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Hello



The relentless 
pursuit of reality









Worried
Tired
Desperate for hope



‘They’ve started putting 
security tags on cheese. Is that 

what we have become?’
Angela, Bristol

 WTF 2023



What about those 
with a little more?





The middle class



Earn income
Pay income tax 



Heartland



Eric Liu and Nick Hanauer, 
The Gardens of Democracy

‘A thriving middle class is not the 
result of a prosperous economy,     

it is the prerequisite to it.’



A journey
through 
the heartland
this spring



Leith
Antrim
Hetton le Hole
Harrogate
Huddersfield
Alderley Edge
Dolau
Dudley
Hitchin
Arnos Grove
St Ives



Pink Floyd, Time

‘Every year is getting shorter, never seem to find the time

Plans that either come to naught, or half a page of 
scribbled lines

Hanging on in quiet desperation is the English way

The time is gone, the song is over, thought I’d something 
more to say’



feel life is less enjoyable 
and more financially 
challenging than 10 
years ago

73%





1. Work doesn’t pay



Inflation and interest rates sitting 
in a tree K.I.S.S.I.N.G.



Image of  Carole and Adrian Hope



have a side hustle 
for extra cash58%



Image of  Sarah’s vinted rack



2. University 
challenged



Image: Google



Rutvi, Leith

‘I wish I'd had the option to do 
apprenticeships for the career I want. I 

would have definitely done better in 
those, but unfortunately they still need 

that piece of paper.’



Rutvi, Leith

‘My flatmate and I are each in 
£92,000 of debt. It's a lot. It's a lot. 
The Aldi graduate program offers 
£40,000 in salary…I would do that 

tomorrow. Immediately.’



Adrian, Harrogate

‘I'd estimate it cost us £30,000 to support my son 
through university... and his loan now stands at 
£70,000...He's quite resentful. He calls us baby 

boomers. That's his favourite thing. He's got a real 
chip on his shoulder about boomers. He thinks that we 
had it all and they've got nothing. He's very angry. He 

is quite bitter about it.’



believe that a university 
degree leads to better 
prospects and opportunities42%



‘Universities are first 
and foremost 

corporate 
enterprises.’

The Jarratt Report, 1985 



3. Bitten by the hand 
that feeds them



Nick Ferrari

‘The middle class feel let down by the social 
contract; they abide by the law, but when they 

need help, where the fuck is it.’





‘I have been raising her on my own since she was 
four. She’s still living with me. You know what it’s 
like, they’ve got no money, they can’t move out. I 

mean, she wants to, and at the moment she’s trying 
to get another job.’

Danny, Arnos Grove



Danny, Arnos Grove

‘I’ve no time for them at all..I don’t think they 
have changed that much, they are still 

institutionally racist, know what I mean?...I used 
to always say to my daughter growing up, 

police, vicars, scout leaders, teachers, they’re 
the people you trust the least.’



Sir Brian Langstaff, Infected Blood Enquiry

‘The default behaviour of the 
establishment is denial, disbelief, 

dismissiveness and delay.’



Andrew, St Ives

‘It doesn’t matter whether you wear a red tie, a blue 
tie, a yellow tie, a green tie, a pride tie. It doesn’t 

matter... Can you please take your tie off? Put it in the 
bin. Leave it in the bin. Can you then come to the 

table and sort the country out? Thank you.’



5. Whatever happened 
to society?



Angela, Bristol,  WTF 2023

‘This is a dog eat dog world 
and the dog has been let out 
of the Kennels. There doesn’t 

seem to be any kindness. I 
think we are lacking in 

kindness.’



‘It’s just shocking. The anger and 
the intolerance, and the rubbish, 
there’s just rubbish everywhere.’

Carole, Harrogate



Sarah, Alderley Edge

‘It’s not safe for my daughters to walk on their own 
in a uniform that’s got the Jewish emblem 

because of what might happen. That’s very 
worrying. We’ve never had that before.’



Why aren’t they 
more angry?



Nick Ferrari

‘They’re under attack everywhere – under attack from tax, 
under attack from their mortgage, under attack from law and 
order, they can’t get dad into a hospital, so he needs care at 
home, they’re under attack from universities. It’s like they’re 

under siege. They only thing they’ve got is Netflix and Amazon 
Prime so they can spend their nights watching Jeremy 

Clarkson–that’s all they’ve got now.’





Labi Siffre, Thank Your Lucky Star

‘If you’re stabbed in the back say Ta
Que sera sera

Thank your lucky stars
‘Cause someone, somewhere

is much worse off than you are’



6. Money follows 
the love



Essentials

are necessary 
for survival or 

perceived central 
to well-being

Treats

are indulgences 
whose immediate 

purchase is 
considered 
justifiable

Postponables

are needed or 
desired items who 
purchase can be 

reasonably put off

Expendables

are perceived as 
unnecessary or 

unjustifiable

Source: Quelch and Jocz, How to market in a downturn, Harvard Business Review, April 2009



Nigel, Dudley

‘I bought myself a new helmet 
for the bike, relatively expensive. 

Something you would notice if 
you paid for in     one hit. I paid 
for that over three months with 

Klarna.’



Sarah, Alderley Edge

‘It's a bit of a ‘fuck it’ year 
this year. We're all going to 

L.A. and Vegas.’



