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Television Marketing Messages
January 2020
Television marketing message: 1

The UK television industry is characterised by a strong independent production sector and has an unrivalled international reputation for the quality, quantity, creativity and diversity of its facilities, talent and programming.

· The UK consistently produces television of mass appeal with programming new and old spanning multiple genres. Sales of finished programming are particularly strong with content travelling to all corners of the world. The UK continues to deliver programme formats that travel and offer strength in content creation that makes it an attractive partner for international buyers. (1)

· There are clusters of television production expertise across the UK. Key centres include London, Manchester, Bristol, Newcastle, Cardiff, Belfast and Glasgow. Important production entities can also be found in places such as Birmingham, Brighton, Leeds and Plymouth.

· The UK offers both state-of-the-art studio facilities suitable for the biggest TV productions and a variety of locations that encompass gritty urban scenes, unique historical sites and attention-grabbing natural backdrops. 

· The UK television industry's unique mix of public and commercial funding contributes to an appetite for experimentation and innovation in programming. (2)

· The UK television industry is one of the most innovative and consumer-focused, allowing companies to offer both mass-appeal programming and more specialist content which caters for the passions and interests of many different audience groups. (2)

· The UK independent TV production sector revenues reached over £3 billion (£3.004 million) in 2018, their highest level to-date and up over 40 per cent since 2008. (3)

· This is an increase of 10 per cent since 2017 and revenues have grown by over £500 million since 2012 – a rate of 3.1 per cent per year. (3)

· Much of the growth is driven by online video. 58 per cent of people watched on-demand video services, up from 53 per cent according to a 2019 OFCOM publication. (4) 
· Domestic TV revenues also rose by 3 per cent to just under £1.9 billion, but remain broadly flat since 2008. This is due to PSB commissioning spend falling annually while commissioning spend from multi-channels continues to grow (up by £62 million to £321 million), more than doubling since 2008 (£321 million compared with £158 million). (3)

· Commissioning income from international Subscription Video On-Demand (SVOD) services, e.g. Netflix and Amazon Prime, increased by 87 per cent from 2017 to £280 million, accounting for 40 per cent of all international commissioning income. Including UK VOD services (BBC iPlayer, All4, ITVHub, My5), this rose to £328 million. (3)

· Drama spend increased significantly since 2017, with over one third (35 per cent) of all external UK commissioning spend in the UK, the highest since 2009; while entertainment retained the second-highest share of external commissioning spend (25 per cent). UK Dramas driving this increase include Bodyguard, The Cry and Line of Duty. (3)

· The BBC continued to commission a lower share from the biggest producers, while along with ITV, commissioned a higher share on new IP compared to the other PSBs in 2018. (3)

· Total revenue for the commercial broadcasters in the UK in 2018 was £11.3 billion. This was unchanged in real terms, as increases in pay TV and revenue from other sources (e.g. TV shopping and sponsorship) made up for a 4 per cent decline in net advertising revenue. (4)

· Spend by the Public Service Broadcasters (PSBs) on first-run UK-originated programming has fallen over time, from a real-terms peak of £3.5 billion in 2004 to a low of £2.5 billion in 2017. In 2018, PSBs spent £2.6 billion on new UK content. Of this, factual content accounted for a fifth of spend, the largest proportion, followed by sport and entertainment. (4)

· Total multichannel spend decreased slightly in 2018, to £4.8 billion, driven by a 6 per cent decline in spend by the commercial PSBs on their portfolio channels. (4)

· News and current affairs still account for the majority of first-run hours on the PSB channels (59 per cent), followed by factual (18 per cent). (4)

· For commercial TV broadcasters, growth in pay TV and revenue from other sources compensated for a 4 per cent decline in advertising revenue. (4)

· For key genres across the multichannel sector, 16 per cent of all hours were first-run, with the majority devoted to entertainment, news and sport. Of the first-run content, 54 per cent was acquired, with the remainder originating either in house (38 per cent) or via commissions (8 per cent). On the PSB channels, 44 per cent of total hours were first-run UK originations. (4)

· Lots of people are still watching TV, but they are watching for less time. The average weekly reach for TV was 88.5 per cent in 2018, down from 90.2 per cent the previous year. The amount of time spent watching TV on the TV set is falling faster than reach – the average number of minutes that people in the UK spent watching fell by 11 minutes to 3 hours 12 minutes each day. The PSBs and their portfolio channels accounted for 71 per cent of viewing. (4)

