6%

Netflix YouTube Amazon Prime Disney+ Cinema ZDF Mediathek ARD Mediathek Other TV Channels RTL+ Joyn
Video
H16-19 mW20-24 25-29 30-34

» Analysed by age, significant differences can be seen for * TV channels have the highest use amongst the oldest cohort (26%).
YouTube, the ARD and ZDF Mediatheken, and TV channels. The second highest usage is by 16-19 year-olds (17%), many of whom

may sometimes still watch TV with their parents.
* YouTube use for longform content drops from 74% (16-19) and Y P

83% (20-24) to 61% for the oldest cohort (30-34). » 27 additional access points were confirmed by survey respondents for
. . ., . ‘other’, notably WOW (19 mentions), MUBI (10), Crunchyroll (9), Arte
* For the public-service streamers it's the reverse, with a stark

Mediathek (8) and Apple TV (8). Th ining 22 tioned b
drop for the youngest (16-19); only 13% use the ARD Mediathek bee'}cwlzene1 ;n)da‘? resggnedentg ())mye remaining c< were mentioned by
and 17% the ZDF Mediathek. '

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= 423, 4.7 platforms named on average). Source: Screen Encounters With Britain. Survey Germany.
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The role of Amazon Prime Video

One factor [for favouring Netflo) is of The Amazon Prime [Video]
course the content, | really am very satisfied subscription comes automatically
th the content (...) And another great with your normal Amazon Prime
f(‘;\gfgrtfoer me is the user interface - SO the subscription. So I just have it because

home screen, | think, is very easy and ’hha"e AR Prime('jA”d ;'_fls s « In fact, Amazon Prime Video is Germany's No.1 VoD
intuitive to use. And so I really uke'thc;t ; E all;_eXpe”_'s,’Ve for St‘l’[ Sl (o7 ol provider in terms of subscriptions (see slide 9). But in
because, for example, Amazon is qutte ba five Euros, it's not really expensive, so terms of popularity and frequency of use, Netflix

* Amazon Prime Video is much bigger in Germany than
in our first case study, Denmark, where Amazon has
no e-commerce business.

with what the user interface [00ks like, and  SlSERaVE It OUEdon EsE e a (ot proved the clear favourite amongst our research
it's not very practicable. -Jamal, 22 participants, both in the survey (previous slide) and in
- Didier, 29 interviews.
Amazon Prime is very confusing and its * Interviewees explained their marked preference for
recommendations are always wrong. Netflix with: it has a much better user interface; it has
- Luisa, 23 good quality content ‘all of which is for free’ (i.e.
—~— e included in the one subscription); and its content is

o many more movies ‘formed around youth culture’ (Jay, 17).

) on Netflix, they hav d the .
‘ imd series that you can wastcol}- négvies a):q d « Two respondents noted that they prefer Netflix

different type> because all English movies there are available in
g n;%azon it's like, ‘Oh, I know that English, and bgcause ‘everybody is watching’ things
ies. An ! there, SO ’.m g 1 y y g g

ssip Girl . ;
ou can streftlcmh gihefe-' But it's not like on Netflix (Mila, 16).

ser

.n to wa g [ [ o . . .
gOlA?nazon prime is my first choice * The quotes on the left illuminate the perception of
- Lina, 18 Amazon Prime Video and its use by 16-34 year olds.

Source: Screen Encounters With Britain. Interviews with German audiences. 12



The low popularity of local streaming services

Mediathek /
| think the ZDF and AIRaDm in a more ZZI‘OUVCVI:I);hused Joyn to rewatch series and Ty
they are more when . 50,1 till e asz: were on TV, but | missed them
documentary vibe P tent but also ow. o that's why | used Joyn quite g

lot back then. And since | don't watch TV that

S probably also why |
ore that often as well.

e a lot of their contef™ | media,
d versions on s0ctd

t longer than 20 minutes.

consum
their croppé
so they're no

often anymore, that
don't use Joyn anym

_ Emilia 24 - Fernand, 17
rier or "Huirde" [hurdle] to . \ * As shown in slides 10 & 11 and in the quotes here, in the eyes of 16-
There's like a small t'?vfllefdiathek] on. You know wha ight 34 year olds, the Mediatheken of public service broadcasters ZDF and
overcome to put ‘ZDF[ it in my mind t0 put ZDF Ogthen ARD are no competitor for global SVoD services, Netflix, Prime Video
mean, like, | wouldn't havteNetﬂiX' Amazon, Dtsnﬁ)/ﬁg've it in and Disney+, and also YouTube. They are used by only around a third
now. | wo;le,ngstoerO’ég. Right. ()] think, ’r(j/(i)cnez it like | of survey respondents and, according to interviewees, very rarely.
terwards : t streaming s€ ' e _ , ,
aIny mind whent’;?g'léoan?gztitsor for my attznggg greech(;;— * RTL+ (formerly TV Now) and Joyn, the respective streaming services of

don't even see l the private commercial broadcasting groups RTL and ProSiebenSat.1,

o omnipresent: nd I'm not sure why

(o)
the others are s0 OMFL Tpic area they also pe.rform even less well. Only 11% of survey respondents reported
existent as Comp,f“ﬂsthat they exist. | know thatBut{don'f using RTL+, with 7% using Joyn. Both services offer free, advertising-
that s, because | K1 my target grouP financed services, as well as premium (subscription) content.

have a lot of conten: fohy. | cannot explath i

know W

g r * One interviewee used RTL+ almost exclusively to watch Premiere
— Didier; 2 League football; two others reported using Joyn ‘sometimes’ for reality
and lifestyle programmes or, like Fernand (17), to catch up with TV
shows, but that was more in the past than currently.
T O E YT A

Sources: Screen Encounters With Britain. Interviews with German audiences.
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History of UK screen content in Germany

<o

TV Fiction imported by major German TV channels in
2004, in hrs

21.562

15.503

701 1.053 909 768

[ ]
ue

600

wa

2
ot

O’Q(O(’ CO’Q(OS CO«Q‘OS \)S

¢ 0

?,\)( \\]\\\/\6 %\)‘0983
o

WO
Source: SEwB based on EAO (2005, Vol.5: 96)

N | D O
Sources: BFl/Yonder Germany (2021b: 6); EAO (2005, Vol. 5: 96, 107); Pact/3Vision (2022).

According to Pact’s latest UK exports report, Germany remains the UK's 6t largest export
market by value of sales after the US (£510m), Australia (£118m), France (£93m), Canada
(£92m) and the Nordics (£92m). UK exports to Germany grew by 49% between 2021-22,
reaching £86m, up from a low of £58m in 2020/21 and £75m in 2019/20 (Pact/3Vision, 2022).

Recent growth in UK sales can be attributed to the launch of new VoD platforms, plus fewer
shows from US studios like Disney, who have launched their own VoD services in Germany.
European rules that require international streamers to reserve 30% of their offering for
European content may also have benefited UK sales.

The BFI: International Perceptions & Engagement study (BFI/Yonder, 2021b: 6) showed 24% of
the study’'s respondents in Germany (aged 18-65) claiming ‘familiarity’ with British film, and
13% with British TV - against global averages of 30% and 24% respectively. This was lower
than the 35% (British films) and 29% (British TV) for the Nordics, including Denmark.

Also, whilst nearly half of Nordic respondents in the BFI study claimed to watch British films
and British TV at least monthly, this fell to 38% (film) and 28% (TV) in Germany. 10% of 18-65
year olds in Germany claimed never to watch British film, 24% to never watch British TV
(BFI/Yonder 2021b: 6).

Historically, annual statistics from the European Audiovisual Observatory show that the UK
has always been Germany’s most important European source of TV fiction imports, followed
by France. But it is outranked by co-productions and ranks far behind US imports, as shown
in the graph, which displays selected 2004 figures for imported TV fiction broadcast by 9
leading German free-to-air channels at the time. In 2004 the UK's share of fiction imports
was 3.25%, compared to shares of between 3.5% and 5% for various types of co-production,
and a 72% share for the US (EAO, 2005, Vol.5: 96, 107).

14



History of UK screen content in Germany

After starting with public service broadcasters, SVoDs emerge as major buyers of UK content in Germany

g e o, B e AR, Y. 5 « Traditionally it was public service broadcasters, ARD and ZDF, that acquired most British

ProSiebenSat] und RTL that were the content, with a strong f_ocus on crime dramas, such as the long running Inspector Barnaby

main drivers of demand in Germany; (Midsomer Murders), which still airs today on ZDF, and also on Amazon Prime Video.

- Jens Richter, CEO of International, / It was the arrival of commercial broadcasters RTL, Sat.1 and ProSieben in the 1980s, and
Fremantle their affiliated VoD players RTL+ and Joyn in recent years, that opened up avenues for UK

reality and light entertainment, as well as factual (food, home & living, body
modification, true crime, dating shows, ‘blue light shows' etc.) aimed at younger male

Public service broadcasters are still and female audiences.

important to us, but when they really want

something, the SYoDs can pay more (..) « Both the UK original and the German adaptation of The Great British Bake Off (Sat.1) are
g Lfegto - bas’calg’. Vi del;ec?‘ved aired by Sieben.One Entertainment platforms, and Joyn has long-running commitments
segles;to)Genmany,C..) whlcrigEigngime to shows featuring celebrity chefs Jamie Oliver and Gordon Ramsay, who are widely

at this age group. And now | think . . . .
el CI05 o Gl e i e (e /Izrr\);\é\;g |Br[1a(c3kermany. RTL+ has aired some UK crime dramas such as Line of Duty and

year would have sold to Germany.

- UK Sales Executive ¢ « However, the most frequently mentioned UK programmes by our survey respondents
(16-34) are available on global SVoDs Netflix and Prime Video (see slides 24 & 25). This
confirms young people’s preference for global streamers, but also the appeal of
contemporary UK TV drama (Sherlock, Sex Education, Peaky Blinders) and the continuing
interest in classic film franchises (Harry Potter, James Bond) and film titles (Love Actually).

The English-speaking market is
attractive. Next to the US setting, the
British setting is the most global
from the customer’s point of view. /

- Oliver Bachert, Chief Distribution .
Officer, Beta Film

Sources: Jens Richter and Oliver Bachert cited in Urbe, C27 (01.03.2023); Screen Encounters With Britain. Interviews with German cultural intermediaries. 15



English language proficiency

Very high in Germany and amongst our survey respondents

% of respondents 16-34

School level or less Conversational W Fluent

| often search for the topic that I'm
interested in. And then | watch the videos

that come up (...) it doesn't matter if it's )
German or English.
- Mila, 16 Teachers tell us, like, ‘Over the

holidays, watch movies and series in
English, so your English gets better’.

—Lina, 18
They're surrounded by English all day long
anyways, and it [English as a core A-Level
subject] doesn't feel superfluous. /

- Teacher 3 -

Overall, the language proficiency and the
interest in the English language has

English language proficiency in Germany is high. In the global EF
English Proficiency Index 2022, Germany ranks No. 10 out of 13
countries classified as having ‘very high proficiency. The Netherlands
is No. 1, Denmark No. 5 (EF EPI, 2022).

Since 2005 children begin to learn English in primary school. A shift
from teaching grammar to listening and speaking has improved
English language proficiency. (News4Teachers, 2016)

According to interviewed teachers and head teachers, the most
popular ‘Leistungskurs’ (A-Level) subject amongst 16-18 year olds is
English. Teachers also reported that Leistungskurs students are very
used to writing and presenting papers in English.

Asked to self-assess their English language proficiency on a slider
scale, 77% of survey respondents claimed to be fluent (see graph);
17 of our 20 interviewees volunteered to be interviewed in English.

In 2016, a YouGov survey found that 27% of 18-24 year olds watch
funny series mostly or always in English, 22% funny films. Results
differed depending on respondents’ school qualification: Across all
ages, 18% of those with Abitur (A-Levels/IB) claimed to watch funny
series mostly in English, but only 6-8% of respondents with Haupt-
or Realschulabschluss (GCSE/IGCSE) did. (Schmidt, 2016)

increased over the last years. . e e
4 / 50% of young people in Germany have a qualification for HE entry
- Teacher 2 (Datenportal BMBF, 2023).
Question “"How well do you speak English?” (slider scale from 1 to 100) Base: All respondents aged 16-34 who answered the question (n= 426). 16

Sources: Screen Encounters With Britain. Survey Germany, interviews with German audiences and cultural intermediaries; EF EPI (2022); News4Teachers (2016); Schmidt (2016).



Chapter summary

Current status amongst 16-34s

« UK screen content plays a notable role for young people in Germany, both in
terms of country of origin preferences and consumption frequency. Most
survey respondents claim to watch UK content several times a month (37%).

* Interviews revealed that many, particularly 16-19 year-olds, have difficulties

3. British screen co ntent telling whether a show is British or not.

* 16-19s are less familiar with UK screen content than 20-34s. Like Denmark,
consumption of UK content in Germany increases with age.

« 77% of participants (16-34) estimate that their consumption of UK screen
content has grown over the past 5 years (43%) or remained the same (34%).

What

16-34s consume many genres as well as individual UK shows. In total, survey
respondents remembered 309 unique series titles and 333 film titles.

* Genres where the UK is seen to do particularly well include: comedy/comedy
drama, historical drama, action/adventure, fantasy/sci-fi and romance/romantic
comedy.

« Regardless of genre and origin, young people seem to prefer comforting
content. They want something to help them relax and to make them laugh.
This is also a reason why re-watching favourite shows is quite common.

How

* Most prefer to watch in English with English subtitles, closely followed by
watching in English without subtitles. A trend for watching in English is visible,
but the picture is highly complex and diverse.

« Mirroring VoD preferences, Netflix is the most popular access point for UK fare.

Screen Encounters With Britain — Interim Report Germany 17




Status of UK screen content

High overall, increases with age

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

2% 68% 69%

57%

63%

52%
47%

Y e
2 Q»?) N\a\ e ‘(\a\e

>

% of respondents who put UK as their no. 1 country of origin choice

24% 23% 24%
20% 0 . . , 2. , A
12% 17% 15% consequence, audiences in Germany are not 'trained’ to pay attention
- ] - to a story’s location or characters’ nationalities (also see slide 33). This
is in contrast to our first case study market, Denmark.
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Survey results suggest that British screen content has a high status
amongst young people in Germany. Asked to write down their top 3
country of origin choices for longform screen content, 63% of
respondents listed the UK (top graph).