Henry Dimbleby

‘Hospitality is taking off again, people are 
coming out and they are willing to spend 

money and spend it on good food.’



1. Reinforce their 
resilience



Certainty
Confidence
Protection
Consolidation
Upgrade



2. Be their passion







3. Don’t be afraid of 
the family







They look different but 
they feel the same



4. Make brands 
aspirational again



Desire 







5. Love your heartland



The middle class 
aren’t a joke they are 
your best customers



R.E.M, Shiny Happy People

‘Everyone around, love them, love them.

Put in in your hands, take it, take it.

There’s no time to cry, happy, happy.

Put it in your heart where tomorrow shines.’





IPA TouchPoints 2024

Anna Martorana
Media Planning Lead, EssenceMediacomX 

EssenceMediacomX Case study 



IPA 
TouchPoints 
2024



73

We’re in a whole new communications economy

New
routes to 
market

Converging 
platform

capabilities

Shifting 
consumer 

behaviours

Huge explosion
of data

Continuous change is the norm, and is accelerating

To drive impact for 
brands, we need to 
understand audience 
behaviour 



74

Routing ourselves in audience 
understanding delivers 
breakthrough decisions

Audience patterns 

of life

Audience 

Sentiment and 

mood

Audience trends 

and change over 

time

Audience media 

behaviour

Break     through 
Insight exploration which identifies 
a new opportunity/source of 
advantage for brands



75

Creating breakthroughs for brands means we need to 
understand consumer behaviour

PLANNING 
FOR THE NEW 

COMMS 
ECONOMY

Connecting fragmented 
media behavior

TAPPING INTO 
FAMILY 
VALUE 

MOMENTS

Reaching families 
during the Cost of Living 

Crisis

BREAKING 
OUT OF THE 

LONDON 
BUBBLE

Adapting our media mix 
for regional impact



Planning in the New 
Communications 
Economy



A decade 
ago, live 
media 
dominated 
consumption

Source: IPA TouchPoints, 2012
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Since then 
linear reach 
has dropped
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Source: IPA TouchPoints, 2023
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With fragmented 
consumption, how 
can we bridge the 
planning gap?



ONEAV

HOLISTIC VIDEO 
PLANNING TO 

DRIVE AUDIENCE 
IMPACT

Cross-channel 
video consumption

TV + VOD
Reach

Effective spend corridors, 
driven by econometrics 
(ROI Curves)

Partner costs and audience 
sizes

We connect the best industry data to build a full picture 

Inventory effectiveness 
index



+9pts
+4.9pts

+4.2pts

+18 
pts 

Reaching +5.5m people incremental to TV

Holistic AV planning delivered 18pts of incremental reach 



Tapping into 
family value 
moments



Cinema 
visits remain 

stable

Source: IPA TouchPoints 2023 SuperHub (W2 2022 + W1 2023) + TGI, IPA TouchPoints, 2019

Families are 
spending 6% 
more time at 
home since 
the Cost of 
Living Crisis

Families are more cautious when spending on leisure

-4pts -6pts -5pts

-4pts



Families spend
5.5 hours + 
watching TV 
content together 
each week



Family moments at home

The TV isn’t the (only) heart of the home

Source: IPA TouchPoints 2023 SuperHub (W2 2022 + W1 2023) + TGI (Diary data for Invested families when with their children)



88



Breaking out 
of the London 
bubble



0% 25% 50% 75% 100%

At Work

Shopping

Going out 
Socially

Using Public 
Transport

Using 
Car/Moped/Van

Stressed

Weekly Volume %

London Rest of UK

11% more likely to feel 
stressed

122% more likely to be on 
public transport

10% more likely to be 
going out socially

London life has a different pattern 



Online 
news / 
publishers 
(ix116)

Cinema 
(ix 128)

Linear TV
(ix103)

Linear 
Radio 

(ix 109)

This influences regional media behaviours



South West London North East Yorkshire

Playing to 
regional 
nuances 
delivers local 
impact

Optimised Regional Mix to Maximise Reach



Thank
You.



IPA TouchPoints 2024

Heather Dansie
Research and Insight Director, Newsworks

Newsworks Case study 

Niki West
Director of Agency and Client Services, Newsworks 



Journalism matters to people and to advertisers. 

Time spent with news brands is valuable for brands. 

Heather Dansie, Research and Insight Director
Niki West, Director of Agency and Client Services



Click to edit Master title style

The past few turbulent years has taken its toll on the British public

I would rather have more 
time than money

I am more stressed 
these days

Source: TouchPoints 2023

The coronavirus has made 
me reassess my life

I find it hard to find 
time to relax

40% 39%

44% 30%



Click to edit Master title style

Work from Home Less Leisure Slower Pace of Life

4.9m 
People who now work from home, 

who didn’t before the pandemic

37%
adopted a slower pace of life during 

Covid. More than half now say 
they’re keeping the change

0%

10%

20%

30%

40%

50%

60%

1990 1999 2006 2011 2014 2018 2020 2022

How important is the following in your life (% 
responding ‘very important’)

Work Lesiure

The UK increasingly prioritises free time which isn’t dominated by leisure 
or work

Source: Trajectory Optimism Index
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Source: TouchPoints 2023 Mon-Sun Reach and Gross Half Hour claims for share
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People fill their free time with media

