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The headlines

· There is wide availability of digital services across the UK and supply currently outstrips demand.

· The highest levels of take-up are for mobile phone and digital television services, with the lowest for digital radio. Just over half of UK adult had access to broadband at home in 2008.

· Adults from the north east and north west of England, on low incomes, over 65 (particularly those in the 75 and over age group), in social class DE and with a visual, hearing or mobility impairment are less likely to use all forms of digital technology. UK adults with low educational levels and women are also less likely to use the internet.

· Take-up among many of these groups is increasing at a faster rate than average. However, these increases are from a low base and there is still some way to go before the digital divide is eradicated. 

· Those groups that are currently least likely to use digital technologies are also those who are least likely to attend or participate in the arts.

· In 2008 half of those without mobile, internet, broadband and digital TV said they were unlikely to take it up. 

· Lack of need was the main voluntary reason given for not having internet access; affordability was the main involuntary reason.

· The most popular activity on the internet in 2008 was sending or receiving emails, followed by finding out information about goods or services.

· Downloading or listening to music (other than web radio) was the most popular audiovisual activity carried out on the internet in 2008. A quarter of people also uploaded their own self-created content, including text, images and videos.

· In 2007/08 10 per cent of English adults had created art on a computer, 2 per cent had made films or videos and 4 per cent had been to a video or electronic art event.

· 18 per cent of internet users had used the internet to look at a museum or gallery website, while 35 per cent had used it to look at a theatre or concert website or other websites about art. Among those users the most popular activities were buying tickets and finding out information, with only 1 per cent getting online to view or download a performance.

1 Background and context

Arts Council England works to get great art to everyone by championing, developing and investing in artistic experiences that enrich people's lives. 

As the national development agency for the arts, we support a range of artistic activities from theatre to music, literature to dance, photography to digital art, carnival to crafts. 

Great art inspires us, brings us together and teaches us about ourselves and the world around us. In short, it makes life better. 

Between 2008 and 2011 we will invest in excess of £1.6 billion of public money from the government and the National Lottery to create these experiences for as many people as possible across the country. 

Achieving great art for everyone will also require us to understand and respond to the key challenges and opportunities facing the arts over the next three years and beyond. We have therefore identified four priorities for the period between 2008-2011:

· digital opportunities

· visual arts

· children and young people

· London 2012

1.1 The digital opportunities programme

Digital media technologies are affecting every aspect of our society, economy and culture. We can now connect with audiences in new ways, bringing them into a closer relationship with the arts and creating new ways for them to take part. Responding to this change will lead to the development of new business models, new networks and new forms of creativity. 

Building on our work in broadcasting and new media and on the creativity within arts organisations themselves, we will help the arts make the most of these digital opportunities at a number of levels. This will include research, strategic innovation and capacity and skills building, by both the Arts Council and the sector itself. 

Key initiatives include: 

· a major three-year programme of research 

· encouraging digital innovation through new partnerships such as Channel 4’s 4IP initiative 

· championing the arts in national debates about media policy before digital switchover in 2012 

· building the digital capacity of staff and regularly funded organisations; sharing knowledge and best practice 

· redeveloping the Arts Council’s website 

· we have actively contributed on behalf of the arts sector to Ofcom's public service broadcasting and DCMS/BERR's Digital Britain reviews, hosting five arts industry events in spring 2008

· we established our West Midlands digital content development programme, a three-year initiative to encourage arts organisations in the region to develop imaginative approaches to the creation of digital content

· we launched AmbITion, which helps organisations achieve sustainability through IT and digital developments. We worked with eight regions to design day-long events, comprising keynote speakers, workshops and seminars. The first was at Tyneside Cinema, Newcastle, in March 2009

1.2 The digital research programme

The digital research programme will be large-scale and wide-ranging. It will sit within the broader digital opportunities programme and will aim both to inform and be informed by this work.
The programme will focus on three broad categories that represent some of the key areas of change and opportunity for the Arts and the Arts Council:

· the impact of digital technology on how the public perceive, understand and engage with the arts

· how digital technology is transforming art and artistic practice

· the implications for content creation, distribution and ownership

2 The purpose of this paper

This paper sets the context for the digital opportunities research programme. It focuses primarily on the first strand of the research programme: the impact of digital technology on how the public perceive, understand and engage with the arts. It brings together existing data, research and opinion on this area in order to inform the design and delivery of this phase of the research and to act as a starting point for the Arts Council’s discussions with potential partners and stakeholders. 