Recognition is notably higher in the older cohorts: 72% of 25-29 year-
olds and 68% of 30-34 year-olds list the UK among their Top 3, and
women name the UK more often (69%) than men (57%).

Unsurprisingly, the UK is rarely the first choice (bottom graph). Still,
20% of all respondents named it as their No.1; 24% of women did so.
A certain degree of self-selection amongst survey respondents,
though, will have somewhat inflated these figures.

Also, interviews revealed that many, and particularly 16-19 year-olds,
have difficulties telling whether a show is British or not. Most of the
youngest have limited experience with British shows, and many have
difficulties distinguishing between English-language accents.

Irrespective of age, audiences who watch everything dubbed into
German tend to be unaware of origin and/or location. Dubbing
enhances screen content’s fictionality, eclipsing ‘real world’ cues. As a

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)”
Base: All respondents aged 16-34 who answered the question (n= 379). Source: Screen Encounters With Britain. Survey Germany.
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Country of origin preferences

English-language content reigns supreme
* Among the top 3 choices, the US was named most often, by 88% of survey

% of respondents 16-34 participants. Interviews confirmed the unique position of US content.
USA 88% * The UK was named markedly more often (63%) than Germany (51%). All other
countries had a much lower share of below 15%. Countries listed with a share of 1%
UK 63% or less were omitted.
Germany 51% * The survey and interviews both revealed strong appreciation of animated content,
explaining Japan's high ranking. France and Spain rank comparatively highly
Japan 14% because French and Spanish are the two foreign languages most commonly learned
France 10l after English. Spanish production Elite is popular with young females.
South Korea o » Canada and Australia rank comparatively strongly because of the English language
’ and because many students in Germany, both in secondary and higher education,
Spain €% go there to study, for a year or a few months (see appendix A3).
Sweden s » The quote by Livia (32) reveals that choosing non-German and non-US content is

not always about language learning, interest in a particular country, or seeking
ltaly [ 39 something different. Very often it's simply because they have the look and feel of
US productions.
Nordics 3%

Turkey | 2% (My favourite country of origin is) the US (...) and then I'd

ilms we watch are say it almost doesn't matter to me where a film comes
Canada 2% (..) most of the fum d roductions. / from. If | think it's exciting or interesting like Elite (...) But |
ultimately Hollywood P would almost say that these series, that are maybe )
Australia [ 29 _ Sebasttan 32 : produced in Spain or South Africa, that they are somehow A
' ' _— copies of US things.
- Livia, 32
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)” 19

Base: All respondents aged 16-34 who answered the question (n= 379). Source: Screen Encounters With Britain. Survey Germany; interviews with German audiences.



Screen consumption frequency

UK screen content no match for US content

Viewing frequency — UK SC vs total viewing, respondents 16-34

* Survey responses (left) show that UK screen content plays a sound
but still moderate role in the consumption of ‘longform content

50% overall’. Most survey respondents claim to watch UK content several

times a month (37%); a result similar to the BFI's finding for people

aged 18-65 (slide 14). 24% of our young survey respondents watch it

0% less than once a month, 16% only a few times a year.

« 26 Digital Diaries and 20 interviews confirmed the unique position of
US content, with many interviewees highlighting its unrivalled

30% quantity and production budgets.

» Out of 82 unique show titles entered into 26 Digital Diaries over 5

days, 39 were from the US, 17 from the UK, 16 from Germany, and 10
20% from other territories. Viewing of UK titles is likely to have been
boosted a little by the research.
10%
UK titles/co-pros watched by 26 digital diary participants over 5 days
]

Programme title (No. of episodes watched)
titles

Almost daily  3-5 times aweek1-2 times aweek Several times a Less than once aOnly afew times Netflix 11 Derry Girls (16), Heartstopper (10), Cunk on Earth (8), Formula 1: Drive to Survive (7), The
month month ayear IT Crowd (5), Dirk Gently's Holistic Detective Agency (3), The Crown (2), MH370: The
Plane That Disappeared (2), Red Rose (1), The Wonder (1), Luther: The Fallen Sun (1)
Prime Video 3 Dr Who (2), Lady Macbeth (1), Harry Potter Film (1)
m UK content General Longform Content YouTube 2 Would I lie to you? (1), 8 Out of 10 Cats does Countdown (1)
Britbox 1 Unforgotten (5)

0%

Questions "How often do you normally watch ‘longform content’ (> 20 mins)?” and "How often do you watch British screen content (on average)?”
Base: All respondents aged 16-34 who answered the questions (for All Content n= 426, for British Content n= 422). Source: Screen Encounters With Britain. Survey Germany; Digital Diary.




Changes in the consumption frequency of UK content

| watch more
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48%
0,
43% 20%

W o 02 5 0t

>

35%

48%
38%

\]\a\e v(e((\a\e

34%

s\

Unchanged

43%
36% 35%

20%

'\6"\9 'LQ"LA 'LS"ﬁ '50"5A

38%
31%

N\a\e ?e«\a\e

» Asked about changes in their consumption of UK
content in the last 5 years, 43% of 16-34 year olds
believed they watch more than they used to, and
34% thought it has remained unchanged.

* In the two youngest cohorts, around half (48% and
52%) believed they watch more. Also of note is that
48% of men claimed to watch more.

» Very few, 7% overall, claim to watch less.

| watch less

0, ) 9% 8%
7% 7% 2% °

A \6,\9 ,LQ:LA 15,19 3030«

6% 8%
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16%

A\

Don't know

25%
16%  15%
8%
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5 most popular explanations for watching more UK content

1 As I've gotten older, | have become more used to watching
British content (58%)

2 There is more UK content to choose from (45%)

3 | My streaming services recommend UK content to me (44%)

4 | | watch more screen content in general (40%)

5 | UK content has become better and more interesting (38%)

Question “How has the amount of British screen content you watch changed over the past 5 years?”
Base: All respondents aged 16-34 who answered the question (n= 357). Source: Screen Encounters With Britain. Survey Germany.
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Genre preferences — UK content vs general genres preferences

UK screen content clearly excels in some genres

% of respondents 16-34 * Genres where the UK seems to perform particularly well include,
c L N ;. comedy/comedy drama, historical drama, action/adventure,
antasy / Sci-Fi o, f e . .
antasy/Sci-Fi and romance/romantic comedy. In these categories
Comedy / Comedy-Drama o British productions rate 5 or more percentage points better than
Action / Adventure  EESEG_I__S———— 0 respondents’ overall genre preferences.
Crime/ Thriller N N - » * The UK also slig_htly exgels in Iifestyl_e & fac_:tu.al entgrtainment and in
) ) talent competitions, which was confirmed in interviews. It should be
Drama  — e noted that interviewees were carefully selected to cover people with
Sitcoms N 1 high, medium and low interest in the UK and its content, and to

cover the full range of UK content consumption frequency.
Historical Drama GG S 1%

Animation HEE 6% » UK screen content performs less well for drama, sitcoms and
nimation 30% animation.

Roma nce/ Roma nt|c Comedy _ 33% . . . . .
* British crime/thrillers also fare comparatively less well against general
.. I . : S : .
Documentaries 28% crime/thriller preferences. This is in contrast to other studies, which
Reality Tv 1 s% show that British crime fiction is recognised and appreciated more by

older European audiences (Bengesser et al, 2022).
Stand-up Comedy T 11%

* UK documentaries, reality TV and talk shows appear less popular
1% than productions from other countries. Interviews suggest that these
Talent Competitions N s are genres dominated by more popular domestic productions.

Talk Shows HEE 7%

Lifestyle & Factual Ent, ' o3

M British Content All Content

I 2 S 09090 0 T 0

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 in each question, therefore percentages add up to more than 100%)]
Base: All respondents aged 16-34 who answered the questions (for All Content n= 426, for British Content n= 354). Source: Screen Encounters With Britain. Survey Germany. 22



Comfort viewing

Young people prefer relaxing, humorous content

» Regardless of genre and origin, it appears that young people prefer
comforting content. More than anything they want something to help

t much free time =1 them relax and to make them laugh.

. ha
| don't really have t mple. And then
have to do homework, f?r f;)t(:r sIF;ow to just » Several interviews revealed that it is not uncommon for students to re-
| might just put on d 19 watch their favourite shows upon returning from school or university ‘to

d and not be that

have in the backgreu™ mething | have eat and calm down’ or to provide a background for ‘'studying’ and ‘doing

d. And usually that's el ' )
bo;elready watched, so thats are watch. homework'.
_Max, 17
or
' oek where: f ;
i do Usuall
so maybe maav:yg lot of study m?et([)ike searched forM;a;Ch blockbyste, films
examP, ' ould rathe ] r(Zel’leS or be omcoms S;Cglc category, it Wo.L'}/dA,;?rdb /b
also . iq B With m Juselused to obabl
sitcoms [T iends: Br?‘ rmats Y SISter: Ity jiyse Someth;, V7Lch them q lot
shorte and you cap |, Ng fun to watch
Emilia, 24 augh aboyt
- [l havent e
- UWwatched p, :
el;jause It historicqy ch]/kty/%nﬁ/e/r(sj .
Ovies and series ST ltke happy
\ - a little pir of dramgq
- Lina, 18
/

Source: Screen Encounters With Britain. Audience interviews Germany. 23



UK shows remembered - top 20 by number of mentions

MENTIONS TV SERIES/SHOWS
141 Sherlock

Sex Education . 1 _S » Of the 1,747 series titles respondents identified as British, 309
The Crown S T | were unique TV series titles, but less than half (151) were
Yl mentioned at least twice.

Asked what UK titles they could remember, 377 survey
respondents wrote down 1,747 TV titles and 1,151 film titles.

Doctor Who A
Fleabag P | * The top 20 most named titles (left) were mentioned between
141 (Sherlock) and 21 times. 14 are available on Netflix; 4 on

- (Amazon) Prime Video, one on Disney+ and one on the BBC
Downton Abbey | iIPlayer via Prime Video.

Skins * Only 7 titles could be attributed to ARD (1) or ZDF (6), although
Mr. Bean older titles may have aired on ARD or ZDF before.

Black Mi
ack e - SEX EDUCATIUN + 38 titles were mentioned more than 10x — including Bridgerton
The End of the ****ing World ,#;E& (23), a US show with many British actors and a British setting.

Broadchurch

Peaky Blinders

* There were 21 possible misidentifications, including Outlander;
5 again featuring British actors and settings. 17 of these were
Heartstopper - misidentified by one individual only, including Friends, Jersey

| ' Shore, and Emily in Paris.

Derry Girls

Monty Python['s Flying Circus]

Misfits Py LB - Overall the list suggests that shows that have been big on
The Office (UK) : Netflix (Sex Education, The Crown, Peaky Blinders) or Prime Video
(Fleabag) are the titles most seen and most easily remembered.

Bridgerton Unlike in Denmark (5 titles), public service or commercial
After Life g broadcasters, who used to form the mainstay of UK sales, did
& 7 N not feature in the top 20.
Bodyguard CROWN P
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.” 24

Base: All respondents aged 16-34 who entered titles (n= 377; excluding responses along the lines of 'no’ or 'I'm not sure’). Source: Screen Encounters With Britain. Survey Germany.



UK films remembered - top 20 by number of mentions

MENTIONS FILMS

« Of the 1,151 film titles listed by 377 survey respondents as British, 333
112  Harry Potter

were unique show titles; only 135 were mentioned at least twice.
61 James Bond

39  Pride & Prejudice
36 Love Actually

30 Notting Hill

22  Kingsman [saga]

» The top 20 titles (left) were dominated by older franchises like Harry
Potter (112) or James Bond (61) or older ‘classics’ like Love Actually (36)
or Notting Hill (30). Pride & Prejudice is sometimes used as as a school
‘text’, which might explain the high number of listings.

* It was not always clear whether mentions of Sherlock Holmes or Monty

21 The Imitation Game Python refer to the films or TV series (see also Slide 24)..

18 Enola Holmes « Amazon dominates the film list: 12 of the top 20 were available, either

in the basic Prime Video account (10) or as pay-per view/transactional
VoD (TVoD) (2); only 5 films were available at the time on Netflix, one
on Disney +, and one on Rakuten TV.

18  Fantastic Beasts
18  Paddington

18  The King

17  Sherlock Holmes
16  Life of Brian

» Only 2 out of 333 titles, Hamlet and Matangi Maya M.I.A, were
attributable to public service outlets — in both cases to French-German
PSB Arte, although older titles may have aired on ARD and ZDF before.

14 Bridget Jones's Diary

14 Monty Python and the Holy Grail
14 The King's Speech

12 Dunkirk

12 Four Weddings and a Funeral

12 The Gentlemen

* Only 25 out of 333 franchises/titles were mentioned 10 or more times.

» Overall, the list suggests that, like in Denmark, it is older titles and
franchises which are most seen and most easily remembered. The key
difference with TV shows is that Amazon, rather than Netflix, emerges
as the dominant distributor in feature films, including films available on
TVoD.

11 Atonement

Question “Can you tell us the titles of British screen content7you have watched? Please list as many titles as you can — current or older.”

Base: All respondents aged 16-34 who entered titles (n= 377; excluding responses along the lines of 'no’ or 'I'm not sure’). Source: Screen Encounters With Britain. Survey Germany. 25



Preferred language setting

English with English subtitles

64%

53% 51% I 51%  50%
ik

56%
50%

English with German subtitles

19% 18%

. = B =

16%

A\ 9 8 9 B e \ 9 ) 9 Y e
W NN PN WO ad® " NS S WO e
English - no subtitles Dubbed
48% 51% 499  51% 49%  49%
39%
18% 20% L 18%  1g 18%  17%
\ A A e e \ A A
N o2 0 5 02 NP [ N N N N
O

Question “When you watch British screen content, which language options do you prefer? [2 max]

Base: All respondents aged 16-34 who answered the question (n= 357, 1.3 options named on average). Source: Screen Encounters With Britain. Survey Germany.