82%

85%

time spent doing ‘nothing 
in particular’ people use 

media

time spent Relaxing 
people also use 

media
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45m 24m39m

19m 
monthly 

15m 
weekly

8m 
daily

40m 
monthly 

32m 
weekly

18m 
daily

5m 

print 
only

25m 

digital only

Source:  PAMCo H2 2023 (Jun’21 –  Jun’23) Fused  with Jun’23 Ipsos iris data

Total monthly

14m  
digital + print

Print Digital

monthly dailyweekly

Half the population spends time with news brands every day
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11.2
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7.9 7.9
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8.0

10.0

12.0

14.0

Newspaper App Newspaper Website News Aggregator Social Media Search Engine

%

2022 Mon-Sun Reach 2023 Mon- Sun Reach

+10.7%
+5.7%

+5.1%

-3.7% +9.7%

Source: TouchPoints 2023

Facebook and Google 
made major changes to 
news algorithms in 2023

News brands continue to be accessed across multiple digital platforms
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Source: PAMco, Total News brand reach *Methodology  transition 
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Source: TouchPoints 2023, Peter Field, IPA Databank analysis 2023

21%

30%

38%
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Source: TouchPoints 2023 Mon-Fri Reach

Print Desktop Mobile

9.30am 1pm, 3pm
Readers turn to news during 

working break moments

7am and 10pm
Readers check in to start 

and close the day

8.30am and 1.30pm
Print peaks tend to be of longer 

duration around meal-times

Mobile peaks

Desktop peaks

Print peaks

During the working week, news is consumed on different devices and formats in 
different times and contexts



Click to edit Master title style

Print Online

Source: TouchPoints 2023, Sunday Reach and  Sunday Meanz Hour per Day 

1hr 38min
On average with 
print on Sunday

1hr 03 mins
On average with 

Digital

Sunday’s lazy pace means print readership is steady from late morning onwards
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Location Activity Company

Source: TouchPoints  2023 Mon-Sun Gross Half Hour share of time spent reading newspaper in print or online

Home
82%

Work 5%

Travelling 
4%

Relaxing
20%

Drinking 
21%

Eating 
18%

Household 
work 15%

Nothing in 
Particular

5%

On own 
44%

Partner 
36%

Family 
15%

Readers turn to news brands when at home alone, taking a break

Elsewhere
9%

Other 
16%

Work/
Study 

5%

Other  
5%
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Source: TouchPoints 2023, What section do you read regularly?, Newsworks The Hard News Project 2020?

78% 78% 78%

68%

77%

83%
80%

75%

National, European, International and Breaking News

All Men Women 18-34 35-54 55+ ABC1 C2DE

1.4x

Hard news 
increases dwell 

time for ads 

45 seconds in hard news
versus

32 seconds in soft news

‘News’ news dominates consumption, with 8 in 10 reading ‘hard news’ every week
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Source: Ipsos Iris, monthly daily data
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Back to 
work

Local elections

King cancer

Princess 
cancer UK out of 

recession

Princess 
photo-shop

Iran-Israel 
airstrikes

King Easter 
appearance

General 
election
called

Trump 
found guilty

Gaza 
100 
days

Royals in 
hospital

Met 
Office 
alert

Readership interest spikes with the biggest stories of the day
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Source: TouchPoints 2023: What news section do you look at regularly?

Money

Football
Environment

Medical / 
Health/ 
Fitness

Yet news brands offer a wide range of diverse content beyond the breaking headlines 
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3m plan 
to buy a new car

610,000 22% 

read car section
and read news brands for…

Ideas of what to buy ix 330

Practical expert advice ix 265

Something to talk about ix 236

29m plan 
to go on holiday

6.3 million 22% 

read travel section 
and read news brands for…

Ideas of what to buy ix 288

Stimulate imagination  ix 253

Practical expert advice ix 225

8m plan 
to make Investments

3 million  37% 

read money and personal finance section 
and read news brands for…

Practical expert advice ix 209 

Stimulate imagination ix 209

Ideas of what to buy ix 189

9m plan 
home improvements

2.3 million  25% 

read home & garden section
and read news brands for…

Ideas of what to buy  ix 311

For inspiration ix 258

Practical expert advice ix 233

Source: Touchpoints 2023, Lifestage – Expect to buy in next 12 months. Articles and Features read frequently in print or online. Reasons for reading national news brands in print or online.

News brands’ authority and point of view means lifestyle journalism and reviews are highly 
influential to those in market, which can benefit advertisers
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Relaxed
News

Football and Sport
Cars and Motors
Food and Drink

Travel
TV / Entertainment Guides

Home and Garden/ Property
Puzzles and Crosswords

Focused
Breaking News

Editorial Opinion
Money
Music

Environment
Business

Tech
Arts books culture

Source: TouchPoints: All respondents - Top indexing mood by news section

Readers have a choice of content to view depending on their mood
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“One of the very worst advertising environments 
for attention is social media: “People are scrolling 
so tremendously quickly, like on a slot machine in 
Vegas - is it any wonder no one actually looks at 
these ads?” 

One of the most valuable advertising spaces 
according to Lumen’s data is next to long, 
absorbing articles from trusted publications.”