3 Who can access digital technology?

The most comprehensive research on the availability of digital technology comes from Ofcom. They examine availability of mobile telephony, internet, digital television and radio. 

Ofcom’s latest research (Ofcom, 2008) shows that there is wide availability of services across the UK:

· all UK residents live within a postal code that is covered by at least one 2G mobile operator and 90 per cent live within a postal code that has coverage from four or more operators 
· 90 per cent of postcode districts are covered by at least one 3G mobile operator, while 60 per cent are covered by at least four operators, although there are some rural areas where there is no or limited coverage 

· 99.6 per cent of premises in the UK are connected to broadband enabled exchanges and are able to receive coverage of DSL broadband at minimum speeds of 512kbits/second 

· approximately 98% of households in the UK are able to receive digital satellite services while at least 73 per cent are able to receive digital terrestrial television (DTT). Digital cable broadcasting is available to 47 per cent of homes 

· 90 per cent of consumers can get digital radio through one or more platforms, including: internet, digital television and digital audio broadcasting (DAB) radio 

4 Who is using digital technology?

There is a difference between availability and take-up. Currently use is lower than availability, although this is increasing in almost all areas. The exception is digital radio, which remained static at just over a third of the population between 2007 and 2008 (although many of those surveyed who claimed not to have digital radio would be able to access it through digital TV or the internet) (Ofcom, 2008). The highest levels of take-up were for mobile phone and digital television services. 

Table 1: Take-up of digital technology among UK adults, 2008

	Service 
	Take-up (%)

	Digital television
	88

	Mobile phone
	86

	Internet at any location
	71

	Internet at home
	65

	Digital radio
	39


Adapted from Ofcom, 2008

Home is the most popular place to use the internet, with 90 per cent of internet users accessing the internet from home (ONS, 2008).
Looking specifically at broadband access, Ofcom (2008) found that broadband penetration has risen from 35 per cent of adults having access to broadband at home in 2006, to 58 per cent in 2008. Broadband is particularly important in the context of arts engagement because it enables considerably higher levels of functionality and interactivity. 
4.1 The digital divide 

There is considerable disparity beneath the headline figures. Different areas and different socio-demographic groups have different levels of take-up. 

4.1.1 Region

Take-up varies considerably by region. The region with the highest level of internet take-up in 2008 was the south east, with 74 per cent of households having connection to the internet. The lowest was the north east, where only 54 per cent of households are connected (see table 2) (ONS, 2008).

Table 2: Households that have connected to the internet by region: 2006, 2007 and 2008

	Region
	2006
	2007
	2008

	
	%

	South East
	66
	65
	74

	London  
	63
	69
	73

	East
	64
	67
	70

	South West
	59
	69
	67

	Yorks & Humber
	52
	52
	62

	East Midlands
	55
	59
	61

	West Midlands
	53
	56
	61

	North West
	54
	56
	56

	North East
	54
	52
	54


Adapted from ONS, 2008
There are also regional differences in take-up of digital television. In 2008 households in the north west had the highest digital television take-up (87 per cent) and in England households in London had the lowest (75 per cent) (Northern Ireland was the lowest in the UK) (ONS, 2008). It is likely that much of this disparity is related to the socio-demographic composition of the different regions.

4.1.2 Income

Those on the lowest incomes are least likely to use digital technologies. The difference is particularly pronounced in take-up of the internet and among those in the lowest income bracket (less than £11,500 per annum) (see figure 1). 
Consumers who earn over £17,500 are also more likely to be aware that they have digital radio access than others (Ofcom, 2007). However, the divide in digital TV ownership between the highest and the lowest income groups is closing, and mobile phone ownership has increased by eight percentage points between 2006 and 2008 among those earning less than £11,500 (Ofcom, 2008). 

Figure 1: Take-upTake-up of digital technology by income group, 2008
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4.1.3 Age

Older people are less likely to use digital technology than other age groups (see Figure 2). Those aged 75 and over are substantially less likely than all other age groups to use all types of digital technology, and this becomes even more pronounced for internet use (Ofcom, 2008). The ONS (2008) found that 70 per cent of adults aged 65 and over had never used the internet, although this was down from 82 per cent in 2006. 