* Most survey respondents expressed a preference
for watching British screen content in English with
English subtitles (53%), closely followed by watching
in English without subtitles (48%).

« Significantly fewer respondents prefer to watch in
English with German subtitles (15%) or dubbed
(18%); although dubbing figures are likely to be
impaired by social desirability.

. i still bigger, but
dubbed verston 5 S ints
c-li—gﬁy they [the pSBs] had lots of cec;r;lz.at
P and especially [from] younger p

- German-based Sales Executlve
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From dubbing to English language viewing

L hese streaming
hen Netflix andall t
;;/l\;tforms came up, you could actually,

like, choose the option to watch in

. o
English (...) everyone who's pr <t flusgs /':V €N Uts dubbeq, /jtsyalg'?oo o
in English watches it in English. now. [ can't r eally explqin ttt

_ Luisa, 23

= Emilia, 24

Uple Of yeGrS, hrough time
English for a COUF | 1 “And then t I I told him e
Seoguth e 5 Sopeconart )| find, ooty
i [ ; tha . e lips don*
can only watc’ ing everything 1" '€ same rate gs they,
t heartng t back to speaking | yre
t me used toJus when | wen 9 (n German?’ 11,
gAOnd | decided, OK andi;hfirl;emas, it just annoyed started catchin g

g onto that and

h.ey sound the better s English got the

watching du

The 20 interviews suggest a trend for watching more
English language productions in English, with and
without subtitles. All eighteen 16-29 year olds claim to
watch either always in English or at least sometimes.

Of two interviewees over 30, Sebastian (32) still watches
mostly linear TV; a lot of it is domestic entertainment.
But when streaming, he and his girlfriend watch English-
language productions in English. Livia (32), although
streaming only, is the sole interviewee who watches
everything dubbed into German. She is one of the
interviewees who does not have Abitur (A-Level/IB).

Many noted how today there is much more content
available to watch in English. Other key drivers are
young people’s increasing daily usage of English (on the
internet and social media) and high levels of English
language proficiency. Teachers tell students to watch
screen content in English (slide 16) and many survey
and interview participants reported watching in English

t _the mo ; . ) .
me because | thougtfg)r ' different movie y ¥ re he also watcheq movies in to improve their language skills (slide 49).
ike! 1 saw T 2 und like that! p English on Netii,
don 19 ~Jay, 17 Most respondents noted that once they had started
~ Lotte, | watching in English, they continued on that path.

Source: Screen Encounters With Britain. Audience interviews Germany.
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Shifting results in a highly complex picture

atch with my parents, | will

() when ad British movies in
American of and. .
watch - that they can also underst " 1t just depeny
sl lone, or if | watched them W 7101 i the S
o ll}l'wa;sawe v(/ould watch it typlca“)’ tn Mood o, OGer’"Gn
rends, i e. \ X re
my the original languag Englisy, Mo 6;7 an
. _ | also
childhood :
; ries from My an movies
...) movies %” éeermdn- d also Germand not in
wat(cjh thzgn ‘, watch them mAGne)gr?caa or Spain.
and sertes — 're from '
they I

English. But if English.
w

atch them in
_Lina, 18

Source: Screen Encounters With Britain. Audience interviews Germany.

Choice of language, where provided, still varies, depending on
who young people watch with. Many interviewees reported
watching English-language content in English (with or without
subtitles) when watching alone or with friends or siblings whose
English is equally good. They still watch dubbed shows, though,
when watching with parents or grandparents (usually on linear
TV) and also with friends who are less proficient in English.

Popular movies and series encountered in German in the past,
during childhood, are often re-watched as German dubbed
versions-

Also, non-English-language shows, like the Spanish Elite or
Argentinian telenovela Soy Luna are often still watched dubbed
into German (Julia, 19), but not by all (see Lina, 18).

Some respondents, like Anke (28) and Nele (16), change the
language setting depending on their ‘'mood’ or because they
suddenly ‘remember’ that they can watch in English.




Overall language choices remain highly diverse

ost
| think in our class (...) not that Ef?g/Z/, my fam[/y doec:
many people are watching in both z‘j 8 e SN [waiey, .
English. | think there’s just 6 or 7 out With 5., ch r{q[era ! we
of 30. But in our age group, | think OF Frier, t ana/ /angUag
there are many more people who s whe also 1, € quite , lot
start watching in English. Oonteny n Engitlts;;b Englisp,
- Nele, 16 lotte 79
| have friends that love watching films, who have

a huge interest in films and stuff, qnd they prefer
to watch in original; and those frlgnds vyho are
not that interested, who watch it ltke. leisure or

also operating with the smartphones in between,

they watch it dubbed.

— Didier, 29
I don't speak English well enough to
/ understand it. And rather than not
understanding anything at all, |
V| watch in German because | can.

- Livia, 32

Source: Screen Encounters With Britain. Audience interviews Germany.

« Everybody interviewed has friends or knows of people
who still watch everything dubbed into German. The two
key explanations given by our participants were:
differences in English language proficiency, and interest
in film & TV more generally.

 Also, most respondents reported that their parents don’t
watch in English: for their parents’ generation it was
‘completely utopian to watch in English’ (Sebastian, 32).

« When asked to estimate how many of their friends,
acquaintances and fellow students — aged 16-34 — watch
English-language productions in English, answers ranged
from 10% to 50%.

29



Most popular access points for British content

Netflix (still) dominates in all four age groups

% of respondents, by age
97%
g5% 0% 87%
59%
55% 54%
49% 48%
42% 41% 40%
229 29% 26% 29% 26% 23% 26%
17% 17% 14%
% 6% 6% 5% 4% 5% 5% 4% o 4% 0
- == - -1% 1% 0% _°O% 0% 0%
Netflix Amazon Prime YouTube Cinema Disney+ ARD Mediathek  ZDF Mediathek TV channels RTL+ Joyn
Video
m 16-19 20-24 25-29 30-34
« Asked to pick the 3 most relevant platforms for watching British * Neither TV channels nor their local streaming services play much of
content, Netflix proved the clear No.1 for all 4 age groups (85-97%). a role when it comes to UK co.ntent; some.thlng that is mlrro.red In
general access preferences (slide 11) and in the Top 20 UK titles
* No.2 is Amazon Prime Video (49-59%), No.3 is YouTube (40-48%). remembered by survey respondents (slides 24, 25).
» Cinema keeps its 4th place for UK content. * Only the oldest cohort (30-34s) looks for UK content on the public-
service Mediatheken of ARD and ZDF.
O o m__= D

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= 357; 2.7 platforms named on average). Source: Screen Encounters With Britain. Survey Germany. 30



Chapter summary

Availability

* 1,183 unique UK show titles were available throughout 2022 on Netflix,
Amazon Prime Video and ZDF - the two major SVoD services and the most
important public service broadcaster for UK content.

* Netflix had the largest catalogue of UK productions with 751 season titles,

4, Availa bi I ity & d iscovery followed by Amazon Prime (680 - more films than series) and ZDF (17).

» But young German audiences often do not recognise productions as British.

Sources of discovery

« Across age groups, recommendations from streaming services (73%) and
friends & family (61%) are the most important sources of discovery. As in
Denmark, recommendations from friends & family are notably more
important for the two older cohorts (20-29s & 30-34s).

* Netflix is the VoD service where most UK content is found, watched and
remembered. Survey respondents listed 117 UK titles that are currently on
Netflix. 74 of those were TV shows - a quarter of all UK TV titles listed.

« But no labelling of UK content takes place on Netflix unless actively searched
for. No research participant could see a category for ‘British film & TV".

The role of social media

» Social media are an important source of discovery, especially for the under
30s, with TikTok and Instagram being the most influential.

* Promotions work best when humorous and user-generated or talent-led.

Active searches
» 21% actively search for British content. Searches positively correlate with age
and education and are usually for a specific actor or show.
> BENSHIS S

Screen Encounters With Britain — Interim Report Germany 31
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Availability of UK screen content on VoD Services

1448 UK titles in Germany

m ZDF m Prime Video m Netflix

Source: Lumiere 1.10.22 and 1.4.22 (ZDF)

1448 UK titles in Germany

822

UK productions  m UK Co-productions

Source: Lumiere 1.10.22 and 1.4.22 (ZDF)

1448 UK titles in Germany

920

Films m TV Seasons

Source: Lumiere 1.10.22 and 1.4.22 (ZDF)

1213 UK show titles, Germany 2022

ZDF Mediathek m PrimeVideo m Netflix

Source: Lumiere 1.10.22 and 1.4.22 (ZDF)

Source: Screen Encounters With Britain. Catalogue Research; based on the Lumiere Database (European Audiovisual Observatory): Status 1.10.22 for Netflix and Amazon Prime Video, and 1.4.22 for ZDF Mediathek.

Catalogue research based on the Lumiere database

(European Audiovisual Observatory) revealed 1,448 titles
on 3 VoD services. The number includes multiple seasons

of TV series plus titles found on multiple services.

Among SVoDs, Netflix had the largest catalogue of UK
productions/co-pros (751), followed by Amazon Prime
Video (680). Other key SVoD players include Disney+ (273),
Joyn (140) and RTL+ (230) (Lumiere 01.10.22). We focused
on Netflix and Amazon Prime as the most popular SVoDs

in Germany, and the ZDF Mediathek, as a key public service

offering that includes programming from ZDF Neo, a

channel targeting 25-49 year olds.

822 titles were UK-only productions and 626 were co-
productions with UK involvement, both as majority and

minority partner.

The graph on the bottom right shows the number (1,213)
of unique UK show titles (excluding multiple seasons, but

including presence on more than one platform), that

research participants could have encountered throughout
2022 on Netflix, Amazon Prime DE and the ZDF Mediathek.

Data in the final graph were used to approximate and
compare title availability against titles promoted on the
three services' landing pages, and against titles mentioned

by participants (see slides 36, 37, 38).

o
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Problem with ‘origin unawareness’

* Due to the many co-productions with the US and the generally
high production value of British content, many UK productions are

ur, .
eally dark humo not recognised as such.

: is] has ar
He [Ricky Gervats] rcastic. Is that the

| guess, and he’s very sa

? . . . . . .
typical British humour Jheon aiou\:}as » Whilst 309 unique UK series titles and 333 film titles were
Because if you didn't tell me that he remembered by the 377 survey respondents who provided titles -
British, | wouldn't know. almost all correctly identified - the quotes reveal that for many
He young German audiences it is still difficult to identify what has
| wouldn't s8Y thgt'This is an been produced in Britain, has British actors or British locations.
dlﬁiircean production and Tl?l?) | [ knew that tt [L(;J,:Zel?nown | don't » Statements like that by Jamal (22) showed that it is not only co-
Ag;?tish production 4 2’5 or shows yes, but ll;’ f:ﬁ;ld recognise it as productions and 'transnational productions’ that are hard to
ught the only movt ¢+ Mr. Bean know if I W know if | would have. pinpoint. As previously argued, the dubbing tradition means that
ﬂ,loogv are Harry Pott rOthe urvey ! British. | don't > German audiences are not used to paying attention to origin, or
annd that's it. BUt durt gh ore films - Jama, even location. Everything becomes fiction.
ised I've se€” ke noticing . . : : :
r:r?élsTV series Wlfh[ ht l;’;it that] it's  'Origin unawareness’ hence is nothing unique to English-language
. king about [tN€ roductions.
or thinking @ British. Y
_ Anke, 28 Some series I watch o N
: " est, 1 Netfl; _
fwhether something 5 a British or 'm ny; i?z/ / Searched Where ;(nzfz;rom Spain,
I'm not aware 0 q US production. - Livia, I saw thay ’;g s from, and i o Sthe. series
German or €Y many othe, series pain. And
(0)

r from Spa[n. And/d[' ' r films are

an't know th;
\ - Sofia, 76 is.

Source: Screen Encounters With Britain. Survey Germany; interviews with German audiences.



No ‘British labelling’
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suggestions, l.e.,.Wlth
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‘British films' or ‘Brit
appear in my normal

'this might interest you" [
feature things from stand-up comedians

[ ilms that were
m England, or sertes or fi ‘
s];:gt in Eggland, or have English produczrs,d
or are in English. But I've never actually ha
it as a separate category.

_ Markus, 26
.dn‘t
If that | di
r‘lSed myse, ions
| was SUTP! o pritish produic T that says ‘Spanish TV
see, like, a tot ing of the rows, see a row that says ‘Spanis
in the begtnn q lot of Britis Series; ‘Spanish TV Programmes’, or
pecause | do watc ht because s ‘German Comedy’ or ‘French Romantic

Films' But there's no specific row for
‘British Films’ or American Films' or
series. It's only ‘English’.

- Sofia, 16

Source: Screen Encounters With Britain. Survey Germany; interviews with German audiences and Digital Diaries..

In addition to the generally origin-untrained eye many,
particularly the youngest (16-19s), find it difficult to
distinguish between different English-language accents.

They have grown up with English as the lingua franca of the
Internet and social media, where countless accents blur.

But streamers tend not to differentiate between US and UK
productions. This is not because many productions are co-
productions between the two, but because English language
productions are one category - the main category.
Everything else is measured against this.

A dedicated digital diary task and interviews revealed that
none of the 26 respondents could see a Netflix category for
‘British film & TV series’, unlike for ‘German’ or 'European’
productions, which is standard in Germany; or, for instance,
for ‘Italian films’, a category that was offered to one of the
researchers after having watched only 2 Italian language
productions. In order for ‘British film & TV series’ to emerge
as a category it had to be searched repeatedly and many
more UK productions had to be watched consecutively.

British productions thus are not promoted as such but are
subsumed under all other English-language productions,
where most of them disappear amongst and blur with the far
greater number of US productions.
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Sources of discovery

Recommendations from the

Recommendations from friends

Clips & trailers on social media

blogs, news outlets

41%

on TV channels

streaming services | use or family
3% oo 5% 729, T5% 73%
61% 55% 62% 62%
_ 7% 48% 52%  50%
32%
\ A A \ A A \ A
W \6’\9 0 2 [0)2) 2 20 > W \6’\9’ 29 2 5 2 20 > N \6’\9 0 2 5 B 30”%
Film & TV reviews in podcasts, I watch / look at what is offered Other

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

Recommendations from streaming platforms (73%),
followed by friends & family (61%), are the most
important sources of discovery.