Mike Follet, CEO Lumen

The Battle for Attention, The New Yorker, April 2024

The two key news brand mindsets are 
excellent for advertising attention

+49% +43%

Mon-Fri 
readers

Sunday 
print readers

More likely to 
feel relaxed than 

social media 
users

More likely to feel 
focused than 

social media users

Mon-Sun readers

-45%

Less likely to feel 
tired 

than social 
media users
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Source: RAMetrics 2019-2023, print and digital newspapers
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Relaxed and focused moods are ideal for effective advertising, driving brand 
recognition, engagement and consumer action



Whether readers are focused and leaning in or relaxed and unwinding, news 
brands have the content that resonates
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Focused – Lean in

Asda’s tactical salad 
shortage campaign ran 
alongside breaking news 
stories to create brilliant 
contextual ads
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Relaxed – Unwind

Aviva’s solving financial 
puzzles campaign 
elevated their brand 
messaging through 
contextually relevant 
content – puzzles and 
crosswords



Strategies to 
spend time with 
news brand 
readers

• Find scale with news brands to reach all demographics across all media 
platforms.

• Be part of people’s daily routines. Target right day of the week, or hour 
in the day to prompt action.

• Tell brand stories in a flash headline as well as through complex depth 
stories and advertorials.

• Be present in the relevant news brand content that meet the best 
mood for your audience.
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Oliver Bertwistle
Planning Director, All Response Media

All Response Media Case study 



Giving our clients an unfair competitive advantage since 1995 – Copyright © 2024 All Response Media

How TouchPoints has powered All Response Media’s 

proprietary Work.Rest.Play. planning framework



Giving our clients an unfair competitive advantage since 1995 – Copyright © 2024 All Response Media

IPA TouchPoints has always been central to our planning

TouchPoints



Giving our clients an unfair competitive advantage since 1995 – Copyright © 2024 All Response Media

…but we saw an opportunity for deeper application of the data

TouchPoints

Transforming the application of TouchPoints 

from media insights to marketing insights
+ wider marketing teams / creative partners



Giving our clients an unfair competitive advantage since 1995 – Copyright © 2024 All Response Media

… and a need to break down barriers for entry to the data

TouchPoints

Transforming the application of TouchPoints 

from media insights to marketing insights

Democratising access to TouchPoints data and 

promoting intuitive insight exploration

+ wider marketing teams / creative partners



Giving our clients an unfair competitive advantage since 1995 – Copyright © 2024 All Response Media

We built WRPlive to be a marketing insight platform for all  

TouchPoints

Transforming the application of TouchPoints 

from media insights to marketing insights

Democratising access to TouchPoints data and 

promoting intuitive insight exploration

WRPlive

+ wider marketing teams / creative partners



Giving our clients an unfair competitive advantage since 1995 – Copyright © 2024 All Response Media

Work.Rest.Play.



Giving our clients an unfair competitive advantage since 1995 – Copyright © 2024 All Response Media

We believe people exist in three core behavioural states

Work 
time spent on activities related to the completion of tasks, or 
to a profession. This time is spent with a high degree of focus 
and with the emphasis of the activity placed on productivity. 
Post-pandemic shifts to working patterns have resulted in a 
greater fluidity to when this phase fits into the day now. 

Rest 
leisure time spent on relaxation and recuperation and, often, 
the home is a key component in this dynamic. The audience 
are in “lean back” mindset during this phase and have a 
greater openness to new distractions. 

Play
time when people are participating in the activities that bring 
them the most enjoyment - this is a broad spectrum from 
hobbies to families and friends. Regardless, during this state 
the audience are less open to non-relevant distractions. 

Low Task Focus

High Task Focus

Positive
Mood

Negative
Mood

Higher Recall
Higher Direct Response

Higher Recall
Lower Direct Response

Lower Recall
Higher Direct Response

Lower Recall
Lower Direct Response
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PLAY
%time spent consuming media in phase
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TouchPoints brought Work.Rest.Play. to life

TouchPoints enables the segmentation of 
audience time into Work.Rest.Play.…

… and an understanding of how their behaviours 
and mindsets shift within these phases
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Work.Rest.Play. Bureaux Advanced UsersTouchPoints

Work.Rest.Play. via TouchPoints was powerful, but complex to 
access and analyse - meaning use cases were limited



Giving our clients an unfair competitive advantage since 1995 – Copyright © 2024 All Response Media

Work.Rest.Play. Bureaux Advanced UsersTouchPoints

ARMalytics All UsersRLD: TouchPoints

Respondent Level TouchPoints data enabled us to build our own 
tool for easy and universal access to Work.Rest.Play. insights
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Work.Rest.Play. Bureaux Advanced Users

WRPlive

TouchPoints

ARMalytics All UsersRLD: TouchPoints

=

Respondent Level TouchPoints data enabled us to build our own 
tool for easy and universal access to Work.Rest.Play. insights
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WRPlive is marketing insight platform for all 

Credibility and confidence

Framed via Work.Rest.Play. lens Aligned with measurement stacks

Quick to surface powerful insights Intuitive and engaging

Omnichannel for unbiased outcomes
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Audience-first 

planning via 

Work.Rest.Play. has 

delivered better client 

business outcomes

+52%
Increase in key brand sentiment metric for 
LinkedIn following the activation of layered 
multi-channel WRP media plan, which tied 
media and creative to the mind state, mood 

and behaviour of the target audience
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WRPlive has 

democratised and 

multiplied access to 

rich, actionable 

marketing insights

x2.49
Increase in utilisation of TouchPoints data 
since the rollout of WRPlive 2.0 across the 

agency, compared to pre-WRPlive 
benchmark of user access via bureaux
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Work.Rest.Play.