Among adults, the 25-44 age group are the highest consumers of all types of digital technology with the exception of mobile phones, where they are the second highest. The youngest age group (15 – 24) have comparatively low levels of take-uptake-up, particularly internet (figure 2) (Ofcom, 2008). However, among those who use the internet the 15-24 age group do so most frequently, with 77 per cent using it every day or almost every day (ONS, 2008). 

Figure 2: Take-up of digital technology by age, 2008
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Adapted from ONS, 2008
Children under the age of 15 have high levels of take-uptake-up of digital technologies. Among those aged 8-15 80 per cent have access to the internet at home, 72 per cent have digital TV at home, 65 per cent have their own mobile phone (49 per cent of 8-11s and 82 per cent of 12-15s), 50 per cent own a games console, and a further third (34 per cent) have access to one belonging to the household. The level of access outside the home is even higher. Among those aged 9-19, 92 per cent have used the internet at school while 64 per cent have accessed the internet outside home or school. Of these, 17 per cent have accessed the net via mobile, 6 per cent via a games console and 4 per cent via digital TV (Withers and Sheldon, 2008).
Age divisions are beginning to narrow. The biggest growth in mobile phone use has been among older consumers (65+), with an increase of 21 percentage points among 65-74 year olds and 9 percentage points among those age 75 and over between 2006 and 2008 (Ofcom, 2008). Internet take-up has increased most amongst 75+ year olds and the biggest increases in broadband take-uptake-up are amongst consumers in the 45-64, 65-74 and 75+ age groups (Ofcom, 2007).

4.1.4 Social class

Take-upTake-up of digital technology is also stratified by social class, with those in the lowest social class least likely to use all forms of digital technology and those in the highest social class most likely (see figure 3). Again, this is most pronounced for take-up of internet services, despite significant increases in internet take-uptake-up among C1s, C2s and DEs (Ofcom, 2007). For digital television the difference in take-uptake-up is quite small: only 8 percentage points between those in social classes DE and AB (Ofcom, 2008). 

Figure 3: Take-up of digital technology by social class, 2008
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4.1.5 Disability

UK adults with a visual, hearing or mobility impairment are less likely than those without to use the internet (figure 4), digital television and mobile phones (figure 5) and are less likely to be aware that they have digital radio access than others. Take-up of digital TV has increased among consumers who have a hearing or mobility impairment (Ofcom, 2007). 

Figure 4: Internet take-up by disability, 2007
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*Caution, small base size

Figure 5: Digital television and mobile take-up by disability, 2008
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4.1.6 Education

Internet access also varies by level of educational qualifications. Adults who had a degree or equivalent qualification were most likely to have access to the internet in their home. Adults with no formal qualifications were least likely to have an internet connection in their home (see table 3).

Table 3: Household internet access and educational qualifications, UK, adults under 70, 2008

	Education level
	% of population group

	Degree level or higher
	93

	Higher educational qualification
	86

	A Level
	89

	GCE/GCSE (A-C grade)
	82

	GCSE (D-G grade)
	74

	No formal qualifications
	56


ONS, 2008

4.1.7 Gender

Men are more likely to access the internet than women (75 per cent compared with 66 per cent respectively). Almost three quarters of men now use the internet every day or almost every day, compared with two thirds of women (ONS, 2008).

4.2 Summary
While large numbers of people are accessing digital technology in the UK, there are still significant socio-demographic differences in the profile of those who are most and least likely to be engaged. Adults form the north east and north west of England, who are on low incomes, who are over 65 (particularly those in the 75 and over age group), whose social class is categorised as DE or who have a visual, hearing or mobility impairment are less likely to use all forms of digital technology. UK adults with low educational levels and women are also less likely to use the internet.

Take-up among many of these groups is increasing at a faster rate than average. However, these increases are from a low base and there is still some way to go before the digital divide is truly eradicated. 

It is also worth noting that those groups that are currently least likely to use digital technologies are also those who are least likely to attend or participate in the arts (Bunting et al, 2008). This suggests that while digital technologies may provide a valuable way of enhancing the artistic experiences of those who are already engaged with the arts, they are not yet a tool that will substantially increase engagement among those who are least engaged. 
5. What are the barriers?