But there are interesting age differences: Friends &
family and Film & TV reviews are notably more
important for the older cohorts. Clips & trailers (62%) on
social media are markedly more important for the
youngest audiences aged 16-19.

Actors and other celebrities they know and love were
also named by several respondents under ‘other’.

The following slides look at some of these influences in
detail.

(o) 0,
27% 229 27% 6o
o 0,
. 14% . 1% e 9% P 0% 10%  12% 9% 9%
] m N . = mm BN
A A A A \ 8
\6’\9 10’1 15,29 '502‘ \6’\9’ 10’1 'L‘)”B '50’3 N \6’\9 10’2 ')fo’lg 30”%
- - | I EE— 4

Question “How do you usually find out about the British screen contentgou watch? [pick max. 3 options]”
Base: All respondents aged 16-34 who answered the question (n= 354, 2.3 sources named on average; 1.7 for 16-19s). Source: Screen Encounters With Britain. Survey Germany.



Recommendations from Netflix

1

O 00 N o u b W N

Downton Abbey

Fate: The Winx Saga

Fireman Sam

Formula 1: Drive to Survive 13

Luther (series)
Peaky Blinders
Peppa Pig

Sex Education

Skins

17 UK titles/co-pros found in ‘Popular on Netflix’

10 The Crown

11 The Last Kingdom

12 Top Boy

Free Rein

14 Lockwood & Co.

15  Luther: The Fallen Sun (film)

16 MH370: The Plane that Disappeared
17  Red Rose

Western Front

mentioned people
Cunk on Earth 4
Sex Education 4
The Crown 3
After Life 3
Luther. (film and 3
TV series)

Peaky Blinders 2
Heartstopper 2
Downton Abbey 2
Dunkirk [2017] 2
All Quiet on the >

10 UK titles/co-pros found on Netflix and mentioned by at least two interviewees

'British programmes’ & ‘Popular in British programmes’
‘LP’, ‘Popular on Netflix’, ‘British programmes’

'LP’, ‘Popular on Netflix’, ‘British programmes’

‘LP" & 'British programmes’

‘LP’, "Top 10 Films today’ (film ), Top 10 TV today” (TV), ‘Top 10
Films week’ (film), '‘Popular on Netflix’, British Programmes (TV)

‘LP’, ‘Popular on Netflix’, ‘British programmes’
‘LP" & 'British programmes’

‘LP’, 'Popular on Netflix', ‘British programmes’
‘British Films’ & 'Popular in British Films'

'LP"," ‘Top 10 Films in Germany Today', 'Netflix top 10 films in
Germany (all week)'

Source: Screen Encounters With Britain. Germany catalogue research, landing page research (Lumiere, Justwatch), digital diaries, audience interviews.

For one week (11-17.03.23), before the interviews, the interfaces of Netflix,
Amazon Prime and the ZDF Mediathek were searched for UK screen content
using ‘pure’, newly set up accounts. A vertical Landing Page (LP) screenshot
was taken daily, plus horizontal screen shots of selected categories (below).

42 UK titles/co-pros were found on Netflix's landing page (LP); 17 were found
in ‘Popular on Netflix'. In total 209 UK titles were found in the key categories
"Top 10 TV programmes today’, ‘Top 10 films today’ and ‘Popular on Netflix’;
and in the search categories 'British film’, ‘Popular in British film’, ‘British
Programmes’ and Popular in British programmes’. In addition, the "Top 10
Films" and ‘Top 10 TV’ (all week) for Germany were checked on Netflix.com to
ensure no UK titles promoted and popular at the time were missed.

Survey respondents listed 117 UK titles that are currently on Netflix; 74 of
those were TV shows (out of a total of 309 UK TV titles listed; see slide 24). 67
were found on the Netflix landing page and/or in the search categories
mentioned above. 22 titles listed by survey respondents were promoted by
Netflix, on its vertical landing page.

20 interviewees mentioned 25 UK titles available on Netflix, out of 79 title
mentions. 18 appeared on Netflix landing pages and search categories above.

15 of these 25 titles were mentioned by 2 or more people. Sex Education and
Cunk on Earth were the most mentioned (4 people each). 10 of these 15 were
found during the interface research (bottom table).

Luther (film) and All Quiet on the Western Front were heavily promoted on
Netflix SoMe accounts (FB, Instagram, TikTok, Twitter) in the period 18.2.-
20.3.23.
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Recommendations from the ZDF Mediathek

12 UK Titles/co-pros found on ZDF Mediathek Landing Pages * Overall, there are limited numbers of domestic and UK shows on public service

: : broadcaster ZDF's on demand service, ZDF Mediathek, but UK shows are displayed
prominently. 12 UK titles, including co-productions, featured between 11-17.03.23,

including Anglo-German co-produced police drama, The Mallorca Files.

Ofzerd / Trapped ‘LP’, “Top series for streaming’, ‘Thriller series’

The Mallorca Files ‘Comedy series’ » 5 UK titles were found on the landing page (LP vertical shots) and a further 7 were

N —— P four)d in the cla’gegories ‘Top Sgries f,or Streaming’, I’Film Highlights’, ‘Drama Series’,

Midsomer Murders urtherseres Thriller series’, '‘Comedy series’ and ‘Further series’.

Death in Paradise Comedy series’, Further series « Ofcerd (Trapped) a co-pro of public service broadcasters from Denmark (DR), Iceland

Father Brown 'Further series’ (RVK Studios) and the BBC, was promoted prominently that week on the LP and on
- - - - social media (Instagram, Twitter, FB), as was the The /ron Lady (FB, Instagram).

Tell Me Everything ‘LP', "Top series for streaming’, ‘Drama series’

McDonald & Dodds 'LP', "Top series for streaming”, ‘Comedy series’ » Other dramas on the LP that week included comedy series McDonald and Dodds,

Australian-set thriller The Tourist, British-Austrian psychological thriller Vienna Blood,
and ITV teen drama Tell me Everything.

The Chelsea Detective ‘Further series’

The Iron Lad ‘Our film highlights’
srensdy OO « Of 642 UK TV shows and films mentioned in the survey, only 6 were airing on ZDF

The Tourist 'LP", "Top series for streaming’, “Thriller series’ (Death in Paradise, Endeavour, Line of Duty, Around the World in 80 Days, Silent Witness,
The Chelsea Detective). Only 2, Death in Paradise (mentioned by 8) and The Chelsea
Detective (1 mention) featured on the ZDF Mediathek that week (see table). Older
series may have been shown by ZDF in the past.

The Windermere

Children ‘Our film highlights’

Vienna Blood ‘LP’, ‘Thriller series’

* Only 1 UK show on ZDF, Midsomer Murders (also on Amazon Prime), was mentioned
during interviews. Only 2 out of 82 titles recorded during the 5 days of Digital
Diaries were attributable to ZDF, and both were German productions.

Source: Screen Encounters With Britain. Germany catalogue research, landing page research, digital diaries, audience interviews.



Recommendations from Amazon Prime Video DE

Most heavily promoted UK titles/co-pros on Prime Video LP (at least 4x that week) * For Amazon Prime Video, an estimated 108 UK titles/co-pros were found on
1 Catastrophe 11 Sherlock the vertical ‘free for me’ landing page (LP). An estimated 168 UK titles/co-
. pros were found on the LP, in the categories ‘Amazon Originals & Exclusives’
2. Cinderella (2021) 12 Spencer (20), 'Film Recommendations’ (11), ‘Series Recommendations’ (3), ‘Top 10 in
3 Clarkson’s Farm 13 The Grand Tour Germany’ (1), plus in searches for ‘British Series’ (36) and 'British Films' (42).
4 i 14 i
5 ED\:WI\SZZ; Talking About Jamie 15 S;:;V[\;?::dful * Survey respondents listed 99 UK titles, estimated to be currently available on
Prime Video. This includes 37 TV shows (out of a total 309 UK TV shows listed
6 Fireman Sam 16 Pink Panther by survey respondents; see slide 24). 55 of the 99 film & TV titles appeared
7 Fleabag 17 Ronaldo vs. Messi on the Prime Video LP and in the above categories and searches. 33 were
8  Last Man Down 18 The Collection displayed on the Landing Page, and visible in the vertical screenshots.
ol LlRelicemman 19 | U2 Rl Brsyguerd « 20 interviewees mentioned 24 UK titles currently available on Prime Video
10 Peppa Pig 20 The Night Manager (out of a total of 79 UK titles mentioned). 17 of these titles appeared on the
Prime Video LP, and in the above categories and searches. 10 were visible in
7 UK titles found on Prime Video and mentioned by at least two interviewees the vertical LP 'free for me’ screenshots.
el e 1 'LP Eree for Me' * 10 of these 24 titles were mentioned by 2 or more interviewees. Harry Potter
M Bean o British serie (1), Mr Bean (8)_and Sheﬂock (6) were the most mentioned. 7 of these 10 titles
: were found during the interface research (bottom table).
Sherlock 6 'LP Free for Me'
Barnaby (Midsomer Murders) 4 'British series’ * Interface monitoring provides a snapshot of what is being promoted at a
5 . - — particular point in time. It was used to check against the UK titles mentioned
ownton Abbey (films) 2 LP Free for Me' & 'British film by respondents in the survey and in interviews.
To.p o — ’ ,LP, free.for,Me « Digital diaries and interviews reveal that respondents pursue their own
Pride & Prejudiice 2 British film personal tastes. Very few participants were watching or talking about the
same shows.
. . . 4 T

Source: Screen Encounters With Britain. Catalogue research, landing page research, digital diaries, audience interviews.



Watching with parents

watched it on¢

| think 12 0r 10
t to

my parents
hen | was younge' -

(..) sometimes when [ }
- when I'm with m
grandparents, we watch Barnaby.

y

* Whilst those aged 25+ are more likely to state that recommendations
from friends & family are what influences them the most, after
recommendations from their streaming services, parents are still very
influential for the youngest (16-18) when it comes to encounters with
British productions.

* Many of our interviewees revealed that their first encounters with UK
content happened on linear channels, as children watching with
parents and grandparents. Titles mentioned include Midsomer
Murders, Miss Marple, Endeavour, Lewis, Love Actually, as well as Jamie
Oliver's cooking shows. Watching these is connected with family-
viewing and feelings of nostalgia.

[Love Actually] probably once a year. Around Christmas, of course.
And | remember that this is also some movie | know from my
childhood because | think it was one of the favourite movies of my
mother. And so, when | still lived at my parents’ place, we watched

it a lot on Christmas. So it's, | would say, one of my favourite

family and being together, and then Christmas.
- Anke 28

Source: Screen Encounters With Britain. Audience interviews Germany.

British movies, but basically because | connect this with, again, /
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Discovery driver social media

. .. . . ,  Social media are clearl i

, . an 1Impo i :

e L s e T e
th watching. (...) If ess engaged with social media (32%). year-olds

indicator that this series is wor
there's a potential for a series to be made a meme
of then it'sa good series, kind of. because people
are watching this series, people are loving this series
and people are relating to the series in a way that
they want to express themselves through memes. |
think it's a very, very important point for me
personally because | think at least 60% of series I've
only watched because | saw a meme of it.

\ - Didier, 29

| watched some YouTubers at
called Kostas Kind, something like that. It's a

German YouTuber as well. And he lived in the UK
with his boyfriend for quite some time, so they all
talked a lot about the UK. And they were also
doing YouTube when they were over there, so they
presented their everyday life of living in the UK.

- Fernand, 17

R

e The 'clout’ of other SoM
e
aged 16-29. users are what sells screen content to people

» TikTok i i : .
(25) anljs ;Tﬁefpogtrginfluentlal promotion tool for screen content. As Derj
ol it recom P dapants noted, its algorithms are particularl ‘ad -

mendations therefore are more trusted (see nextyslid\e/;anceOI

home. | guess he was

Source: . -
urce: Screen Encounters With Britain. Audience interviews Germany

o,
T
= = I
T
.
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TikTok

The power of other users

Source: Screen Encounters With Britain. Audience interviews Germany.

» TikTok was mentioned consistently by participants aged 16-29
(also see Appendix B1), and there was strong agreement that
it heavily influences what they watch.

* It's the hype on TikTok, and the many short clips produced by
other users, that convinces them that they should watch a
show. As Derja (25) notes, hearing about Derry Girls and
looking it up didn’t get her interested, but after seeing clips
on TikTok she got really interested".

| get a lot of videos and movies and edits [on TikTok] from
someone who tells you what movie you should watch. (...)
In English. | would say it's all in English. (...) They're
popping up on your ‘For You' page, and you're just
watching them. (...They’re made by) other people who
maybe liked the series or the movie and create a video
about it, or who post their favourite scene of the movie.

/\ i le[a, X

~
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The significance of humour

gh, | usually really

If a trailer makes me lau !
want to watch it because thats a good sign.

- Lotte, 19

(.) ifit's funny, | may click on it later again./

_Lenny 16

\ ‘/\

Source: i i
e: Screen Encounters With Britain. Audience interviews Germany.

N

» Promotion clearl i
ne y works best when it's hum
learly orou
Sﬁpr)il;\ati?m?g implicit comments made by eighteer? {cg?zugghéla\lrquerous
g rviews revealed the importance of humour inéettiﬁlg i/oung

people interested in a show.

If | see an interesting clip on TikTok about a new
TV show or maybe an old TV show... because they
also show a lot of old TV shows where I'm like, 'l

xisted or it was this

didn't even notice that this e
clipora certain scene will

funny!’ And so a certain
| will be interested in that

be on TikTok. And then
and watch it, or look where | can find it.

clip on TikTok and from the

\ (..) with | May Destroy You, [ saw a
clip | watched, | was interested in the TV show! So just because
d the trailer, | don't know... it didn't capture what

of that clip! An
it was about! So nowadays, the people making the trailers don't

know any more what actually captures young people’s attention.
Or | don’t know — maybe they really thought that was like a
good way to make a trailer. So it's not about the TV show
o because, as | said, I saw a clip on Twitter and | was like, 'l gotta
watch that. That was hilarious’. And it was | May Destroy You.