Whitepaper release in Q3

Audience-First Performance:
How connecting with the mindset and mood of audiences at Work, 
Rest and Play is a catalyst for better brand and business outcomes 
from advertising campaigns.

sign upfeat. a 
foreword by



Thank you

Building businesses and brands
by giving clients an
Unfair Competitive Advantage
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Dan Flynn
Deputy Research Director, IPA

TouchPoints: The Latest Data



iPhone XR, Safari

New data collection app for time diary



6,000 15+ adults fill in the Diary app and 

Self Completion Questionnaire

TouchPoints: designed as a multimedia planning tool

Daily Life Survey



Channel Planner

TouchPoints: designed as a multimedia planning tool



New data collection app for time diary

• Better navigational features and efficiency



New data collection app for time diary

• Better navigational features and efficiency

• Device and platform agnostic UX 

• Better navigational features and efficiency



• Better navigational features and efficiency

• Device and platform agnostic UX 

New data collection app for time diary

The new diary has got 

more colour; it looks like 

something worth doing.

This is quicker compared to the 

other one… this is much better, 

much cleaner, much clearer.

The old diary is very time consuming, the new 

app is much more convenient, it’s easier. 

Once you get the gist of it, it’s user-friendly, 

you learn how to do it. It’s great to be honest.



New data collection app for time diary

• Better navigational features and efficiency

• Device and platform agnostic UX 

• Better quality data on a future facing platform
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Emotionally-involving communications tend to produce 

bigger effects, especially over the long term. Using IPA 

TouchPoints data, Fig 39 plots the reach of various 

channels in the UK against a proxy measure of their 

involvement: the average hours consumers spend with 

them. Channels in the top right of the chart can be 

expected to excel brand building because they have both 

high reach and high involvement. 

Channels in the bottom left are less likely to be less so 

(but may represent powerful activation channels). Thus 

TV, radio, posters and the internet (as a display medium) 

might all be expected to have above average brand 

building potential,  whilst print in general might be 

expected to be below average. 

This mirrors quite closely the patterns of brand effects 

recorded in the Databank, measured by comparing the 

proportion of campaigns using each channel that 

achieved any very large brand effects, with the 

proportion of those that did not use each channel
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Social

Messaging
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Functional Internet
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All media landscape in 2024

All TVCommercial OOH
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Share of all commercial media in 2024 using definitions from Making Sense

Life was simpler then....

Source: IPA TouchPoints 2024 Adults
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Age is the biggest discriminator

Source: IPA TouchPoints 2024 share of video viewing using gross half hour claims

TouchPoints 2024 – share of viewing by age group
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Commercial Media - excluding OOH, Functional Internet, Mail

Age is the biggest discriminator  
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OOH & functional internet deliver across all age groups

Commercial Media including Mail, OOH, Functional Internet
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…but beware of volumes as well as share

Commercial Media including Mail, OOH, Functional Internet
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Time spent consuming media by device

Young people really love their phones

Source: IPA TouchPoints 2024 mean hours per day (for device used for media by age group)

TV SetMobile 
Phone
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15-24’s

+49%
meanz

Messaging

+46%
meanz

Social Media

alone
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at home
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Source: IPA TouchPoints 2024 % change from 2015–24 among 15-24’s using meanz hours except where stated
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Percentage change from 2015–24

+40%
meanz
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alone

with 

at home
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15-24’s

Source: IPA TouchPoints 2024

Happiness metrics for this cohort are all headed in the wrong direction

Relaxed
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Confident

Stressed

Frustrated

Sad

+15%

+15%

+11%

-13%

-13%

-22%

% change from 2015–24 in average (mean) hours for 15-24’s registering the emotion



How do you decide 

what to watch on TV?
…discuss

FOCALDATA AI qual linked to TouchPoints
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When you do not have a specific programme you 

want to watch, what do you use or do most often?

0 10 20 30 40

TV Listings magazines (dedicated or from newspapers)

Broadcaster Catch-Up/On Demand service (e.g. iPlayer, ITVX)

Your Planner/Recorded programmes

Just flick through TV channels

The Electronic Programme Guide (EPG)

A subscription service such as Netflix or Amazon Prime Video

% Reach

Source: IPA TouchPoints 2024
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TV Listings magazine are the number one choice for 75+
When you do not have a specific programme you want to watch, what do you 

use or do most often?
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FOCALDATA AI qual linked to TouchPoints

167



IPA TouchPoints 2024

FOCALDATA AI qual linked to TouchPoints

168



IPA TouchPoints 2024

AI Assistant

The interviews revealed that respondents typically watch TV either alone or with close family members, such as 

partners or children. For instance, Tracy often watches TV with her husband, who usually makes the viewing 

choices, while Helen watches TV alone in the evenings due to her children's separate viewing habits.