In 2008 half of those without mobile, internet, broadband and digital TV said they were unlikely to take it up. This suggests that while the number of those without digital services is likely to reduce further there is a section of the population that are unlikely to take-up these services in the near future (Ofcom, 2008). 

Older consumers are the least likely to say they will get digital services in the future. Almost half of adults aged 75+ said they were unlikely to get a mobile phone in the next 12 months (compared to 10 per cent average) and almost a quarter said they were unlikely to get digital TV (compared to 7 per cent average) (Ofcom, 2008).

The reasons for this lack of take-up are mixed. Some are voluntary – people making a choice that they do not want or need the technology – and some are involuntary – people who would like to take-up those services but are unable to. However, it should be noted that some consumers may give ‘voluntary’ reasons because they do not wish to disclose financial/affordability issues to the researcher.

Table 4: Voluntary reasons for not taking up digital services

	Mobile phones
	Voluntary reasons tend to increase with age, and are significantly higher among over-75s than others. They are also higher among ABs and DEs, and those earning less than £17,500.

	Internet
	Voluntary non-ownership is highest among over-65s, those earning less than £11,500, and consumers in the DE socio-economic group.

	Broadband
	Among home internet users, a voluntary reason for not having broadband is highest among over-65s.

	Digital TV
	Non-ownership for voluntary reasons is significantly higher for over-75s and consumers earning less than £17,500.


Ofcom, 2008

Table 5: Involuntary reasons for not taking up digital services

	Mobile phones
	Consumers earning less than £11,500 were more likely to state an involuntary reason for not owning a mobile.

	Internet
	Non-ownership of an internet connection due to involuntary reasons remains highest among DEs, the 75+ age group, and those on an income below £17,500.

	Digital TV
	Older consumers (75+) were more likely than other age groups to state involuntary reasons.


Ofcom, 2008

Both Ofcom (2008) and the Office for National Statistics (2008) found that lack of need was the main voluntary reason given for not having internet access. The ONS found that over a third of adults without an internet connection responded that they did not need one. The proportion of those without the internet stating that they did not want it has increased from 3 per cent in 2006 to 24 per cent in 2008. 

Among dial-up users reasons for not getting broadband were split equally between satisfaction with the current connection, expense, and not using the internet enough. ‘No need’ and ‘happy with existing services’ were the two main voluntary reasons given for not taking up digital television services (Ofcom, 2008).

Involuntary non-ownership is primarily due to affordability, although this differs among different groups and the picture becomes more complex once we investigate in more detail. 

For consumers on low incomes price was a consideration but not the only barrier. Those on the lowest incomes – often young singles or families on full benefit or older people on state pensions – were most affected by the cost of the service in decisions on take-up but, even among this audience, income level was rarely the only factor. Other factors included variability of income; family status; working status; financial management; changing circumstances; lack of permanent accommodation. A significant number of those on the lowest incomes did not have a bank account and saw this as a barrier as providers increasingly offered services only to those who would pay by direct debit. Pay as you go was viewed as the ideal payment method by low-income consumers. The vast majority interviewed had mobile phones, including many of the over 60s, and almost all were on pay as you go rather than contract (Ofcom, 2007).

The main reason driving involuntary non-ownership among the over-75s was ‘not knowing how to use the internet’ (18 per cent). Cost was mentioned by few in comparison (9 per cent) (Ofcom, 2008). 

The software required by some people with visual impairments to enable them to use a computer/internet was considered to be useful and high quality, but too expensive. They also had limited opportunities to test the software to find out what was most suitable for their personal requirements. Among people with a learning difficulty low literacy levels, cost and a perceived lack of need for the internet were the main reasons for non-ownership (Ofcom, 2008). Consumers with hearing impairments reported that the cost and usability of specialist equipment and aids to facilitate use of fixed line phones were significant barriers, as was the lack of training and awareness of retail staff (Ofcom, 2007). 

Research by the office for National Statistics shows how reasons for not taking up internet have changed over the last two years.

Table 6: Why households do not have an internet connection, UK, 2006 and 2008

	Reason given
	%  of those without internet

	
	2006
	2008

	Don’t need internet
	24
	34

	Don’t want internet
	3
	24

	Equipment costs are too high
	14
	15

	Lack of skills
	24
	15

	Access costs are too high
	11
	11

	Have access to the internet elsewhere
	7
	10


ONS, 2008

6. How people are using the internet

6.1 Most popular activities

ONS (2008) looked at the most popular activities among recent internet users. The most popular activity was sending or receiving emails, followed by finding out information about goods or services. 