_ Derja, 25




Actors as drivers

* Interviews also revealed the importance of actors and celebrities as key discovery
and promotion drivers.
...) when [ start il dl
) LU J Sl O ) 1 * This finding is also supported by the BFl/Yonder study (2021a: 58), which

like the actors, | look for them on - P! . e
Instagram and follow them. concluded that, in addition to renowned UK films and television programmes, the
‘actors most widely known are also most likely to drive positivity towards British

- Nele, 16 produced film/TV".

' t | think | already
ore it [Heartstopper] came ou
(‘?to)Cved 2 of the actors in it [on Instagram], and |

already liked those actors. A?d )jgig ; g:)igljfottl;:ev)\// ;1:37 c;
'ob. The other actors atso dt :
glig(ié?vbsee because they convinced me soO much that |

am now also following the other actors too.
- Max, 17

£
‘—___’_—4 o
vl
- |

.

I saw a clip from the show and one of the actors from
Abbott Elementary used to be an actor in a show | watched
back-to-back in the day, which was called Everybody Hates

Chris. And | saw him and then | was interested.

\ Jamal, 22

N

Source: Screen Encounters With Britain. Audience interviews Germany.



Active searches for UK screen content

* 21% of survey respondents recorded that they ‘actively search’ for
% of respondents who actively search for British content British content.

 As the graph shows, active searches positively correlate with age
and education. Only 14-15% of 16-24s search for British content but
33% of 30-34s do. 24% of those with a university qualification

33% actively search for UK content, compared to 17-18% of those with a

primary and secondary school qualification.

24% * Active searches are usually for specific shows they have heard of or

21% 20% have seen clips of, or for actors they like and admire.
15% o
° 14%

a,
- OV[
Note: Education status refers to highest educational degree respondents had obtained at the time. /\

Question “Do you actively search for British screen content?” (yes/no)
Base: All respondents aged 16-34 who answered the question (n=357). Source: Screen Encounters With Britain. Survey Germany. 44




5. Motivations

Screen Encounters With Britain — Interim Report Germany

Chapter summary

Reasons for choosing British content
» The most important reasons for choosing British content are dislike of German
content, the ease of watching in English, learning English and British humour.

Dislike of German content
* Interviewees felt that German content lacked quality and relevance, describing
German film and television as ‘quite bad’, ‘boring’ and ‘cringy".

Engltsh the language of advantage
» Coupled with the wealth of English-language screen content available on global
streaming services and perceptions of UK content as high quality (slide 57), the
ease of watching screen content in English is the most popular reason for
choosing UK content. Also, many young Germans watch UK (and US) content in
English to improve their language skills.

British Humour

* As in Denmark, British humour is perceived as special - sarcastic, dark and
intelligent - and is compared favourably to that of other countries. Interviewees
appreciated how a lot of British content often has a humorous touch, no matter
how dark or sad the story.

British settings & people

* Between 45% and 58% of survey respondents watch UK content because they
'like the setting, landscapes and people’ (58%), ‘British characters and their
stories’ (53%) or because they are ‘fans of British actors or celebrities’ (45%).
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Reasons for choosing British content

% of respondents who think these reasons are important or very important
English makes it easier to follow than content in other foreign languages 78%
| like the humour in British content 63%
| enjoy watching British settings, landscapes and people 58%
| like British characters and their stories 53%
It helps me to learn English 53%
| am a fan of certain British actors or celebrities 459%
| enjoy learning about British history, events or personalities 41%
There is a good variety of British content to choose from 37%
British content is better than content from other countries 26%
 Asked to indicate their agreement with possible reasons for » Enjoyment of British settings, landscapes and people came third
choosing UK content on a slider scale, the statement that (58%), ranking higher than Denmark where it ranked second from
received the most support was accessibility because of bottom.
language - 78% of respondents strongly agreed (80-100%) o o , . ,
or agreed (60-80%) with this statement. * ‘Il like British characters and their stories’ and ‘It helps me to learn
English’ (53%) came joint fourth. In Denmark, only 26% agreed that
« Humour, the top reason in Denmark, was the second top learning English was a factor in choosing British productions.

reason (63%) in Germany.

Question “How important to you are the following reasons for choosing British screen content?” [please indicate your opinion by extendln%the bar (0-100)] — average rating, all respondents
Base: All respondents aged 16-34 who answered the question with randomised statements (n= 332-343). Source: Screen Encounters With Britain. Survey Germany. 46



Dislike of German screen content

The overlooked reason

not that good- Netflix

ais :
German med tlier with this - there

s seem is kind of an ou d Netflix
he Ge'rn"Cl dOO:':Wantt were some really, T eal;y )ggﬁis is quite
little bit-- ' put it's JUs shows from Germany f- Many, many
ay edundant, | guess the mainstream optnton: e really
> ¢ as interesting: eople especially young peope: t that
s ' i man entertainmen
Derjd. don't like Ger
much.
Max, 17

I watch a lot of productions from the USA or Great
Britain, so things that are in English. In fact, | rarely
watch something in German, i.e., German-language

things or things produced in Germany... because |
think that technically they are not that good. There

are one or two exceptions, German films that are quite
good. But I really tend to focus on the English-
speaking world as far as fictional content is concerned.

— Markus, 26 -1
We [my family] don't watch any German movies or series at
all, because my parents and I, we just don't like the stories.
~ - Mila, 16
- I D . . 4 P

Source: Screen Encounters With Britain. Audience interviews Germany.

An important factor, which was not covered in the survey and only
emerged during interviews, was that many interviewees felt that
German content lacks quality and relevance.

The 20 interviewees almost unanimously agreed that German film
and television are ‘quite bad’, ‘boring’, ‘cringy’ - a word also used by

the youngest Danish interviewees for Danish productions. 16-29 year

olds confidently claimed that no one in their age group watches
German shows.

Two interviewees in their 30s were less damning, but Livia (32), who
mostly watches fiction on Netflix, said she watches ‘rather less
German content’. Sebastian (32) still watches many German
entertainment shows on linear TV to switch off. When he has more
time and energy he streams content, usually ‘Hollywood' fiction.

The few German exceptions mentioned are all either popular long-
running shows, like Germany’s Next Top Model and the detective
series Tatort, or German comedy on Netflix, including Tdrkisch fiir
Anfénger, Isi and Ossi, and Fuck You Géthe.
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English — the language of advantage

» The ease of watching screen content in English was by far the most popular
We do look broadly at other cultures and motivation for choosing British content. 66% of survey respondents strongly
nations as well, but obviously if it's in agreed with this statement (putting the slider scale at 80-100%), and 12%
English, it's easier; it's accessible. agreed (putting it between 60-80%). 78% thus agreed overall.

- Senior Editor, Film festival * The ability to understand the spoken language is particularly important for

those who watch or re-watch screen content while doing something else.
Interviews revealed that while subtitles may be used to support understanding,
they are not particularly popular with younger audiences.

(...) in Denmark or even Benelux, the titles go out so much

quicker. In Germany, ...because it's dubbmg and being % of respondents who think 'English is easier to follow' is an important or very
dubbed, there’s always quite a lot of delay. And | think, important reason
especially in view of this age group, this is a tricky 78% 79% 81% 81% 679, 73% 81%
situation. Especially if titles really pick up and become °
famous... And then of course, with the streamers coming in,
the streamers are always a bit quicker.
— Germany-based Sales Executive
NS A9 20 , ’253’79 ,5Q:5b‘ ‘[\a\e ?e((\’é\e
It's not that the other countries are not
(nteresting. I'm sure they are interesting, but
thzres e g’hlog Ofc‘l’”t?e”t,a"‘i"able Verf))’ q“‘gkly' « The significance of English as the language of advantage’ (Collins, 1998) was
ecause the transiation Is aiso... you nave to ) emphasised by both Derja (25) and one of our industry interviewees, who

ERITSIEIS2 Ui, AU i3 i) Gl Jer) e noted that dubbing always delays the release date. For those who follow the

have to necessarily translate them - you can just / . . . .
W};tch it as it is 4 4 ’ buzz on social media, watching in English is therefore almost a must.
- Derja, 25

Question “"How |mﬁortant 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 language statement (n= 343). Source: Screen Encounters With Britain. Survey Germany, audience interviews Germany. 48



Learning English

* Learning English is a key motivation for watching in English: 53% of
respondents agreed with this, including 36% who agreed strongly.

Well, it started through the Internet because . . .
when | was younger, | wanted to better my * It ranked more highly than in Denmark where it came bottom (26%).

English skills, so [ started watching some However, young people in Denmark are more used to English-language
English Youtubers. And just watching that content, and they rank higher in the EF English Language Proficiency
kind of made me interested in watching Index (slide 6).
more and more and more, and so it got to
the point where | just started only consuming
English content and basically kind of
abandoning the German content.

- Lotte, 19

* This reason is significantly more important for the youngest. 68% of all
16-19 year-olds agreed with this statement, 49% of them strongly.

— % of respondents who think ‘It helps me to learn English” is an important or very
important reason

Watching something in English is an easy
way for me to practise my English.

68%

0,
°7% 49% 249% 49% 52%

,5(3:5”‘ N ?eﬁ\a\e

53%

s\

2o

ing what
d also reading
( ) listening to language: 4% that's simply how

ing, ’_Sh
HETR ahc tlllloai% Srfl)e/ tc? develop my ENJ™
it's ne

_ Fernand' 17

/\
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Question "How imﬁortant to you are the following reasons for choosinsg British screen content?” [please indicate your opinion by extending the bar (0-100)]
Base: All (16-34) who responded to the language statement (n= 343). Source: Screen Encounters With Britain. Survey Germany, audience interviews Germany.
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The role of British accents

Cockney accents are prob
understand. And a
deepest Texan accent (..

they would pro nc
[lau)g/]hs] So | would definitely ena

| hear those accents. But. in genera
1 ut
enjoy to get to know qut
ajnd that's something 've a
when | started to geé

— Fernand, 17

to hearing nir
rgggl){sllisﬁlt it's not really a criterton

' tchit. () It
wanting to wa {
fora?fc)t makes it kind of special

_ Max, 17

Question “What do you feel when watching British screen content?” [please indicate your opinion by extending the bar (0-100)]

[so, for American
.) So those types

' scare me Off, | guess.
e o ble subtitles when

I guess | kind of
aried accents,
d, especially
in English.

te different, v
Iways like

t interested

ably quite hard to
of accents,

[A strong accent would put
me off] because I'll have to
concentrate more and it
wasn't that relaxing.

‘ - Luisa, 23
\

(...) accents draw me in more... but
I think maybe Irish is very difficult.
So if the accent or the dialect is
way too strong, then | will still
watch it in that language, but |
will put on the subtitles.

— Derja, 25

» According to the survey, British accents are not a problem.

Only 15% of respondents agreed with this statement
(compared to 7% in Denmark). Interestingly, the responses
by age group are in reverse order. In Denmark it was the
youngest who were most annoyed (16%). In Germany they
mind the least (9%), which begs the question whether it is
their lack of experience with UK content that leaves the
youngest in Germany feeling that accents are no problem.

Interviews revealed more mixed responses. Markus’
comments suggest that there can be a difference between
what one believes or wants, and what happens in reality.

% of respondents who ‘sometimes get annoyed’ by strong British accents

24%

% 17%
15% 16% 129, 13%
. . . .
\ X X e
P‘\ \6’\9 ’LO:L 7:3:?9 ’5Q:5 \\]\3\ ?e((\a\e

Base: All (16-34) who responded to statement "l sometimes get annoyed by strong British accents” (n= 354). Source: Screen Encounters With Britain. Survey Germany, audience and cultural intermediaries interviews.
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Humour

Very strongly associated with British screen content

Britain is not the only
mour, SO it really that
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: bt
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way, and it can be quite funny. O’twroSS
thére’s a line you really shouldn’t Cross,
but it can be really good.

- Max, 17
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humOt™ = idier, 29

Question “How im

(...) there's Ricky Gervais's
sense of humour [in After
Life], it just fitted
incredibly well. Totally
dry, this very classic
British humour just fitted
perfectly and that's why |
really liked the series.

- Markus, 26

Taskmaster (...) there's lots of
episodes with James Acaster and
other British comedians in there
that are just really entertaining

(...) — well, especially James
Acaster just had this kind of flat,
but also like really hilarious kind
of humour that | just really enjoy

because it’s just so
straightforward.

\\;otte, 19

RN

* As in Denmark, humour resonated strongly with survey

respondents. In both countries, the marked difference between
the youngest (43% agreement) and the oldest (81%) is nearly

identical, as is the gender difference.

81%
63% 68% 69%

43%

\
N \6’\0) 20 2k 25 29 20 2k N\a\e

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

* Like Denmark, word associations with British programme titles
listed in the survey’s free text boxes were most numerous for

humour-related words. Like Denmark the humour is described as

'special’, dry’, ‘dark’, ‘intelligent’ and ‘daring’ — and present even

in dark and sad narratives.

« Many interviewees confirmed their appreciation of this uniquely

British humour.

ortant 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) wﬁo responded to the humour statement (n= 342). Source: Screen Encounters With Britain. Survey Germany, audience interviews Germany.
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Humour
Compares positively

American comedies, they are very
predictable. So, you can predict most of
the jokes and everything. And | think
that's not the case for British humoristic
formats. So, | think the British humour is
closer to the German humour than the
American humour. So, | enjoy this strong
sarcastic tone that you find, for example,
in The Lobster or In Bruges.

- Emilia, 24

* As in Denmark, most interviewees also compared British
humour favourably to US humour, and to the humour in
their own country.

* Numerous interviewees in both countries noted that they
missed humour elements in domestic content that is not
explicitly comedy.