· Declines in the amount of time spent watching live TV are more pronounced among younger audiences. Those aged 16-24 spent an average of 1 hour 25 minutes each day watching live TV in 2018, 15 minutes less than in 2017, while 25-34s watched for 2 hours 2 minutes, 18 minutes less than in 2018. (4)

· The surge in new high-end television productions made in 2018, which achieved a record year on spend, included: The Crown, The ABC Murders, Black Mirror, Call The Midwife, Catherine The Great, Death & Nightingales, The Durrells, His Dark Materials, Luther, The Little Drummer Girl Les Misérables, Pennyworth, The Rook, The Spanish Princess, The Trial of Christine Keeler, Torville & Dean, The War of the Worlds and The Witcher. (10)

· Of the 119 high-end TV titles, 55 were domestic UK productions with a spend of £378.0 million, a 19 per cent increase from the consolidated spend of £319 million in 2017. Domestic UK high-end TV titles include: Luther, Tin Star, The War of the Worlds, The ABC Murders, Call The Midwife, The Cry, Ghosts, Derry Girls, Torville & Dean, Death and Nightingales, Clique, Gold Digger and The Trial of Christine Keeler. (10)

· There are over 500 terrestrial, digital, satellite and cable TV channels broadcasting in the UK, producing thousands of hours of domestic content. 

· The UK is internationally recognised as producing some of the highest-quality TV programming in the world. Shows such as Life on Mars and Doctor Who, Agatha Christie’s Poirot, Downton Abbey, Sherlock, Atlantis, The Musketeers, Mr Selfridge, Game of Thrones, Midsomer Murders and War and Peace have proved highly popular with broadcasters and audiences worldwide.

· UK television programmes and talent are regularly nominated for and win prestigious international industry awards. 

· At the 2018 Emmy Awards, British winners included Thandie Newton, Claire Foy, Charlie Brooker, Matthew Rhys and John Oliver; and Game of Thrones won two prizes – best drama series and supporting actor for Peter Dinklage – and The Marvelous Mrs Maisel won five comedy awards. (8)
· The BBC was among the big winners at the Rose D’Or Awards in Berlin in September 2018, taking five of the ten awards in the Sitcom (Detectorists), Arts (Betroffenheit), AR/VR (Damming The Nile), Children & Youth (The Highway Rat) and Limited Series & TV Movie (A Very English Scandal) categories. (6)
· The Favourite was the big winner at the BAFTA Film Awards in 2019, garnering seven prizes from 12 nominations, including awards for Outstanding British Film, Leading Actress (Olivia Colman), Supporting Actress (Rachel Weisz) and Original Screenplay (Deborah Davis, Tony McNamara). The historical drama also provided first BAFTA wins for makeup and hair designer Nadia Stacey and production design team Fiona Crombie and Alice Felton, and a third BAFTA award for costume designer Sandy Powell. Bohemian Rhapsody, which had seven nominations, won in two categories: Leading Actor (Rami Malek) and Sound. (5)

· In the latest (2018) Prix Jeunesse International festival held in Munich, UK productions won in two of the six categories. (7)
· The UK leads the world in animated TV programmes and series, producing such global, high-quality hits as Bob the Builder, Noddy, Wallace & Gromit, The World of Peter Rabbit and Friends, Charlie and Lola, Peppa Pig and Shaun the Sheep.
· 20 television animation programmes went into production in the UK in 2018 with a spend of £39.6 million. Of these, 15 were domestic UK productions and five inward investment or co-productions. However, there is a significant time-lag with animation data with the interim 2017 spend of £54.1 million across 21 productions rising to £70.7 million spend across 46 productions later in the year. (10)

· Animation programmes that went into production in 2018 include: Norm of the Forest, Jessy & Nessy, Hey Duggee (Series 3), Bing (Series 4), Go Letters (Series 3) and Clangers (Series 3). (10)

· The UK is a leader in original children’s TV programming. Shows like Teletubbies, In the Night Garden, Mister Maker, Horrible Histories and and Grandpa in my Pocket have sold in countries around the world. 
· The 2017/2018 financial results for BBC Worldwide and BBC Studios (the BBC’s wholly-owned commercial subsidiaries which formed a single integrated group, BBC Studios, in April 2018), show headline sales of £432 million and earnings before interest, tax, depreciation and amortisation (EBITDA) of £7.2 million in its first year of trading, and BBC Worldwide showing an increase in EBITDA to £118.3 million. (9)
Sources