The 16-24 age group were most likely to have used the internet for a range of activities, including downloading software, reading or downloading online news and magazines and activities related to education. However, they were least likely to have used the internet for services related to travel and accommodation and seeking health related information.

Table 7. Internet activities of recent internet users, by age groups, UK, 2008

	Activity
	16-24
	25-44
	45-54
	55-64
	65+
	All

	
	%

	Sending/receiving emails
	91
	87
	85
	86
	89
	87

	Finding information about goods or services
	77
	87
	86
	85
	75
	84

	Using services related to travel and accommodation
	50
	65
	68
	71
	61
	63

	Downloading software
	55
	38
	30
	25
	25
	37

	Reading or downloading online news, magazines
	54
	50
	46
	42
	35
	48

	Looking for a job or sending a job application
	35
	33
	18
	11
	..
	25

	Seeking health-related information
	22
	39
	36
	35
	26
	34

	Internet banking
	43
	57
	46
	44
	34
	49

	Selling of goods or services (e.g. via auctions)
	17
	24
	17
	14
	..
	19

	Looking for information - education, training, courses
	44
	37
	26
	16
	..
	31

	Consulting the internet with the purpose of learning
	43
	33
	31
	23
	19
	32


Adapted from ONS, 2008
6.2 Use of advanced services

We can also look in more detail at more sophisticated online activities. 

6.2.1 Advanced communication services

If we look at communication activity other than email we can see that the most popular is instant messaging. We can also see that men are more likely than women to take part in all the activities listed, with the exception of maintaining or creating blogs (ONS, 2008).

Table 8. Communication over the internet by recent users, by sex, UK, 2008

	Activity
	Male
	Female
	All

	
	%

	Instant messaging
	31
	26
	29

	Reading blogs
	26
	16
	21

	Posting messages to chat sites, newsgroups etc
	23
	17
	20

	Video calls (via webcam)
	14
	10
	12

	Telephoning
	12
	8
	10

	Creating or maintaining own blog
	6
	8
	7

	None of the above
	49
	58
	53


Adapted from ONS, 2008

There are also age differences in how people use the internet to communicate. Contrary to what we might expect, young people are not the most common users of online communities. In fact, under 18s form just 16 per cent of online communities, whereas 35-49 year olds form 25 per cent and MySpace, Facebook and Friendster all have more than twice as many users over the age of 18 than under it (Weber, 2008). However, those young people that do use social networking sites seem to do so on a more frequent basis. According to Withers and Sheldon (2008) young people report using the internet for several hours a night, primarily to socialise with friends using Instant Messenger and social networking sites such as MySpace, Facebook and Bebo. 
6.2.2 Online shopping

In 2008, over half of adults had purchased goods or services over the internet. Of these, 81 per cent had purchased within the last three months. Men were more likely to have purchased in recent months than women.

Table 9. Adults who purchased goods or services over the internet, by sex and age groups, UK, 2006, 2007 and 2008
	
	Ever purchased
	Of those who had ever purchased

	
	
	
	
	Within last 3 months
	Over 3 months ago

	
	2006
	2007
	2008
	2006
	2007
	2008
	2006
	2007
	2008

	%

	Men
	50
	58
	59
	80
	80
	83
	20
	20
	17

	Women
	39
	48
	52
	76
	75
	80
	24
	25
	20

	
	
	
	
	
	
	
	
	
	

	16-24
	51
	68
	70
	80
	74
	72
	20
	26
	28

	25-44
	62
	67
	73
	82
	82
	84
	18
	18
	16

	45-54
	55
	60
	60
	80
	79
	85
	20
	21
	15

	55-64
	36
	44
	47
	65
	74
	81
	35
	26
	19

	65 plus
	8
	15
	17
	71
	69
	77
	29
	31
	23

	
	
	
	
	
	
	
	
	
	

	All
	44
	53
	55
	79
	78
	81
	21
	22
	19


Adapted from ONS, 2008
Of those who had bought goods or services within the last 12 months, the most popular purchase was for travel, accommodation or holiday-related items. Films and music saw a significant drop in purchases, from 51 per cent in 2007 to 41 per cent in 2008. 