Source: Screen Encounters With Britain. Audience interviews Germany.
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Settings, landscapes and people

« Whilst the survey suggests that young German audiences
enjoy British settings, landscapes and people (see below),
respective mentions in interviews were less numerous.

per when Queen * What did transp!re was a fascinatiqn with London and '
rching The Crown] | reme”;ued to... 1 don't Scotland. Some interviewees mentl.o.ned Outlander, which
[V\gizabeth and her mum t;a\;ut o travelled many respondents believe to be British. 295 out of 426
know where they tmve(;lih’ey showed some Very / survey respondents had visited the UK; 73 had even lived
through the cougtfé’bfzg actually. And that was there, 15 of them in Scotland.
3 SC / i
be“““f,f,‘étff,'qg that | very muc enjoye »  According to the DAAD (German Academic Exchange
*0 _ Fernand, 17 = Service), the German Erasmus+ budget for the HE sector

I've watched other historical dramas doubled between 2014 and 2020 to 150m EUR, sending
from Britain before, for example, The over 47,000 HE students in 2020 abroad to study or for

Theory of Everything. Or Enola Holmes. work experience (DAAD, 2023).
So more recent examples. So | kind of / .

e dim el ol o iR Teachers attested that many students in secondary school,

» also go on exchanges, funded by the Erasmus+ project.

— -Max, 17 ‘ Most go to the US, Australia, Canada or the UK.
[Sher /OC/;][ ’; é“;; ;Ce:’f'[e,)’r ;/oved the % of respondents who think ‘settings’ is an important or very important reason
- J
- Lotte, 19 . . - 68% o 67%
51% 4% 52%
i B
A AN P VN W€
i, U I y A

Question “"How imﬁortant 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 settings statement (n= 342). Sources: Screen Encounters With Britain. Survey Germany; Interviews with audiences and teachers; DAAD (2023). 53



British on-screen talent: Actors

» As one of our Sales Executive interviewees notes, creative talent is an

important motivation for young people to engage with British content.
‘[Aluthor-led’ or ‘talent-led’. So yes, this is

what we see much more, especially in terms of * Interview comments on slide 43 (actors as discovery drivers) already
the younger-skewing shows. confirm this. The quotes by Lotte and Jamal also emphasise how
- Germany-based Sales Executive individual British actors motivate them to watch UK content.

* 45% agreed with the statement ‘| am a fan of certain British actors or
celebrities’, compared to 46% in Denmark.

Question “"How imﬁortant 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 characters statement (n= 338). Source: Screen Encounters With Britain. Survey Germany, audience interviews Germany. 54



British on-screen talent: comedians & presenters

qy Graham Nortor-- ’ * The same is true for British comedians and presenters. Although not
| really, really love the VrVeayt show master o quite as well known in Germany as in Denmark, interviews revealed
really think hes d 9 oll, did @ good job t0 be, that the humour of British comedians like Ricky Gervais and James
moderator an he dll.fewhu}norous put also llkk? Acaster (slide 51), and of presenters Graham Norton and Gordon
like, very E‘?e' E,ﬁel again, that's th’i: r\zk:rfqaor::agé | Ramsay is appreciated amongst those who know them.
. ' [cheeKy] - = ou na
f\;sshkn[g;v inyGerman TVeszzvrfbyquestion after » Fewer people than in Denmark, where Top Gear is bigger than in
Gottschalk asking Ona Graham Norton ted Germany, mentioned Jeremy Clarkson. Max, who did, finds him a
anothe, anld yodt)'/’;?:fost yeah, mozbingoz;s talented entertainer, but not likable.
and alred “)'/ love that humour~
counterparts: and e | really like-
o) ething

- Didier, 29 Obvious
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ed the one where he was in the
all the American restaurants.

- Derja, 25
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Question “"How imﬁortant 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 characters statement (n= 338). Source: Screen Encounters With Britain. Survey Germany, audience interviews Germany. 55




Values & attributions that appeal in UK content

* Values that are recognised in UK content overlap with motivations for choosing
to watch it. This chapter adds to the previous by drawing on interviewees'
descriptions of UK content, and on opinions and feelings that might be less
conscious motivational drivers.

6. Values & Attributions Overall good quality

 Asked to describe British content, many interviewees found it difficult to do so.
Those who did noted its overall high quality — production value, innovation, on-
and off-screen talent, and humour.

Acting talent, realism & authenticity
| * 71% of respondents believe that 'British acting is of high quality’.
T 4 * 44% think that ‘UK content feels realistic or authentic’ - the statement with the
, & second highest agreement.

Relevance

* 41% can relate to the characters and themes in UK screen content and 38%
think that UK content deals with topics relevant to young people. Sex Education
and Heartstopper were the two titles most mentioned in this respect. Other well-

known UK titles like Downton Abbey, The Crown and Inspector Barnaby work
against this image.

Diversity
* Diversity in UK content is recognised and appreciated by more people in

Germany than in Denmark, both amongst audience participants and in industry
circles. The UK is seen as being ahead of other countries.

Screen Encounters With Britain — Interim Report Germany 56



Describing British screen content
High quality all round

igh ProdUCtion
have d

-

Source: Screen Encounters With Britain. Audience interviews Germany.

Funny, diverse, attention-grabbing
as well. Because they just really
Jjump at you when you see them.

- Lotte, 19

Asked to describe British content, not all interviewees felt
able to do so, in contrast to Denmark where recognition
of British content and familiarity with it are higher overall.

Those who did noted its overall high quality - production
value, innovation, on- and off-screen talent, and humouir.

Asked about their motivation for watching British content,
only 26% of survey respondents agreed with the
statement 'British content is better than content from
other countries’ (slide 46).

Given the sweeping nature of the above statement and
the unrivalled status of US content (plus content from
other countries), the low agreement figure is no surprise.
Even so, in Denmark 31% agreed with this statement,
reflecting the higher status of UK content in Denmark.
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What appeals about UK content? - values & attributions

% of respondents who agree or strongly agree with these statements

71%

British acting is of high quality

British content feels realistic or authentic 44%

| can relate to it easily because | can identify with the people in it 41%

British content deals with themes | can relate to 41%

British content deals with topics that are important to young people 38%

British content is appealing because it reflects ethnic diversity and LGBT+ communities 33%

British content is intellectually stimulating 32%

It feels familiar because | grew up with British content 31%

| don't really notice whether the content I'm watching is from Great Britain or the US 15%

British fictional content feels gloomy and unpolished 7%

German content feels more relevant than British content 7%

* The statement 'British acting is of high quality’ received the More Germans think that UK content deals with topics important to the
highest agreement by far (71% vs 69% in Denmark). The young (38% vs 32%) and appeals because it reflects diversity (33% vs 25%).
statement ‘UK content feels realistic or authentic’ came second
(44%), but agreement was much lower than in Denmark (57%).

Markedly fewer than in Denmark find UK content ‘familiar because they
grew up with it (31% vs 42%), intellectually stimulating (32% vs 49%), or

« Similar shares to Denmark felt that they can easily relate to the gloomy and unpolished (7% vs 30%) — variations which very likely result
people (41% vs 38% in Denmark) and themes (both 41%). from differences in exposure (quantity and range of shows watched).

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= 346-354). Source: Screen Encounters With Britain. Survey Germany. 58



Appeal of acting talent

Well, I'd also add Benedict Cumbgrbatth. So
yeah, one thing | realise, | Just noticed, (s .thcrt)t /
think British acting is superior to Amef:tca "
acting because there is a lot of shovt/s w ergc o
main actor (s British, but the show's Amerl “
for example, like in Snowfall [stars Damsho
Idris]. And | don't know if you knpw thed sldiiv;/,
but there's a show called The I\/\/zre, an b
[Elba] is part of that. Anct | don't know vvt gettei/
picked British actors. | think they are jus
than American actors to play.

- Jamal, 22
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 Asked to indicate their agreement with ‘statements other people have
made about British screen content’, 71% agreed or strongly agreed with
the statement that British ‘acting is of high quality'.

* Actors mentioned included Benedict Cumberbatch, Ricky Gervais, Idris
Elba, Damson Idris, Cillian Murphy, Phoebe Waller-Bridge, Diane Morgan,
Florence Pugh and Keira Knightley, all of whom have been prominent on
Netflix and/or Amazon, and of course ‘anyone who was in Harry Potter’.

« Emilia’s quote reveals that British actors appeal because they seem more

authentic than German actors, but she also muses that this might be a
misconception because she is not a native speaker.

% of respondents who agree or strongly agree with the ‘Acting’ statement
9 gly ag 9

76%
71% 66% 71% ° 68% 69% 72%
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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 acting statement (n= 354). Source: Screen Encounters With Britain. Survey Germany, audience interviews Germany.
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Appeal of authenticity & realism
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— Markus, 26 i
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| love those moytes.. .
about older Britis 'ttmes, ;ho;e,?;ust
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feels quthentic: the way people dress,
the way peo

ple talk (..
- Derja, 25 ///

(...) movies like

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 realism & authenticity statement (n= 349). Source: Screen Encounters With Britain. Survey Germany, audience interviews Germany.

» The statement ‘UK content feels realistic or authentic’ ranked
second for appeal (44%) but was much lower than in Denmark
(57%). This might be explained by lower ‘familiarity with UK
content’ (31%), compared to 42% in Denmark. In other words,
exposure to less UK content as you grow up — quantitatively,
historically and on diverse platforms — leads to different
perceptions in Germany than in Denmark, at least amongst
the older cohorts.

* Notably more female respondents (53%) agreed with the

above statement than males (35%). In Denmark there was no
marked gender difference - 56% of males and 58% of females
agreed. Again, this is possibly due to greater exposure to and
greater familiarity with UK shows in Denmark than in Germany.

% of respondents who agree or strongly agree with the 'Authenticity’ statement
50% 53%
44% 46% 43% 42% ’
35%
A\ O 8 9 8 e e
P* '\6"\ ,LQ:L ’LB:L ,5():5 \\]\a\ ?e«\a\
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Relatability
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Question “What do you feel when watching British screen content?” [please indicate your opinion by extending the bar (0-100)]

at young peo
're growing up young,
And | think that

ctor of LGB

| feel like there’s always a
character in this show

[Heartstopper] which

people could identify with.

They are very rich in the
facades that they have.

- Max, 17
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« Respondents in both Germany and Denmark felt that they
can relate to the people portrayed in UK screen content and
to the themes addressed.

* Relatability with people achieved an overall agreement rate
of 41%, similar to Denmark (38%).

 In Germany there are no notable age differences, but a
notable gender difference. Again there was no gender
difference in Denmark.

% of respondents who agree or strongly agree with the statement that 'l can
relate to it easily because | can identify with the people in it”

48%

41% 0 43% 40% 0%
- .386 ~

A\ A N )
’ o' 2% 7,529 07 N (,ed\a\

Base: All (16-34) who responded to the statement “It feels familiar because | grew up with British content” (n=351). Source: Screen Encounters With Britain. Survey Germany, audience interviews Germany.
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Relatable themes

[The UK] are doing topics where in Germany
sometimes it's very sensitive, and | think they [the
buyers] have the feeling that with an international

hit, it's much more easy to address these very heavy
topics, like sexual abuse, and these are topics, of
course, the younger audience are interested (n.

- German-based Sales Executive

' e USA,
British things are closer' thar_r thmg_s frsmt%he S ohes
ecially in school or university settings... e ted
esgre structurally too far away and too ove
_ Anonymous survey respondent P

Relatable characters are often connected to relatable themes; and
the overall responses for the latter was exactly the same as for
people (41% agreement), with no notable age or gender
differences.

Important to highlight is the apparent link between ‘relatable
themes' and "topics important to young people’, which was less
evident in Denmark than in Germany (next slide).

One of our industry interviewees, a German-based Programme
Sales Executive, noted that UK content covers sensitive topics that
younger German audiences are ‘of course’ interested in.

% of respondents who agree or strongly agree with ‘relatable themes’

41% 41% 6% 45% 41% 40% 42%
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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 intellectual stimulation statement (n= 351). Source: Screen Encounters With Britain. Survey Germany, audience interviews Germany.



Youth topics

e, @
ok you et e saucation] was,lie, a really, really
(.) in s start tO hand ether, etevant show, and I thought it was so
poy- YO ot of tiMme Od that’s l(mp ortant that a show like that exists
spend g \Lin love: Anhat | | ) At eally talks openly about topics
and YO fa ¢ story t o that's \ that interest young people.
oy-

- Emilia, 24

Sex Education deals a lot with just the exploration of becoming
an adult and just trying to figure yourself out, which is just really
important. And | love watching shows that deal with that,
especially since | myself am a teenager and it kind of helps you
understand yourself better and especially the characters. Like,
Otis, he's just really interesting, and | was able to relate to him a
lot in some of the scenes, which just made the show a lot more
appealing for me. And also it's just that kind of humour,
especially with the sex jokes, which is really funny.

- Lotte, 19

p

* The link between relatable characters and topics, and

especially those important to young people, is particularly
evident in Lotte’s comments (below).

The agreement rate for relevant 'youth topics’ (38%) is slightly
lower than for relatable themes and people (41%). In Denmark
it was lower still (32%), again possibly because of greater
exposure to a wider range of UK content.

Looking at the UK shows mentioned during interviews by at
least 2 participants (slides 36 and 38) also reveals why the
perception of UK content dealing with ‘youth topics’ remains
below 40%. Shows like Downton Abbey, The Crown and Inspector
Barnaby, which everyone knows or at least knows of, work
against the image of youth-oriented programming.

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

2% 44%
% 39% . 5
38% 34% 359 209,
A\ S} A 9 A \e e
N '\6:\ 20 2 % 2 20 2 N ?6(03\

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 gloominess statement (n= 349). Source: Screen Encounters With Britain. Survey Germany, audience interviews Germany.
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Appeal of diversity

There’s a kind of diversity (...) A lot of American
productions, from what I've seen, just have a lot of basic
character casting. Like, that's this white woman. Then
there’s the white man. They fall in love. They have a story,
and so on and so on. And in British shows there’s also a lot
of shows with older main characters that you can watch.
And there’s young teenagers. There's people of colour.
There's characters with different weights and stuff like that.
There’s just a lot more variety.

e to have like a totally very diverse

cast [in Sex Education]. (...) it's all part of the whole
appeal of the show | think. They don't try to maybe show
a typical British school. But they show all the different
characters who might be in a British school - who are
usually, maybe, if you really attend a school, hidden by
the mainstream - and just puts the accent on just those
persons. And | thought that was really, like, cool. (...) sO
there were people... yeah, | mean different sexual
identities and orientations. So that was one. But also, like
there were a lot of characters from different ethnic
backgrounds. S0 that was cool too.