Several factors influence the decision-making process for what to watch. These include mood, time of day, 

recommendations, and the availability of new episodes or series. One respondent noted, "What I watch depends 

on my mood and tiredness," while another mentioned, "I decide by which one sticks in my mind the most and 

piques my curiosity the fastest.“

Additionally, recommendations from friends, family, or online sources play a significant role in influencing choices.  

Many respondents rely on recommendations to discover new shows, while others prefer to browse through TV 

guides or streaming platforms to find something that catches their interest. The influence of social media and 

online platforms in discovering new shows was also highlighted by several respondents. These platforms play a 

crucial role in shaping viewing choices.

Another significant theme is the challenge of having too many options, which can make the decision-making 

process overwhelming for some respondents. This often leads to frustration and a desire for simpler ways to 

choose what to watch

. 
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AI Assistant

The interviews revealed that respondents typically watch TV either alone or with close family members, such as 

partners or children. For instance, Tracy often watches TV with her husband, who usually makes the viewing 

choices, while Helen watches TV alone in the evenings due to her children's separate viewing habits.

Several factors influence the decision-making process for what to watch. These include mood, time of day, 

recommendations, and the availability of new episodes or series. One respondent noted, "What I watch depends 

on my mood and tiredness," while another mentioned, "I decide by which one sticks in my mind the most and 

piques my curiosity the fastest.“

Additionally, recommendations from friends, family, or online sources play a significant role in influencing choices.  

Many respondents rely on recommendations to discover new shows, while others prefer to browse through TV 

guides or streaming platforms to find something that catches their interest. The influence of social media and 

online platforms in discovering new shows was also highlighted by several respondents. These platforms play a 

crucial role in shaping viewing choices.

Another significant theme is the challenge of having too many options, which can make the decision-making 

process overwhelming for some respondents. This often leads to frustration and a desire for simpler ways to 

choose what to watch

. 

Where do you get recommendations from if you can’t decide what to watch?
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AI Assistant

Where do you get recommendations from if you can’t decide what to watch?

Respondents get recommendations from a variety of sources when they can't decide what to watch. One 

common source is personal recommendations from friends and family. For example, one respondent 

mentioned, "Certain close friends and family, who I know like a lot of the same things as us" (Jack). 

Another respondent said, "We both have similar taste and it was a genre I was into" (Damian).

Another popular source of recommendations is online platforms and social media. Respondents mentioned 

using platforms like YouTube, Facebook, and Instagram to find new shows. For instance, one respondent 

said, "Youtube, facebook, instagram, word of mouth" (Jack). Another respondent mentioned, "I look at 

google or facebook for recommendations" (Sharon).

Streaming services and their built-in recommendation systems also play a significant role. Respondents 

often rely on these platforms to suggest new content based on their viewing history. For example, one 

respondent noted, "The streaming networks know what you've previously watched and tend to make 

reasonable suggestions" (Stuart). Another respondent mentioned, "I like the way Netflix gives you top 10 

watches" (Nicola). Review websites are another important source. A respondent noted, "I often don't 

watch a film if it had a terrible IMDb rating," and another mentioned, "I trust the star ratings on Google."

Advertisements and trailers are also influential in helping respondents decide what to watch. Respondents 

mentioned seeing trailers on TV or online and finding them helpful. For instance, one respondent said, "I 

saw it advertised as a trailer and I thought it looked intriguing" (Martyn). Another respondent mentioned, 

"Trailers definitely help"

Need to find some more 

quotes for here

Where do you get recommendations from if you can’t decide what to watch?
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AI Assistant

Where do you get recommendations from if you can’t decide what to watch?Do people take longer deciding what to watch than they used to?

Respondents get recommendations from a variety of sources when they can't decide what to watch. One 

common source is personal recommendations from friends and family. For example, one respondent 

mentioned, "Certain close friends and family, who I know like a lot of the same things as us" (Jack). 

Another respondent said, "We both have similar taste and it was a genre I was into" (Damian).

Another popular source of recommendations is online platforms and social media. Respondents mentioned 

using platforms like YouTube, Facebook, and Instagram to find new shows. For instance, one respondent 

said, "Youtube, facebook, instagram, word of mouth" (Jack). Another respondent mentioned, "I look at 

google or facebook for recommendations" (Sharon).

Streaming services and their built-in recommendation systems also play a significant role. Respondents 

often rely on these platforms to suggest new content based on their viewing history. For example, one 

respondent noted, "The streaming networks know what you've previously watched and tend to make 

reasonable suggestions" (Stuart). Another respondent mentioned, "I like the way Netflix gives you top 10 

watches" (Nicola). Review websites are another important source. A respondent noted, "I often don't 

watch a film if it had a terrible IMDb rating," and another mentioned, "I trust the star ratings on Google."

Advertisements and trailers are also influential in helping respondents decide what to watch. Respondents 

mentioned seeing trailers on TV or online and finding them helpful. For instance, one respondent said, "I 

saw it advertised as a trailer and I thought it looked intriguing" (Martyn). Another respondent mentioned, 

"Trailers definitely help"

Do people take longer deciding what to watch than they used to?
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AI Assistant

Where do you get recommendations from if you can’t decide what to watch?

Many respondents indicated that they do spend a considerable amount of time browsing shows before deciding 

what to watch and that it has become more time-consuming compared to the past. This is primarily due to the 

increased number of choices available through various streaming platforms and channels.