Table 10. Internet purchases by adults in last 12 months, UK, 2006, 2007 and 2008

	
	2006
	2007
	2008

	%

	Travel, accommodation or holidays
	51
	46
	48

	Clothes or sports goods
	37
	38
	42

	Films, music
	53
	51
	41

	Household goods
	24
	39
	40

	Books, magazines or newspapers
	37
	35
	37

	Tickets for events
	35
	33
	37

	Electronic equipment
	25
	20
	26

	Computer software and upgrades
	29
	21
	22

	Food and groceries
	20
	20
	19

	Computer hardware
	22
	17
	12

	Shares, financial services or insurance
	24
	9
	11

	Lotteries or betting
	7
	6
	10

	Other goods and services
	11
	8
	8


Adapted from ONS, 2008
6.2.3 Audio visual content

Downloading or listening to music (other than web radio) was the most popular audiovisual activity carried out on the internet, for both men and women in 2008. A quarter of people also uploaded their own self-created content, including text, images and videos.

Table 11. Audiovisual content over the internet by recent users, by sex, UK, 2008

	
	Male
	Female
	All

	%

	Downloading or listening to music (other than web radio)
	43
	33
	38

	Listening to web radios or watching web television
	41
	27
	34

	Uploading self-created content (text, images, photo, video)
	25
	24
	24

	Downloading or watching movies, short films or videos
	29
	17
	23

	Downloading computer or video games or their updates
	19
	7
	13

	Using peer to peer file sharing for exchange of movies, music, video files
	16
	9
	12

	Using browser based news feeds (e.g. RSS)
	17
	7
	12

	Playing networked games with others
	13
	7
	10

	Using podcast services to automatically receive audio or video files
	13
	5
	9

	None of these
	35
	47
	40


Adapted from ONS, 2008

Of adults who had purchased items that were available as downloads, almost a quarter downloaded films and music, while 8 per cent had purchased electronic reading material (ONS, 2008).

Watching video on the internet is no longer a novelty; 73% of the active internet population viewed video online during May. The average viewer spent 2 hours and 19 minutes in May streaming video online. Women have a higher tendency to view video content on TV-affiliated sites, while men index higher in their use of video on consumer-generated media sites, including YouTube and MySpace (Nielsen, 2008). A look at the top linked online videos from September 2008 illustrates the kind of content that people are viewing.

Table 12. Top Linked Online Videos, Tuesday, September 16, 2008

	Rank
	Top linked online videos

	1
	YouTube - Ninja cat comes closer while not moving! 

	2
	YouTube - Matt Damon Rips Sarah Palin

	3
	YouTube - John McCain: economy is 'still strong'  

	4
	YouTube - Large Hadron Rap  

	5
	YouTube - Phil Gramm: ‘Mental Recession... Nation of Whiners  

	6
	YouTube - Escape de Sofía

	7
	YouTube - New Family - Jerry Seinfeld and Bill Gates Ad 

	8
	YouTube - Sarah Palin Holds Forth on Bush Doctrine, Pakistan  

	9
	YouTube - Hockey Moms Against Sarah Palin  

	10
	YouTube - FASHION WEEK SS'09+ERIN WASSON


Nielsen Trend Index, Internet, 2008

7. How people are using their mobile phones
The most popular activity among adult mobile phone users, excluding voice calls and text messaging, was sending photographs or other video clips. However, more than two thirds of UK adults had never done any of the activities surveyed. Men were almost twice as likely to browse the internet via their mobile phone, than women (15 per cent and 8 per cent respectively).

Table 13. Mobile phone users’ activities in the last 3 months (excluding voice calls and SMS), by sex, UK, 2008

	
	Male
	Female
	All

	%

	Sending photographs or other video clips
	24
	25
	25

	Uploading photographs or video clips from your phone
	6
	7
	6

	Browsing the internet
	15
	8
	11

	Reading emails
	7
	5
	6

	Personal navigation
	3
	2
	3

	None of the above
	66
	70
	68


Adapted from ONS, 2008

8. Digital engagement with the arts

There is currently fairly limited information about how people use digital information to engage with the arts. The main source of information is the Taking Part survey, an annual population survey of around 27,000 English adults looking at patterns of engagement with culture and sport.