— Emilia, 24
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- Jamal, 22
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Recognition of diversity in industry circles

t is, it's always very
lways very wide and inclusive... /
but for Germany | don't think
is awareness yet that you + In industry circles, both |
b y circles, both amongst film festiv - |
our cast, sadLy. broadcasting, diversity in UK content is recgéﬁi(seecotljg\ézs;nd ,,zj
raised.

What I like about UK conten

colourful. The cast isa
personally think it's nice,
it matters. We don't have th
need to be a bit moré broad in y

_ Commercial buyer B3DE e ltisals i
o recognised as something of importance to today's

younger generations.

* One of the interviewees, Emilia, who is training to become a

: that there’s gonna be
you could count on it every year: mme from teach
: : 3 films in the progrd cher, spoke of how :
At —;;E?aei’;lll)rzé oer UII on the shortlist productions to teach dSi\f/\;\S/\i/:ySi:]ezgﬁ(r)cglggdc?]ntemgorary sereen
: - oint nd how a frien
T Film Festival pointed her to Heartstopper as potential source materiald

- Founder and (former) director of LGB

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

Source: Screen i itai
Encounters With Britain. Interviews with German cultural intermediari
ries.
65



Chapter summary

UK screen content’s wider impact

* UK screen content contributes to German audiences’ knowledge and
perceptions of the UK. But this is less the case than in Denmark, where
familiarity with British screen content is much higher.

« Many German respondents believe that what they have learned in school has

7. Cu Itu ral d i plomacy been most influential in shaping their image of the UK and of British people.
They also highlight the stereotypical nature of these images. Some also
& SOft pOwer pointed to British stereotypes in US screen productions.

* London and Scotland have great appeal for Germans. Notably more German
than Danish respondents reported having travelled to or lived in Scotland. As
in Denmark, the political status of the four nation states and differences
between England, GB and UK are not well known, though. England is
commonly used as a synonym for the UK, or GB.

Cultural diplomacy & soft power
Although more limited than in Denmark, due to the more limited exposure,
UK screen content positively influences German attitudes towards the UK.

* Given that less than a quarter of people in Germany have a favourable view of
the UK, increased consumption of UK content could play a vital role in
improving opinions of the UK and attitudes towards it.

« Evidence also exists that UK content contributes to the construction of the
nation brand. In Germany it has power in particular to encourage tourism.

« Screen content’s power 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.
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Stereotypical images of Britain

What | wrote about politeness and such, that came from my
English lessons and the strong emphasis on how questions are
formulated, how a text is formulated, that politeness plays a
major role in this. That phrases are sometimes more complex.
A lot was made of having ‘British teatime’ and ‘British
breakfast’ and baked beans with bacon, especially in English
lessons at primary school.

- Sebastian, 32

When [ first learned about British culture it was all about
the Royals and elegance and everyone s so polite and
stuff and, the teachers preached that all of my career in
school, so | think that was very influential.

— Luisa, 23 "

Sources: Screen Encounters With Britain. Audience interviews Germany; Yonder (2021).

* Findings from Denmark suggested that UK screen content plays
the most important role in shaping perceptions of the UK as a
country, its culture, politics and social composition. Almost no
respondent mentioned English lessons in school.

* In contrast, many German respondents mentioned the strong
influence of English and history teachers or lessons. They also
noted how this left them with very stereotypical images of the UK.

* Several interviewees, like Jamal, also noted the influence of
American productions, which also propagate stereotypical images.

* The lesser influence of UK screen content in Germany reflects
lower familiarity with it.



UK screen content’s impact

[My impressions] come from, like, the movies growing up. So,
because sometimes there are like American movies. where the
protagonist is like, ‘Oh, | need a change of scenery, | need to
go away from my corporate job, and then they will go to
Scotland or Ireland, for example. And then you see that, and
the nature and how green everything is and the water, it's just
really beautiful. And so that definitely had an impact on the
way | see Britain. (...) also, like, older movies like Wuthering
Heights — that also has an influence. (...) — and also there was
a movie called Bend It Like Beckham. | watched it as a kid, so
that also had an impact. So everything | know about the UK is
formed by movies and music, and also just being there.

- Derja, 25

* German interviewees with frequent exposure to UK content

acknowledged the impact that screen content, both British and

US, has on their perceptions of the country and its people. In the

case of our interviewees, as the quotes show, it is all positive.

The quotes also suggest that increased consumption amongst
young German audiences could make a positive contribution to
how the UK is perceived.

Findings from the BFl/Yonder study (2021a: 22) revealed that
people in Germany (18-65) feel much less favourable towards
the UK than people from other countries. Only 21% of
respondents in Germany felt favourable towards the UK
compared to 32% in the Nordics, 28% in the Netherlands and
36% in Italy. The global average was 35%.

Sources: Screen Encounters With Britain. Audience interviews Germany; BFl/Yonder (2021a: 22).
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The potential for cultural diplomacy — countering stereotypes

| feel like a lot of the television shows that | have
watched are further away from the kind of stereotypes
that you hear when people talk about Britain. Because it
shows that it's not just a country directed towards... it is
a monarchy, but that's not everything about Britain. And
that it's not just... There’s just nice people over there, they
can cook and stuff like that. Especially if you watch the
cooking shows — it's proven that British people can cook
some good food.

- Lotte, 19

y
o
y

I really have a lot of touch points with British pop
culture, so like the music or also television or streaming
series. | consume them very often or reqularly, and |
think that me, for example, BBC series are often very
pioneering series, which then get copied a lot, or which
have the cultural impact, | would say, so England or
Britain is a country which seems very sympathetic. |
think so. | really like that country and | would love to go
there again of course sometime. Yeah.

- Didier, 29

Where British film and television programmes generate positive
opinions about the UK and attitudes towards it, they make a positive
contribution to cultural diplomacy and soft power.

Of course, screen content does not aim to shape attitudes; whereas
cultural diplomacy commonly refers to deliberate attempts to shape

attitudes about people, places, institutions and goods, usually in an
international context.

Even so, as the research results for Denmark and the comments from
Lotte and Didier suggest, screen content can be an effective, if
unintentional, tool of cultural diplomacy, countering stereotypical
images and creating or reinforcing positive feelings toward the UK.

As far as Germany is concerned, UK screen content’s impact might
have been more limited to date. But with more and more people
watching English-language productions in English, and rising interest
in British content with age (slide 21), UK screen content has the
potential to make a significant contribution to improving the UK’s
image in Germany.

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 furthers my interest in British history and culture more generally” (n=353). Source: Screen Encounters With Britain. Survey Germany, audience interviews. 69



The potential for cultural diplomacy — furthering interest in the UK

* In addition to improving the UK’s image, screen content has the
() those beautiful landscapes...and London with its potential to raise interest in the country, as the comments by
beautiful sightseeing thingies. | get interested in how Fernand and Emilia and also the survey results show.

people speak in the UK as well - like the British . o .
accent for example. Yeah, that's probably... and then 48% of all survey respondents agreed with the statement that

casheE i e SEs | e 6 e UK screen content fur’Ehers my interest in British h_|story and
that made the whole interest culture more generally’. The figure is particularly high for the two
el T older cohorts; i.e. those who consume most British content.

[Outlander] sometimes it
encouraged me to, like, Google
specific battles that took place

and see, like, ‘Oh, where

exactly is that in Scotland?’

» The comment by Jamal reveals that this potential is diminished,
however, in shows that downplay cultural references and/or
location. Also, Emilia’s quote suggests that non-UK productions,
like Outlander, have an equal amount of power if set in the UK.
The same will be true for Bridgerton.

- Emilia, 24
% of respondents who agree or strongly agree with the ‘furthers interest in British history
and culture’ statement
58%
. , . 54% 54%
(...) the city doesn't play a huge role in \ 48% 420, o
this show (...) Luther could also play in 33% :
Frankfurt, for example. You know, it /
wouldn't make no difference.
—Jamal, 22 \
\ Y X
P\\ ’\6:\9 ,LQ:L ,Lc)flg ,502) N\a\e (‘e((\a\e
I, L P
Question “What do you feel when watching British screen content?” (please indicate your opinion by extending the bar. [0-100]) 70

Base: All (16-34) who responded to the statement “It furthers my interest in British history and culture more generally” ( n = 353). Source: Screen Encounters With Britain. Survey Germany, audience interviews.



The soft power of UK screen content

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

We would love to be there. We would love to see
all the sights. We would love to see the villages,
the landscape, the houses. Like Highclere Castle.

— Founder and organiser of a German Facebook
group for lovers of UK TV & Film

% of respondents who agree or strongly agree with the statement that watching
UK SC ‘makes them want to visit Great Britain’

63%
58%
56% 49% 51% ° 53%

A\ \6,\9 29 a2k 29 2k N

2% 20

61%

?e‘“a\e

There is also some evidence that UK screen content
contributes to UK ‘soft power’ - commonly referred to
as the construction of the nation brand, which in turn
has political and economic impact by asserting status,
boosting exports, and attracting tourism and
investment.

56% of survey respondents in Germany believe that
watching British screen content makes them want to
visit the country (compared to 47% in Denmark).

41% think it makes them more interested in other
British cultural products (compared to 38% in Denmark).

Question “What do you feel when watching British screen content?” (please indicate your opinion by extending the bar. [0-100])

% of respondents who agree or strongly agree with the statement that watching
UK SC ‘furthers their interest in other British cultural products’

50%
47%
41% 38% 38%
26%

44%

\! A Y
[\ \6,\9 ,LQ Q2 ,ij :Lq ?)0 e “\a\e ?e«\a\e

Base: All (16-34) who responded to the statements “It makes me want to visit Great Britain” and “It furthers my interest in other British cultural products like music, fashion, literature, etc.” ( n= 349-350).
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Fictional screen content is seen as ‘true to life’

: t . .
Asterix and the Britons-- bec"“sitg;a, « The power of screen content’s potential to contribute to cultural
was one of the first wdeoca;se <tood diplomacy and soft power lies in how pictures are interpreted.
had. Of course, | already;”;uﬁ;enm People know that what they are watching is 'not real’, but
as a child that tfhgtc‘;vgesgr bad food, subconsciously they process it as representations of reality.
but the idea of bad Be=x 7= -, :
and constant fog still stuck with me * The three quotes are testament to that. Moreover, they show that
_ Sebastian, 32 [Outlander] I know it's not a the power of screen images even reaches those who clearly
documentary, but to get like a slight 'know better’ (Sebastian and Emilia) and/or have significant first-
insight into what was happening in , hand experience of the UK (all 3).
the 18th century. . . .
“ / » With the exception of Sebastian, none of the other 19 young

: Em‘lfa' 2 people interviewed questioned the screen portrayals of Britain

they had come across, or hinted at their fictional nature. 15 of
them had been to the UK; some, like Emilia, have even lived there.

Harry Potter, it's just the way the British houses are — when |
see them, | think it's very British. It's also described like that in
the book. And the way they behave or talk — it's just something

that | associate with Britain. And also the uniforms (...) also
with James Bond, for example, the way that, for example, a suit

— like in The Kingsman, you also see Brits in suits — that's also

something | associate with Britain. And | think it's solely
because of James Bond. (...) looking like a gentleman and
being dressed nice — | associate that with Great Britain.

— Derja, 25

Source: Screen Encounters With Britain. Audience interviews Germany.



Section summary

Brexit comments

* Neither the survey nor the interviews were positive about Brexit.

« Survey and interview responses mostly reveal a sense of increasing distance
between the UK and the EU, coupled with disappointment and a lack of
understanding of how the UK could vote for Brexit.

8. The Brexit fa Ctor + That said, not all interviewees care much about Brexit and have something

to say on the issue.

Impact on the consumption of UK products

* No respondents voiced any potential adverse effects on their consumption
of UK screen content.

* But some revealed that trade disruptions and increased taxes make online
purchases of UK products (e.g. DVDs) less attractive.

Other consequences & potential implications

« The most consequential Brexit effects noted were not related to screen
content but to new difficulties in going to the UK to study. Most importantly
this is the result of the UK no longer participating in the Erasmus+
programme, leaving students without funding to go to the UK.

* Some teachers and secondary students report that school trips to the UK
have become more difficult because of visa requirements for non-European
passport holders. Other places (e.g. Ireland, Malta) have become alternative
destinations for school trips.

* It remains to be seen whether interest in Britain and British culture will
decrease as a result of declining first-hand experiences and the increase in
screen content from other countries on VoDs.
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Survey responses to Brexit

Number of times a topic was mentioned L|ke Denmark, the Survey'S Open-teXt BI’eXIt
question was answered by almost half of
UK<>EU distance - less part of a shared community [N <5 respondents (186 out of 426 in Germany, compared
Less inclined to visit the UK / less welcome there [ 65 to 197 out of 422 in Denmark).
More difficult to study/workin UK [ N 4 As in Denmark, the strongest feeling is one of a
Xenophobia/Racism/Less Multicultural [ 24 growing distance betwee.n the UK and the EU,
expressed by 66 people; i.e. over a third of those
Economic self-harm that Brits are suffering [N 23 who responded
Shows a level of ignorance and foolishness [ 22 . , R
o N _ _ . Equally strong was the reaction to feel ‘less inclined
Britain is more divided (particularly inter-generationally) [[NEGESEE 21 to visit the UK and/or feel less welcome there’ (65)
Conservative/Old-fashioned/Narrow-minded/Insular | 20 This was in marked contrast to findings in Denmark,
Surprise and incomprehension [N 19 where only 27 respondents had expressed this view.
Showed Brits are self-important and selfish [ NG 1o Many more noted hard negative consequences,
Anger at politicians, more than the population [N 17 partlcularly for StUdymg or Workmg m_ the UK (49
| . _ versus 24 in Denmark). The UK dropping out of
General negative reaction N 1 Erasmus+ is felt strongly in Germany (slide 77).
Disappointment / Increase in negative attitudes towards UK [ 13 . . o .
o , Disruption to trade or finding it harder to buy UK
Became more politically engaged and involved [N 11 pI‘OdUCtS was noted by fewer (8 versus 16).
Loss of respect for the UK [ 10 o )
o : : Similar numbers as in Denmark expressed regret or
Disruption to trade/services/buying products from the UK [l 8 fear about an increase in Xenophobia and racism
Shows the rise of the populist right [l 8 (24/23), or linked Brexit to conservatism, insularity
and narrow-mindedness (20/20).
U [T T ——S——— Pams

Question: "How has Brexit changed Kour attitude to Great 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%.]