1. Pact TV Exports Report 2018/19, October 2019: http://www.pact.co.uk/uploads/assets/uploaded/a986fac0-cd83-44be-beb1659a8f398d41.pdf
2. Creative UK: The Audiovisual Sector & Economic Success, Communications Chambers, April 2011

3. Pact UK Television Census, September 2019: http://www.pact.co.uk/news-detail.html?id=pact-uk-television-census-2019
4. OFCOM Communications Market Report 2019, p4: https://www.ofcom.org.uk/__data/assets/pdf_file/0028/155278/communications-market-report-2019.pdf
5. BFI Research and Statistics Unit 2019: https://www.bfi.org.uk/sites/bfi.org.uk/files/downloads/bfi-uk-films-and-british-talent-worldwide-2019-07-25.pdf
6. https://www.rosedor.com/2018/11/13/rose-dor-awards-2018/
7. https://prixjeunesse.de/wp-content/uploads/2019/04/PRIX_JEUNESSE_2018_Prize_Winners.pdf
8. https://www.emmys.com/awards/nominees-winners/2018
9. https://www.bbc.co.uk/mediacentre/bbcstudios/2018/annual-review-2017-18
10. BFI, February 2019: https://www.bfi.org.uk/news-opinion/news-bfi/announcements/bfi-stats-2018-cinema-admissions
Television marketing message: 2

The UK television industry has a truly global reach and appeal and international exports of UK TV programmes have grown steadily in recent years.

· The US, Australia, France, Germany and the Nordics were the UK’s largest export markets, followed by Western Europe, Canada, China, Italy and Central Europe. (1)

· The combined spend on high-end television and film production in the UK in 2018, reached £3.1 billion, the second-highest year on record following 2017’s record performance of £3.28 billion, demonstrating the continued world-class excellence of UK talent, crews, VFX and production services, locations and the supportive fiscal environment created by the UK’s creative sector tax reliefs which collectively attract vital inward investment into the UK film economy and support indigenous production. (3)
· In 2018/19 UK TV international exports were an estimated £1.4 billion, 7 per cent year-on-year growth and a record high. Success stories range from award-winning Natural History (Planet Earth II), fly-on-the-wall Reality TV (Love Island) and gripping drama (Bodyguard). (2) 
· North America (£531 million) and Europe (£470 million) are the biggest export macro-regions with 72 per cent of revenue. North America (principally the US) is an important partner for co-productions (£81 million) and international production revenue (£123 million) – this being revenue generated by the overseas production arm of UK companies. (2) 
· The 64 inward investment and co-production high-end TV productions delivered an interim spend of £794.5 million which is the second highest level since reporting began. Although the 2018 interim spend is a decrease of 2 per cent on 2017’s consolidated spend of £810.7 million, at this point last year the interim spend was £684.0 million across 49 productions. (3)

· High-end international TV productions made in the UK last year include: The Crown, Krypton, The Rook, The Spanish Princess, His Dark Materials, Pennyworth, Four Weddings and a Funeral. High-end TV productions due to go into production this year include: The War of the Worlds, Dracula, Alex Rider and Outlander, which has been based in Scotland since 2013, has been recommissioned for a further two seasons. (3)

· For high-end TV, growth in inward investment was largely due to global content providers such as Netflix and Amazon. (4) 
· Genres that made the most sales included entertainment, factual, children’s and drama. (4) 

· The UK is a leader in original children’s TV programming. Shows like Teletubbies, In the Night Garden, Mister Maker, Horrible Histories and and Grandpa in my Pocket have sold in countries around the world. 
· Twenty television animation programmes went into production in the UK in 2018 with a spend of £39.6 million. (3)

· Of these, 15 were domestic UK productions and five were inward investment or co-productions. However, there is a significant time-lag with animation data with the interim 2017 spend of £54.1 million across 21 productions rising to £70.7 million spend across 46 productions later in the year. (3)

· Animation programmes that went into production in 2018 include Norm of the Forest, Jessy & Nessy, Hey Duggee (Series Three), Bing (Series Four), Go Jetters (Series Three) and Clangers (Series Three). (3)

· The UK consistently produces television of mass appeal with programming new and old spanning multiple genres. Sales of finished programming are particularly strong with content travelling to all corners of the world. The UK continues to deliver programme formats that travel and offer strength in content creation that makes it an attractive partner for international buyers. (2)

· The UK television industry produces a highly successful range of spin-off products, such as DVDs, books and websites, which are enjoyed and accessed by people all over the world. 