Several respondents mentioned that the sheer volume of options available on various streaming services 

contributes to the lengthy browsing time and the frustration associated with this process is evident, as some 

respondents noted that it can detract from their overall viewing experience.

The abundance of content and the need to sift through numerous options can make the decision-making process 

longer. Respondents mentioned that they often browse through multiple channels, streaming platforms, and 

recommendations before making a choice.

Additionally, the reliance on recommendations, trailers, and reviews has added steps to the decision-making 

process. Many respondents mentioned using these tools to help them decide, which can extend the time it takes 

to make a final decision.

Overall, the increased variety of content and the additional steps involved in the decision-making process 

suggest that people do take longer to decide what to watch than they used to

Do people take longer deciding what to watch than they used to?
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AI Assistant

Where do you get recommendations from if you can’t decide what to watch?

Many respondents indicated that they do spend a considerable amount of time browsing shows before deciding 

what to watch and that it has become more time-consuming compared to the past. This is primarily due to the 

increased number of choices available through various streaming platforms and channels.

Several respondents mentioned that the sheer volume of options available on various streaming services 

contributes to the lengthy browsing time and the frustration associated with this process is evident, as some 

respondents noted that it can detract from their overall viewing experience.

The abundance of content and the need to sift through numerous options can make the decision-making process 

longer. Respondents mentioned that they often browse through multiple channels, streaming platforms, and 

recommendations before making a choice.

Additionally, the reliance on recommendations, trailers, and reviews has added steps to the decision-making 

process. Many respondents mentioned using these tools to help them decide, which can extend the time it takes 

to make a final decision.

Overall, the increased variety of content and the additional steps involved in the decision-making process 

suggest that people do take longer to decide what to watch than they used to

What do you do when you’ve been looking ages and can’t find anything?
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AI Assistant

Where do you get recommendations from if you can’t decide what to watch?What do you do when you’ve been looking ages and can’t find anything?

When respondents have been searching for what to watch for ages and can't find anything to watch they 

resort to a few different strategies. One frequent response is to settle for something familiar that they know 

they will enjoy even if it’s not their first choice. For example, Zoe mentioned that she ends up watching her 

go-to genres or shows like 'Friends' when she can't find anything new that suits her mood.

Another common action is to switch to a different activity. Tamara mentioned that they might "select but 

maybe don't focus as much and maybe use her phone or read so less concentration to the TV making it 

almost white noise.“

Another strategy is simply to turn off the TV. Penny mentioned that if she and her partner don't find 

anything of interest, they usually turn off the TV. This indicates that the decision-making process can 

sometimes be so frustrating that they prefer to do something else entirely. 

Additionally, a few respondents mentioned that they rely on recommendations or trailers to help them 

decide, but if nothing appeals to them, they might settle for something less engaging or use the TV as 

background noise.
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1. Cost of living crisis

How has the ‘cost of living crisis’ changed your lifestyle? What are you doing more or less of now or 

do you expect to in the future? Let us know about any changes to the paid for media services you 

use, your shopping and working habits, your travel patterns, how often and when you socialise and, 

more generally, how you spend your free time. Please give as much detail as possible.

2. Sustainability and the environment

We’d like to ask about your views on sustainability, the environment and climate change. Are you 

now, or planning in the future, to make personal lifestyle changes to help improve the environment? 

This might involve actively trying to reduce your carbon footprint or actively choosing brands that 

are better for the environment. Do you see this as all our individual responsibility or do you feel it is 

up to corporations or the government to take action?

177

DayLite – the home of standard charts…

...and open-ended questions on TouchPoints
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Need a DayLite Talking Heads visual here
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Need a DayLite Indexing visual here
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SVOD reaching maturity

SVOD minutes per day (mean) with share by SVOD Service

Source: IPA TouchPoints 2024 mean hours per day for SVOD. Share of minutes per provider in stacked column

Media providers have become 
increasingly too expensive and illegal 
streaming services are more attractive.

I will be reviewing subscriptions such 

as Amazon Prime after the 

announcement that they are going 

to charge members an extra fee per 

month to watch their streaming service 

without being subjected to advertising.

Have stopped 1 streaming 

service (DAZN) and reduced my 

Sky bill by over 50 percent. 

I no longer subscribe to 

streaming services and 

watch  ouTube and 

catch up Television instead.

I have cut down on the streaming 

services I use and watch very little TV 

apart from sport.  Have given up 

Disney+ and Netflix in the past year. 

I have started to rotate streaming 

subscriptions so that I do not have to pay for 

more than one subscription at a time.



