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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 2007 survey.

Key Findings

· The estimated total revenue from the international sale of UK TV programmes and associated activities was £663m in 2007, a 23% increase from £540m in 2006.

· Over half of the increase was due to a rise in total revenue from the USA, which in 2007 was up by £86m or 42%.

· Sales to Eastern Europe grew by the largest proportion in 2007, up 46% year-on-year to £27m.

· Sales of finished programming represented 17% of the increase in total revenue in 2007, rising 8% to £271m.  The overseas licensing of format ideas was up 53% to £82m.

· Revenues from videos and DVDs doubled between 2006 and 2007 and accounted for exactly half of the increase in total revenue.

· North America represented 48% of total export revenue in 2007, with Europe contributing 31% and Rest of World 21%.  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.

· The UK’s biggest strengths in the international field lie in the quality and diversity of programming, according to those surveyed.  The UK is also the leader in creating innovative new formats with global potential.

· The main shortcoming of UK content is in the low number of episodes per series specified by domestic broadcasters, where overseas buyers look for higher volumes.

· Competition in the television sector due to the abundance of content is seen as a threat to the growth of international sales.  Smaller distributors need to find their niche as deals with the major players squeeze available slots.

· UK-centric finished programming, sometimes with a slow pace and a perceived lack of glamour, is seen as a barrier to expansion in North America.  However in other markets the uniqueness of UK content is seen as a clear advantage.

· Channel rollouts in emerging markets (Eastern Europe, Asia and Latin America) as well as the proliferation of new digital platforms were identified as the greatest opportunities for international growth by respondents.

Notes

· The figures for 2006 have been revised.  In order for comparisons between years to be meaningful, only results from companies who responded in both years have been included.  The figures represent 13 companies from a total of 16 responses this year.

· Some estimation was required for incomplete surveys and currency conversion.
Table 1: Sales by territory, 2006 and 2007 (£million)

	TERRITORY
	2006
	2007
	+ / -

	USA
	206
	292
	+42%

	CANADA
	23
	28
	+22%

	GERMANY
	21
	23
	+11%

	FRANCE
	35
	28
	-18%

	SPAIN
	12
	15
	+29%

	ITALY
	15
	15
	-4%

	SCANDINAVIA
	31
	38
	+22%

	REST OF WESTERN EUROPE
	41
	58
	+43%

	EASTERN EUROPE
	18
	27
	+46%

	AUSTRALIA/NEW ZEALAND
	54
	66
	+22%

	LATIN AMERICA
	9
	11
	+22%

	ASIA
	42
	27
	-37%

	NOT ELSEWHERE CLASSIFIED
	33
	34
	+4%

	TOTAL
	540
	663
	+23%


Table 2: Sales by type 2006 and 2007 (£million)

	TYPE
	2006
	2007
	+ / -

	TELEVISION
	250
	271
	+8%

	VIDEO / DVD
	62
	122
	+98%

	CO-PRODUCTION
	48
	57
	+19%

	FORMAT
	53
	82
	+53%

	LICENSING/ MISCELLANEOUS
	124
	130
	+5%

	COMMISSION ON UK SALES
	3
	1
	-79%

	TOTAL
	540
	663
	+23%


Table 3: Sales by type and territory 2007 (£million)

	TYPE
	North America
	Europe
	Rest of World
	Total

	TELEVISION
	60
	125
	86
	271

	VIDEO / DVD
	92
	16
	14
	122

	CO-PRODUCTION
	48
	6
	3
	57

	FORMAT
	58
	18
	6
	82

	LICENSING/ MISCELLANEOUS
	61
	39
	29
	130

	COMMISSION ON UK SALES
	0
	0
	1
	1

	TOTAL
	320
	205
	138
	663
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