The Taking Part survey asks respondents about their participation in and attendance at a series of arts activities and event in the 12 months prior to interview. Included in those activities are whether respondents have:

· used a computer to create original artworks or animation

· made films or videos as an artistic activity

· been to an event including video or electronic art

In 2007/08 the survey found that 10 per cent of people had created art on a computer, 2 per cent had made films or videos and 4 per cent had been to a video or electronic art event.

The survey also asks respondents how often they have done these things. Many of those who use a computer to create original artworks do it frequently, with over half (52 per cent) participating once a month or more. Making films or videos or going to a video or electronic art event in contrast tend to be fairly irregular activities, with the most common frequency for both being once or twice a year. 

The survey asks about whether and how people have used the internet to engage with arts organisations. It found that 18 per cent of internet users had used the internet to look at a museum or gallery website, while over a third (35 per cent) had used it to look at a theatre or concert website or other websites about art. Among those users the most popular activities were buying tickets and finding out information, with only a tiny proportion using it to view or download a performance (1 per cent).

Table 14. Reasons for visiting a museum/gallery website, English adults, Taking Part Survey 2006/07

	Reason
	%

	Find out about or order tickets for an exhibition or event
	49

	Find out [information] about a particular subject
	41

	Look at items from a collection
	20

	Other
	11


Table 15. Reasons for visiting a theatre/concert website or other website about art, English adults, Taking Part Survey 2006/07

	Reason
	%

	Find out information
	52

	Buy tickets
	46

	View or download a performance
	1

	Other
	1


However, the survey does not cover the kinds of audio-visual activity discussed above, eg downloading films or uploading self-created content. Currently it is difficult to know how much of this activity might be classified as art or artistic. It may be that the scope of current artistic activity is wider than the Taking Part survey would indicate. This is an area that would merit further exploration.

The survey also asks about the kinds of television programmes people watch. It found that in 2007/08 35 per cent of English adults watched contemporary or period drama, 21, 12 per cent watched arts programmes, such as The South Bank Show and 11 per cent watched classical music programmes.

9. What the trends suggest for the future

While it is difficult to predict the future in such a fast moving environment there are some indications that can help us understand likely future trends.

We know that technology is getting cheaper as competition drives price reductions. A household bill for a ‘basket’ of fixed, mobile and broadband services has fallen in real terms from £113 a month in 2001, to £69.85 a month in 2007. We also know that broadband speeds are increasing and that take-up of services is continuing to rise (Ofcom, 2007). This suggests that in the future more people with have considerably more functionality at faster speeds and lower prices.

However, we also know that availability already outstrips supply and there are a core group of consumers who say that they do not see the need for digital services, particularly the internet. This suggests that if take-up is to continue to increase the focus will need to shift away from supply towards promoting the relevance of digital services.

We also know that currently take-up of digital technologies, particularly the internet, is highly stratified, and those who are least likely to have access to those services are also least likely to have access to the arts. In addition, there are some groups for whom the barriers to accessing digital services, particularly the internet, are especially high, including those who have a visual, hearing or mobility impairment and those from the lowest income groups. This suggests that it will be some time before digital technology becomes a tool that will increase arts engagement among those who are currently unengaged. Rather, in the near future at least, its potential is more likely to be as a facility for enhancing the experience for a proportion of those who are already engaged with the arts.

However, in the medium to longer term convergence trends could overcome these difficulties. Today a wide variety of devices are capable of supporting many different media and can connect to at least one digital communications network, changing the consumer’s relationship with content, networks and devices.

This means that consumers are increasingly able to obtain content and services from a range of alternative platforms (Ofcom, 2007). As this trend continues it may be that internet access through television sets and mobile phones becomes more ubiquitous and develops higher levels of functionality. Specialist equipment for those who need it may also come down in price and increase in quality. This could begin to break down some of the barriers to internet use among the hardest to reach groups, many of whom already own televisions and pay as you go mobiles.

However, the wild card in all of this is the economy. In the context of a global recession it is difficult to tell whether the drive towards lower prices and increased functionality will continue. It is also far from clear whether arts organisations will have the financial capacity to invest in the digital sphere. 

Inevitably, no matter how hard we study the past, the future is likely to surprise us.
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� We do not have data for digital television and mobile phone take-up by education level or gender.


� Available at � HYPERLINK "http://www.nielsen.com/media/toptens_internet.html" ��http://www.nielsen.com/media/toptens_internet.html� 
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