IPA TouchPoints 2024

0

10

20

30

40

50

60

2015 2016 2017 2018 2019 2020 2020

Lockdown

2021

Lockdown

2022 2023 2024

A
v

e
ra

g
e

 m
in

u
te

s 
p

e
r 

d
a

y
 (

m
e

a
n

)

Other Disney+ Amazon Prime Neflix

SVOD reaching maturity

SVOD minutes per day (mean) with share by SVOD Service

Source: IPA TouchPoints 2024 mean hours per day for SVOD. Share of minutes per provider in stacked column



TouchPoints Launch

IPA TouchPoints 2024

2024


	Slide 1
	Slide 2: Keynote
	Slide 3
	Slide 4: The relentless pursuit of reality
	Slide 5
	Slide 6
	Slide 7
	Slide 8: Worried Tired Desperate for hope
	Slide 9
	Slide 10: What about those with a little more?
	Slide 11
	Slide 12: The middle class
	Slide 13: Earn income Pay income tax 
	Slide 15: Heartland
	Slide 16
	Slide 17: A journey through  the heartland this spring
	Slide 18
	Slide 19
	Slide 20: feel life is less enjoyable and more financially challenging than 10 years ago
	Slide 21
	Slide 22: 1. Work doesn’t pay
	Slide 23
	Slide 24
	Slide 25: have a side hustle for extra cash
	Slide 26
	Slide 27: 2. University challenged
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32: believe that a university degree leads to better prospects and opportunities
	Slide 33
	Slide 34: 3. Bitten by the hand that feeds them
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41: 5. Whatever happened to society?
	Slide 42
	Slide 43
	Slide 44
	Slide 45: Why aren’t they more angry?
	Slide 46
	Slide 47
	Slide 48
	Slide 49: 6. Money follows the love
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54: 1. Reinforce their resilience
	Slide 55: Certainty Confidence Protection Consolidation Upgrade
	Slide 56: 2. Be their passion
	Slide 57
	Slide 58
	Slide 59: 3. Don’t be afraid of the family
	Slide 60
	Slide 61
	Slide 62: They look different but they feel the same
	Slide 63: 4. Make brands aspirational again
	Slide 64: Desire 
	Slide 65
	Slide 66
	Slide 67: 5. Love your heartland
	Slide 68: The middle class aren’t a joke they are your best customers
	Slide 69
	Slide 70
	Slide 71: EssenceMediacomX Case study 
	Slide 72
	Slide 73: We’re in a whole new communications economy 
	Slide 74: Routing ourselves in audience understanding delivers breakthrough decisions
	Slide 75: Creating breakthroughs for brands means we need to understand consumer behaviour
	Slide 76
	Slide 77: A decade ago, live media dominated consumption
	Slide 78: Since then linear reach has dropped
	Slide 79: But total reach remains on par
	Slide 80
	Slide 81: By integrating different data sets into our planning tools we can understand holistic video consumption
	Slide 82: Holistic AV planning delivered 18pts of incremental reach 
	Slide 83
	Slide 84: Families are spending 6% more time at home since the Cost of Living Crisis 
	Slide 85
	Slide 86: The TV isn’t the (only) heart of the home
	Slide 88
	Slide 89
	Slide 90: We have different patterns of life across the UK, with Londoners more likely to spend time in public environments
	Slide 91: This influences regional media behaviours
	Slide 92: Playing to regional nuances delivers local impact
	Slide 93
	Slide 94: Newsworks Case study 
	Slide 95
	Slide 96
	Slide 97
	Slide 98
	Slide 99
	Slide 100
	Slide 101
	Slide 102
	Slide 103
	Slide 104
	Slide 105
	Slide 106
	Slide 107
	Slide 108
	Slide 109
	Slide 110
	Slide 111
	Slide 112
	Slide 113
	Slide 114
	Slide 115
	Slide 116
	Slide 117
	Slide 118: All Response Media Case study 
	Slide 119
	Slide 120: IPA TouchPoints has always been central to our planning
	Slide 121: …but we saw an opportunity for deeper application of the data
	Slide 122: … and a need to break down barriers for entry to the data
	Slide 123: We built WRPlive to be a marketing insight platform for all  
	Slide 124
	Slide 125: We believe people exist in three core behavioural states
	Slide 126: TouchPoints brought Work.Rest.Play. to life
	Slide 127
	Slide 128
	Slide 129
	Slide 130: WRPlive is marketing insight platform for all 
	Slide 131
	Slide 132
	Slide 133: Work.Rest.Play.
	Slide 134
	Slide 135: TouchPoints: The Latest Data
	Slide 136
	Slide 137
	Slide 138
	Slide 139
	Slide 140
	Slide 141
	Slide 142
	Slide 143
	Slide 144
	Slide 145
	Slide 146
	Slide 147
	Slide 148
	Slide 149: Share of all commercial media 2024
	Slide 150: Share of all commercial media 2024
	Slide 151: Share of all commercial media 2024
	Slide 152: Share of all commercial media 2024
	Slide 153: Share of all commercial media 2024
	Slide 154
	Slide 155: Age is the biggest discriminator
	Slide 156: Age is the biggest discriminator  
	Slide 157: OOH & functional internet deliver across all age groups
	Slide 158: …but beware of volumes as well as share
	Slide 159: Young people really love their phones
	Slide 160: 15-24’s
	Slide 161: 15-24’s
	Slide 162: 15-24’s
	Slide 163: FOCALDATA AI qual linked to TouchPoints
	Slide 164: When you do not have a specific programme you want to watch, what do you use or do most often?
	Slide 165: TV Listings magazine are the number one choice for 75+
	Slide 166
	Slide 167
	Slide 168
	Slide 169
	Slide 170
	Slide 171
	Slide 172
	Slide 173
	Slide 174
	Slide 175
	Slide 176
	Slide 177: DayLite – the home of standard charts…
	Slide 178
	Slide 179
	Slide 180
	Slide 181: SVOD reaching maturity
	Slide 182: SVOD reaching maturity
	Slide 183