· Leading UK television exporters include the BBC, and more people around the world are tuning into the BBC than ever before, reaching a new high of 426 million a week – an increase of 50 million (13 per cent) over the year (5)

· BBC World News’ global footprint continues to expand, growing by 2 per cent over the year. The channel is now available to a record 465 million households, up from 458 million the previous year. The growth was driven by gains in the Americas and South Asia. (6)
· The Global Audience Measure (GAM) shows BBC News has an audience of 394 million globally, a rise of 47 million. The BBC World Service in English, and 42 languages, accounts for 319 million of that figure - with an increase of 41 million. (5)
· BBC World Service in English and the BBC World News TV channel have both achieved all-time record audiences of 97 million and 101 million respectively. BBC World Service’s 42 language services have climbed to 259 million. BBC Global News (the commercial subsidiary of BBC News which operates the BBC World News channel and bbc.com), makes up most of the remainder and has seen increases across TV and digital of 6 million, to 121 million - another record high (5)
· India, where BBC News now operates in nine languages, has seen a rise of 20 million to 50 million to become the top overseas market for BBC News. The USA becomes the third largest market overall with 38 million, up 5 million. The audience in Kenya has increased from 6 million to 15 million in the last year reaching 50 per cent of the population. In Afghanistan, the BBC reaches 59 per cent of the population. BBC News websites (World Service and bbc.com) have increased their combined reach by 6 million to 51 million globally, bucking wider trends for news sites. (5)
· The top ten countries by BBC News audiences in 2018-19 are: India (50 million), Nigeria (41 million), USA (38 million), Kenya (15 million), Afghanistan (12 million), Bangladesh (12 million), Egypt (11 million), Iran (11 million), Tanzania (10 million) and Pakistan (9 million). (5)

· International BBC-branded services performed strongly in 2018, with BBC AMERICA posting a record 13th straight year of prime ratings growth, BBC First becoming the Netherlands’ most watched international channel since the start of 2018, and Sony BBC Earth (a joint venture channel with Sony Pictures) marking its first birthday by becoming the most-watched infotainment channel in six Indian metros. BBC Earth’s linear channel footprint expanded across Greece and the Balkans. (7)
· Global success for Blue Planet II from BBC Studios’ Natural History Unit: sold to 234 territories. (7)
· BBC Worldwide’s Memorandum of Understanding agreed in 2018 with Shanghai Media Group Pictures to expand the Doctor Who brand in China. (7)
· There was a strong first year for US SVOD service BritBox, in partnership with ITV plc, launching in Canada by fiscal year end and hitting a quarter of a million subs milestone. (7)
· Over the past two years new BBC News bureaux were opened in India, Kenya, Nigeria and South Korea, and 12 new language services were launched as part the largest expansion of the BBC World Service since the 1940s, funded by the UK government. The expansion has taken place against a background of rapid growth of rival international news services from Russia, China and the Middle East. (5)
· BBC Director-General Tony Hall says: "Every day our teams do an amazing job bringing independent, impartial news to audiences around the world, and today we can see just how much the BBC is valued. Thanks to Government investment we’ve been able to launch the biggest expansion of the World Service since the Second World War, and this shows how much the BBC can do for the UK." (5)
Sources

1. Television Business International, February 2019: https://tbivision.com/2019/02/13/boom-time-for-high-end-tv/
2. Pact TV Exports Report 2018/19, October 2019: http://www.pact.co.uk/uploads/assets/uploaded/a986fac0-cd83-44be-beb1659a8f398d41.pdf
3. BFI February 2019: https://www.bfi.org.uk/news-opinion/news-bfi/announcements/bfi-stats-2018-cinema-admissions
4. Television Business International (TBI), UK Screenings 2019, February/March 2019: Report p2: https://tbivision.com/files/2019/02/TBI-UK-Screenings-FebMar19_lo.pdf
5. BBC, June 2019: https://www.bbc.co.uk/mediacentre/latestnews/2019/bbc-international-audience-record-high
6. BBC, July 2019: https://www.bbc.co.uk/mediacentre/worldnews/2019/bbc-global-news-record-profits-reach
7. BBC, July 2018: https://www.bbc.co.uk/mediacentre/bbcstudios/2018/annual-review-2017-18
Television marketing message 3

The UK television industry is known worldwide for its pioneering spirit and innovation, and is a global leader in the field of digital broadcasting and the development of broadcasting technology and associated infrastructure.