Base: All respondents aged 16-34 w

o answered the question (n=186; out of a total of 426 survey respondents). Source: Screen Encounters With Britain. Survey Germany.
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Brexit comments

|t hasn't changed my view. | still
understand why the majority of the population

decided that at the time, put | think it's very, very

difficult to judge from the outst
to go there just as much as before, enjoying the

countryside or the cities, that hasn't changed at all.
— Markus, 26

B
Lty younde’ =,
ot of esP€ a dn't vote @
| know th%’f ¢ Brexit, DUt the L pro
p ple were but al he whole po L Seme
that (% was very ah, )45 ften thoud
round 5 d t well 0rgd ized. 30 doin
chaotic @" the hell are ¥°
,Brltlsh p _ Anke, 2

Source: S i
creen Encounters With Britain. Audience interviews Germ
any.

find it a bit difficult to

ide (...) | would still like

+ Alth [ [
unaf?ggcgg?l\r?: Lnterwewees expressed regret (Mila), felt
rkus), or acknowledged differences in' attitudes

amongst the British populati
. ati
Brexit were unfavourngI)e. on (Anke), most comments about

* Near [
ly all comments in both the survey and the interviews

revealed a lack of und i
had voted for Brexit. erstanding about why so many people
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Brexit & the consumption of UK products

Impact of Brexit unclear

ew of Britain and the » There is no evidence that Brexit has had an adverse effect on the
ct my view o

P

- Derja, 25 o * Since the consumption of UK screen content in Germany is neither
as widespread nor as frequent as it is in Denmark, none of the
interviewees commented on the possibility of Brexit affecting their
consumption of British films and series. Also, unlike Denmark, no
one mentioned the adverse effect on buying British DVDs online.

[Brexlit] dtii?lltlifgf? ly affected my view of online consumption of British screen content.
peopsﬁoc;)pmg! Because when | want o bu{ J « Quite the reverse: 43% of survey respondents believe their
something from a British company, I'have to pty consumption of British screen content has increased over the past 5
the tax and all of that, so that's annoying. Bu / years, and 34% believe it has remained the same (slide 21). Only 7%
otherwise it hasn't affected my #e‘grolrdon’t believe they watch less, and of those 7% (n=35) only 4 respondents
Pefceptio’:hof t’}‘f/ps 7,%“9/\[/ o fgsscigtg; a{,yt[qmg, ticked Brexit as a possible explanation.
know, their -

o that bothered me about * However, Derja and Markus, two avid consumers of UK screen
(..) the only thing :dgr something in England, content, noted trade barriers and taxes caused by Brexit and how
Brexit is that if you © toms on it, L.e., More this has an adverse effect on buying physical goods from the UK.

etimes pay cus it ke Mo
yo:,t;(r)nr? than before or more shipptng /
cu

_ Markus, 26

Question “Why do you think you watch less British screen content? [max 4]"
Base: All respondents aged 16-34 who answered the question (n= 35, 3 named on average). Source: Screen Encounters With Britain. Interviews with audiences and cultural intermediaries Germany. 76



Other Brexit consequences

Educational trips have starkly declined . .
« The most consequential Brexit effects noted were not related to screen

content but to new difficulties in going to the UK to study.

* Most importantly this is the result of the UK no longer participating in the
Erasmus+ programme. For the future the effects might be felt even more
strongly. The European Erasmus+ budget for 2021-2028 has been nearly
doubled again, to EUR 26.2bn. Even more study trips will go elsewhere.

» The experience of teachers interviewed still varied. Two said school trips to
Britain were still going ahead. One, like the Danish colleagues and Lina
(below), noted that for classes which have many children without a European
passport, school trips that used to go to Britain now head elsewhere.

I'm rather sad that | can't visit Britain as easily anymore. And because,

(...) in my English programme, we have to go to before the start of Brexit, | always thought ‘One day | want to study
an English-speaking country for at least six, no, abroad in Britain, maybe, or just live there’ But now, thanks to Brexit,
three months. It's much more expensive, and it's a bit harder for me to one day study there or live there. So it also
also so much harder, ever since Brexit started, made me lean a bit more towards Ireland (...) It's definitely still a
because there is no more Erasmus funding, ‘ dream of mine to one day study in Britain, but it’s just...harder.
obviously. So basically, your only options in — - Lotte, 19
Europe are going to either Ireland or Malta.
- Emilia, 24 \
\—/ \\\
TSNS T S ——— P

Source: Screen Encounters With Britain. Interviews with audiences and cultural intermediaries Germany.
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Brexit consequences & possible long-term effects

* Interest in and positive attitudes towards a country are grounded in an
intricately woven mix of first-hand experiences - through travelling and
meeting people, English teachers, etc. - as well as mediated encounters

I still would like to go there, but obviously it's now harder in the form of news and cultural products, including film & television.
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.

\ - Max, 17

* It remains to be seen Whether interest in Britain and British culture will
decrease as a result of possibly declining first-hand experiences and the
increase in screen content from other countries on streaming services.
For now, the findings from this research suggest that young people’s
growing interest in UK screen content may well be able to compensate
for a possible decline in first-hand experiences.

Source: Screen Encounters With Britain. Interviews with audiences and cultural intermediaries Germany.
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A1 - Key demographics

Age m16-19
™ 20-24
W 25-29

30-34

Gender identity B Female

13 13

m Male

B Non-binary & prefer to
self-describe
Prefer not to say

Area B Large or metro- politan city

B Town, small/ medium city

4
W Village/rural area
Prefer not to say

Highest Qualification W Primary education

M Vocational & Secondary
M Further & Higher

Occupation M In secondary school

B In higher education

® Working full-time
Working part-time
Other

Citizenship B German

B German, Migration background
2 B Non-German
Prefer not to say

National minority

Base: All survey respondents (n= 426). Unweighted demographic data. Source: Screen Encounters With Britain. Survey Germany.

80



A2 - Survey weighting table

Gender and Age Distribution Survey Germany Sex and Age Distribution German Population
(Q1 2023, numbers taken from national TAM system, run by GfK)

* As a result of our survey methodology, the sample is skewed

Count Count d ind hi
Female Male Total Count Female Male Total towards certain emographic groups.
16-19 60 44 104 16-19 1,407,245 1,534,625 2,941,870 * Females are overrepresented because they proved more
20-24 98 33 131 20-24 1,472,204 1,839,471 3,311,675 willing than males to participate. The number of 30-34 year
25-29 65 38 103 25-29 2,609,247 2,649,157 558,404 olds, too, was lower, as in Denmark.
EE 32 30 62 30-34 2,684,409 2,743,181 5,427,590 * In order to mitigate the imbalances, we applied a weight to
25-34 97 68 165 25-34 5,293,656  5392,338 10,685,994 each respondent, either up- or down-weighting their survey
Total 255 145 400 Total 8,173,105 8766434 16,939,539 responses. This approach achieves a truer representation of
the different age and sex groups within the German
% of grand total % of grand total population.
il il et AL Vet VO « We only applied weights for age and (self-identified) gender,
Lo-1o 15% 11% 26% 16-19 8% 9% 17% our main demographic variables.
20-24 25% 8% 33% 20-24 9% 11% 20% . : .
* We arriv he weigh mparin n nder
25-29 16% 10% 26% 25-29 15% 16% 31% /e arrived at the weights by comparing age and gende
. - distributions in our sample to those of official age and sex
30-34 8% 8% 16% 30-34 16% 16% 32% statistics in the German population. The comparison resulted
25-34 24% 17% el 25-34 31% 32% 525 in a ratio expressing the degree by which the sample
iz S5 Ao QL7 i 48% 52% 100% distribution differs from the population.
, , . , * The weight is a factor which adjusts the skewed proportions
Ratio Sample vs Population Weight (= 1/ratio) . .. . .
o Viai ot Weidh of the sample, and brings them in line with the population.
emaie ale ota elght Example: 25% (F20-24 Sample) x 0.3457 (weight) = 9% (F20-
16-19 1.8056 1.2142 1.4971 Female 16-19 0.5538 24 Population)
20-24 2.819 0.7597 1.6752 Female 20-24 0.3547 h h d h tted i h
30- 34 0.5048 0.4631 0.4838 Male 16-19 0.8236 - group SU-34, giving group P
25 34 0776 0534 0.6535 Male 2024 L3162 much influence in the aggregated results, we decided to use
: : : o€ : only three age groups for weighting: 16-19, 20-24, 25-34.
Total 1.3213 0.7005 1 Male 25-34 1.8725
N U ST o SS—S—S—S— Pea—
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A3 - Survey respondents — relation to UK

Visited UK 73 survey respondents had experience of living in the UK, 123 of living in an English-speaking country:
Isite

Countries in which respondents lived (multiple answers possible)

43
UK 73
B Never Europe (other) 46
Once
W 2-5 times USA
More than 5 times
93

N
U

Australia, Canada, NZ

Nordics

no
no

N
w

no
o

Lived in another country France

Africa, Asia, Middle East

—_
]

South America

—_
—_

Note: Of the 73 respondents who have lived in the UK, 15 noted that this was in Scotland. The nation

W Yes features prominently in one year's collective school textbook, where it is the focus of English lessons.
H No
[ U e o Pams

Base: All survey respondents (n= 426). Unweighted demographic data. Source: Screen Encounters With Britain. Survey Germany. 82



A4 - Digital diary & activities

Screen Encounters with Britain
Digital Diary - Tag 4

Bitte gegen Ende des Tages ausfiillen

Es gibt 3 Aufgaben

1. Bitte gib alle Titel von Filmen & Fernsehshows an, die du heute geschaut hast (>
20 Min.) und beantworte einige Fragen dariiber, wie du geschaut hast.

2. Denke dariiber nach, welche Dinge, Filme und Serien deine Vorstellung von
GroBbritannien, Briten und britischer Kultur gepragt haben. Halte dies in einigen
Stichpunkten fest.

3. Schaue & bewerte einen Trailer fiir eine neue britische Mini-Serie.

Mein Streaming- / Fernseh-Tag
Bitte nenne alle Filme & Fernsehshows (20+ Min.), die du heute geschaut hast.

Um einen Film oder eine Show einzutragen, musst du einfach nur unseren Fragen folgen. Wenn du mit
einem Titel fertig bist, wirst du gefragt, ob du noch einen weiteren Titel eingeben méchtest - so lange,
bis du nichts mehr einzutragen hast.

OK, los geht’s

Ich habe heute nichts geschaut

- -

Wie hast du diese(n) Titel geschaut?
Bitte klicke alle relevanten Optionen an.

Englisch + deutsche Untertitel

Englisch - ohne Untertitel

Englisch + englische Untertitel

Deutsche Synchronisation

Anders, und zwar:

[
Trailer - Tag 4
Zum Abschluss méchten wir dir einen Trailer fiir eine neue Mini-Serie zeigen.

Bitte schau dir den Trailer an und klicke auf die Sterne unter dem Video um anzuzeigen, wie groB

dein Interesse ist, die Serie zu sehen.

= Wenig Interesse

= Interessiert mich

= Werde ich definitiv gucken

HB® | May Destroy You | Officia..,

B

| MAY DESTROY YOU
OFFICIAL TRAIUER

153 respondents filled out a short screener
survey after completing the main survey to
indicate their interest in participating in the

5 days of digital diary & activities (DD).

The screener survey provided contact
details, key demographic data, as well as
some project relevant personal information.

26 respondents completed the DD. They
were selected for variety of demographics
(age, gender, occupation) and personal
factors relating to the UK (international
experience, frequency of UK screen
consumption, self-proclaimed interest in UK
on a slider scale from 0-100).

12 were selected after completing the DD to
participate in a 60 min online interview.
Following the same guiding questions, each
interview was personalised, using the
information provided in the DD.
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A5 - List of 20 interviewees

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
Markus 26 m Works FT On his own Almost daily 1-2 times a week 78 German No No 12 x 60 min
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 interviews
Fernand 17 m Sec. school student [With parent(s) 1-2 times a week Several times a month 100 German No No 6 female
Lotte 19 f Sec. school student |With parent(s) Almost daily Almost daily 81 German No Yes 6 male
Derja 25 f Student HE With parent(s) Almost daily 1-2 times a week 100 German w mig history Yes USA Yes aged 17-32
Luisa 23 f Student HE On her own Several times a month |Several times a year 32 German Yes UK Yes
Sebastian 32 m Works FT With partner Almost daily Several times a year 43 German Yes Sweden Yes
Livia 32 f Maternity leave With partner + child(ren)| Aimost daily Several times a year 17 German w mig history No Yes
Jamal 22 m Student HE On his own Almost daily Several times a year 9 German w mig history No Yes
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
Lenny 16 m Sec. school student [With parent(s) 3-5 times a week Only a few times a year 26 German No Yes 3 x 50-90 min
Nele 16 f Sec. school student [With parent(s) Almost daily Several times a month 65 German No Yes focus groups
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 6 female
Julia 17 f Sec. school student [With parent(s) Almost daily Less than once a month 80 German w mig history No No 2 male
Lina 18 f Sec. school student [With parent(s) Almost daily Several times a month 12 German No Yes aged 16-18
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
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
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Source: Screen Encounters With Britain. Audience interviews Germany - 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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B1 - Social media consumption in Germany

Daily Use of Social Media 2020-2022 by 14-29 year olds (%)
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quite interesting. (...) Especially the ninth

Pinterest
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Sources: Koch 2022: 473; Screen Encounters with Britain. Interview with Teacher.
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