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The annual UK Television Exports Survey highlights the popularity of UK programming abroad by collecting revenue figures relating to the international activity of UK television companies.  UKTI and Pact commissioned Television Research Partnership to conduct the 2009 survey.

Key Findings

· The estimated total revenue from the international sale of UK TV programmes and associated activities was £1,337m, a 9% increase from £1,227m in 2008.

· For a second year, revenue from Australia and New Zealand represented the greatest proportion of the increase from last year, and was the region of greatest growth in terms of both actual and percentage increase.
· Sales to the USA, the UK’s largest export market, grew by 3% to £485m.
· Sales of finished programming, the UK’s largest source of TV income, accounted for 43% of the increase in total revenue, rising 10% to £549m.
· At £11m, sales of digital rights, a new category this year, have not been sufficient to counter a decrease in sales of videos and DVDs.

· Formats are a continued area of growth.  The sale of formats rose 25% to £119m, and revenue from producing UK formats abroad increased by 124% to £41m.
· North America represented 41% of total export revenue in 2009, with Europe contributing 29% and Rest of World 30%.  In contrast, taking finished programme sales in isolation, North America made up a smaller proportion of total revenue than both Europe and Rest of World.

· Creativity and innovation, particularly in developing new formats, were considered the major strengths of the UK television industry.   

· Alongside formats, respondents cited comedy, crime and factual programming as key areas of UK expertise.  Moreover, the UK’s reputation for high production standards increased export opportunities.
· This year’s figures support the view that language is a major benefit to the UK, both in terms of sales into English speaking markets, as well as the re-distribution of US products into other territories.
· As in previous years respondents report that their international sales were hindered by the low number of episodes per run produced for the UK market and a shortage of returning series.

· UK-centric content is seen to inhibit international sales, with programmes made to suit domestic tastes rather than to boost exports.
· Reflecting this year’s figures, formats were again identified among the greatest opportunities for international sales.
Notes

· The survey received 20 responses this year.

· In order for comparisons between years to be meaningful, some estimation was required for incomplete or late surveys.  The figures for 2008 have been revised.
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TERRITORY20082009+ / -

USA472485+3%

CANADA5061+23%

FRANCE4855+16%

GERMANY3337+11%

SPAIN2428+18%

ITALY2526+5%

SCANDINAVIA5566+20%

NETHERLANDS24

BELGIUM9

REST OF WESTERN EUROPE102

POLAND17

REST OF EASTERN EUROPE26

RUSSIA9

JAPAN12

REST OF ASIA93

AUSTRALIA/NEW ZEALAND129170+32%

LATIN AMERICA2732+17%

REST OF WORLD8079-1%

NOT ELSEWHERE CLASSIFIED56+16%

TOTAL1,2271,338+9%

45-3%

128+6%

107+6%
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TYPE20082009+ / -

TELEVISION501549+10%

VIDEO / DVD185

DIGITAL RIGHTS11

CO-PRODUCTION3945+13%

FORMAT95119+25%

LICENSING/ MISCELLANEOUS366386+5%

PRODUCTION (NEW COMMISSIONS)43-18%

PRODUCTION (UK FORMATS)1841+124%

TOTAL1,2271,338+9%

204-4%


[image: image4.emf]Table 3: Sales by type and territory 2009 (£million)

TYPE

North 

America

Europe

Rest of 

World

Total

TELEVISION98256195549

VIDEO / DVD1272533185

DIGITAL RIGHTS44311

CO-PRODUCTION402245

FORMAT881912119

LICENSING/ MISCELLANEOUS15282152386

PRODUCTION (NEW COMMISSIONS)3-0.13

PRODUCTION (UK FORMATS)344241

TOTAL5463914011,338
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