· Internet take-up and smartphone ownership are both unchanged in 2019. Household internet take-up remains at 87 per cent, and 79 per cent of UK adults personally use a smartphone. Consumers are upgrading to faster broadband. The number of fibre-to-the-cabinet connections overtook standard broadband copper connections for the first time this year, and the number of superfast broadband lines increased by 17 per cent as people upgraded from standard broadband services. (3)

· And people are using more data. The volume of data used on fixed and mobile connections both grew by around a quarter, with 240 GB being used on average each month per fixed broadband connection and 2.9 GB in an average month being used on each mobile data connection. Much of the growth in data use is driven by online video. Fifty-eight per cent of people watched on-demand video services, up from 53 per cent. This is driven by increased use of subscription video-on-demand services such as Netflix and Amazon Prime Video. There was no change in the proportion of people watching the PSB broadcasters’ free catch-up services (BBC iPlayer, ITV Hub, All4 and My5), and for some age groups this declined. (3)

· The UK is home to substantial High Definition (HD) TV production and post-production facilities. HD is widely used by the BBC and other major UK broadcasters.

· Revenues stayed the same year on year for the commercial television and radio broadcasters. For commercial TV broadcasters, growth in pay TV and revenue from other sources compensated for a 4 per cent decline in advertising revenue. For the commercial radio sector, losses in local commercial advertising revenue were offset by growth in national advertising revenues, sponsorship and other turnover. (3)

· From the launch of 3DTV to the creation of new global formats, the UK television sector has shown the capacity to create new ideas, take risks and successfully bring these ideas to market. (2)

· BBC Global News (the commercial subsidiary of BBC News which operates the BBC World News channel and bbc.com), has seen increases across TV and digital of 6 million, to 121 million – another record high. Overall, BBC News has seen increases of 23 million for TV (to 214 million), 12 million for audio (to 178 million) and 18 million for online (to 95 million). (4)
· A partnership with Google Daydream saw the release of BBC Earth: Life in VR, an award-winning, immersive natural history experience which offers a unique perspective on the world’s oceans through the power of virtual reality. (5)
Sources

2. Creative UK: The Audiovisual Sector & Economic Success, Communications Chambers, April 2011

3. OFCOM Communications Market Report 2019, p4: https://www.ofcom.org.uk/__data/assets/pdf_file/0028/155278/communications-market-report-2019.pdf 

4. BBC, June 2019: https://www.bbc.co.uk/mediacentre/latestnews/2019/bbc-international-audience-record-high
5. BBC, July 2018: https://www.bbc.co.uk/mediacentre/bbcstudios/2018/annual-review-2017-18
Television marketing message: 4
The UK television industry plays a pivotal role in the country’s society and economy, attracting growing levels of investment.

· Declines in the amount of time spent watching live TV are more pronounced among younger audiences. Those aged 16-24 spent an average of 1 hour 25 minutes each day watching live TV in 2018, 15 minutes less than in 2017, while 25-34s watched for 2 hours 2 minutes, 18 minutes less than in 2018. (3)

· Much of the growth in UK data use is driven by online video. 58 per cent of people watched on-demand video services, up from 53 per cent. This is driven by increased use of subscription video-on-demand services such as Netflix and Amazon Prime Video. There was no change in the proportion of people watching the PSB broadcasters’ free catch-up services (BBC iPlayer, ITV Hub, All4 and My5), and for some age groups, this declined. (3)

· Screen tourism – the visiting of destinations that appear (or are depicted) in TV programmes and films – is a growing phenomenon in the UK. Research shows that screen tourists brought between £100-140 million to the UK economy in 2014, and that the most popular locations can attract up to £1.6 million every year from such visitors. Examples include Highclere Castle, one of the main filming locations for Downton Abbey (2) and also Game of Thrones locations in Northern Ireland.

· Spillover impacts – including merchandising, inbound tourism and UK brand promotion – are part of the overall economic value delivered by the tax reliefs and are also significant in the revenues and jobs they generate. Spillover impacts generated just under 37,000 FTEs and delivered £1.59 billion GVA in 2016 from a range of productions from Peppa Pig to Downton Abbey. (7)
· Tourism is a strong element of spillover impacts for High-End Television (HETV) productions, generating an additional 5,990 Full-Time Equivalents (FTEs) and £267.8 million in gross value-added (GVA) for the UK economy, and bringing the overall economic contribution of HETV to 32,660 FTEs and £1.72 billion in GVA in 2016. (7) 

· In 2016, inbound tourists spent an estimated £597.7 million in film-related screen tourism in the UK. This spending generated 13,440 Full-Time Equivalents (FTEs) of total employment (i.e. including direct, indirect and induced impacts) and £628.3 million in total gross value-added (GVA). This economic activity yielded an estimated £194.9 million in tax revenue. (7) 

· Spend by the PSBs on first-run UK-originated programming has fallen over time, from a real-terms peak of £3.5 billion in 2004 to a low of £2.5 billion in 2017. In 2018, PSBs spent £2.6 billion on new UK content. Of this, factual content accounted for a fifth of spend, the largest proportion, followed by sport and entertainment. (3)

· Total multichannel spend decreased slightly in 2018, to £4.8 billion, driven by a 6 per cent decline in spend by the commercial PSBs on their portfolio channels. (3)

· News and current affairs still account for the majority of first-run hours on the PSB channels (59 per cent), followed by factual (18 per cent).  (3)

· For key genres across the multichannel sector, 16 per cent of all hours were first-run, with the majority devoted to entertainment, news and sport. Of the first-run content, 54 per cent was acquired, with the remainder originating either in house (38 per cent) or via commissions (8 per cent). On the PSB channels, 44 per cent of total hours were first-run UK originations. (3)

· In April 2018 BBC Worldwide merged with BBC Studios to form a single integrated group, in line with industry norms, combining the BBC’s world-renowned television production arm, now a fully commercial subsidiary, with BBC Worldwide’s activities across production, channels, sales, and ancillaries. The merger strengthens IP generation and enhances content supply, helping to secure the future of the BBC as a long-term creator and owner of the highest-quality British content, for the benefit of its audiences at home and beyond. (4)
· Over the past two years new BBC News bureaux were opened in India, Kenya, Nigeria and South Korea, and 12 new language services were launched as part the largest expansion of the BBC World Service since the 1940s, funded by the UK government. The expansion has taken place against a background of rapid growth of rival international news services from Russia, China and the Middle East. (5)
· BBC Director-General Tony Hall says: "Every day our teams do an amazing job bringing independent, impartial news to audiences around the world, and today we can see just how much the BBC is valued. Thanks to Government investment we’ve been able to launch the biggest expansion of the World Service since the Second World War, and this shows how much the BBC can do for the UK." (5)
· Of the 119 high-end TV titles, 55 were domestic UK productions with a spend of £378.0 million, a 19 per cent increase from the consolidated spend of £319 million in 2017. Domestic UK high-end TV titles include: Luther, Tin Star, The War of the Worlds, The ABC Murders, Call The Midwife, The Cry, Ghosts, Derry Girls, Torville & Dean, Death and Nightingales, Clique, Gold Digger and The Trial of Christine Keeler. (6)

· Adrian Wootton OBE, Chief Executive of the British Film Commission and Film London, said: “… our collective success in consistently delivering at the highest level, ensures we are able to continue driving economic growth and job creation, which in turn provides training opportunities for talent from every background.” (6)

Sources
2. Quantifying Film and Television Tourism in England, Olsberg•SPI, March 2015
3. OFCOM Communications Market Report 2019, p4: https://www.ofcom.org.uk/__data/assets/pdf_file/0028/155278/communications-market-report-2019.pdf
4. BBC, July 2018: https://www.bbc.co.uk/mediacentre/bbcstudios/2018/annual-review-2017-18
5. BBC, June 2019: https://www.bbc.co.uk/mediacentre/latestnews/2019/bbc-international-audience-record-high
6. BFI, February 2019: https://www.bfi.org.uk/news-opinion/news-bfi/announcements/bfi-stats-2018-cinema-admissions
7. https://www.bfi.org.uk/sites/bfi.org.uk/files/downloads/screen-business-full-report-2018-10-08.pdf
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