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Consumer engagement with Digital Services:
Objectives of the Research

• To build an over-arching picture of consumers’ attitudes towards digital communications 
services

• Across TV, radio, the internet and mobile/portable devices

• Specifically focusing on the way they value communications services

Introduction
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Communications Market 
Report

Communications Market: 
Nations & Regions

Availability
Take-up

Consumption

How does it fit with recent & upcoming projects?

Introduction

Consumer Policy
Consumer Outcomes

Media Literacy Audit

Consumer Engagement 
with Digital Services

• Consumer protection
• Empowerment
• Competition policy

• Access
• Understand
• Create

• Motivations/needs/value
• Attitudes
• Usage (breadth & depth)
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32%

68%
Cross-platform attitudes

Platform-specific attitudes

Individuals typically have  the same broad attitude towards 
each of the four main digital communications platforms

Segment overview and
emerging themes

• Over two thirds of consumers think about digital communications services in terms of 
cross platform attitudes
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14%

86% Cross-platform attitudes

Platform-specific attitudes

Individuals typically have  the same broad attitude towards 
each of the four main digital communications platforms

Segment overview and
emerging themes

• Amongst over 65s, this figure rises to 86%

Over-65s



©Ofcom – Internal use only 6

The research identified 5 cross-platform segments

11%
17%

8%

21%

11%

Enthusiasts Functionalists Economisers Abstainers Resistors

Segment overview and
emerging themes
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The cross-platform segments

11%
Enthusiasts 17%

Functionalists

8%
Economisers

21%
Abstainers

11%
Resistors

Segment overview and
emerging themes

3% 4% 5%

32%
Abstainers 42%

Resistors

Those 65 or over

UK adults

• The majority of those 65 or over (73%) were classified as Resistors or Abstainers
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Meeting the needs of the 5 cross-platform segments

Segment overview and
emerging themes

Improved 
support and 
promotion of 

benefits

Targeted product and pricing development

Functionalists
17%

Economisers
8%

Enthusiasts
11%

Resistors
11%

Abstainers
21%

Improved 
support and 
promotion of 

benefits

Targeted product and pricing development

Functionalists
17%

Economisers
8%

Enthusiasts
11%

Resistors
11%

Abstainers
21%
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Focus on the Enthusiasts

11%
17%

8%

21%

11%

• Their engagement: Keen and adventurous digital users for whom technology plays a broad 
and important role in delivering practical benefits and social or leisure opportunities

• Their challenge: A hectic work and personal life often takes priority over further digital 
exploration.  Therefore, these individuals are not always taking advantage of some of the 
functionality they might value

• Their need: A fast-track through to new benefits/features (via convergent devices?)

Segment overview and
emerging themes

Enthusiasts Functionalists Economisers Abstainers Resistors
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Focus on the Functionalists

11%
17%

8%

21%

11%

• Their engagement: Very confident with and feel knowledgeable about technology, but 
engage with digital services in a cautious and considered manner

• Their challenge: Whilst open to new developments, they are only prepared to broaden their 
horizons it if there is a very clear benefit to them

• Their need: “Fit for purpose” products and services without bolt-on bells and whistles

Segment overview and
emerging themes

Enthusiasts Functionalists Economisers Abstainers Resistors
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Focus on the Economisers

11%
17%

8%

21%

11%

• Their engagement: See clear value in the full range of benefits that digital services can offer 
and take advantage of the platforms at their disposal 

• Their challenge: Costs may be limiting further uptake and usage, particularly of the Internet

• Their need: An affordable entry point and products/services with reasonable ongoing costs

Segment overview and
emerging themes

Enthusiasts Functionalists Economisers Abstainers Resistors
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Focus on the Abstainers

11%
17%

8%

21%

11%

• Their engagement: Often have access to digital services at home but usage is very light

• Their challenge: Due to lack of confidence and knowledge, many have taken the easier 
option of turning their back on digital services

• Their need: Considerable back-up to get them started and to help them gain confidence and 
experience in the use of digital communications services

Segment overview and
emerging themes

Enthusiasts Functionalists Economisers Abstainers Resistors
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Focus on the Abstainers – who they are

Segment overview and
emerging themes

56%

53%

37%

30%

20%

24%

20%

33%

37%

48%

39%

37%

30%

21%

29%

30%

37%

35%

63%

52%

0%

5%

21%

21%

23%

18%

43%

33%

12%

28%

28%

27%

Level of deprivation - Abstainers

Level of deprivation - UK adults

Household Income - Abstainers

Household Income - UK adults

Social Grade - Abstainers

Social Grade - UK adults

Age - Abstainers

Age - UK adults

Gender - Abstainers

Gender - UK adults

<35

Male Female

55+35-54

Low HighMedium

<£11.5k £30k+£11.5-17.5k £17.5-30k

AB DEC1 C2
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Focus on the Abstainers – attitudes to technology

Segment overview and
emerging themes

53%

16%

19%

62%

67%

18%

56%

25%

51%

35%

45%

46%

47%

48%

51%

54%

56%

70%

I never really feel comfortable w ith new
technology products and services

I encourage my family and friends to make
better use of technology

I'm as know ledgeable about these technologies
as the next person

The pace of change of technology is too fast
for me

I'm quite happy to let someone else take charge
of these technologies for me

I'm confident that I can w ork any new
technology product that comes along

I know  I don't get the most out of the products
that I have

I try to keep up w ith technology

Technology generally makes life better

All UK adults
Abstainers
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Focus on the Abstainers – the things they value

Segment overview and
emerging themes

0%

7%

2%

9%

5%

6%

19%

15%

9%

27%

44%

10%

10%

10%

37%

46%

33%

Watch short clips of TV

Satellite navigation to provide live directions

Access your personal diary/calendar

Read or send text-only emails

Make voice calls using the internet

Wider access to and choice of entertainment/amusement

Be connected to the internet w irelessly

Faster access or dow nload speeds than you get now

More control over how  you listen to radio as it's broadcast

Easier to choose/select w hat you w ant to listen to

Crystal clear sound quality/reception

Access to more radio stations in general

More control over how  you w atch TV as it's broadcast

A TV set you can use for more than just view ing TV

Easier to choose/select w hat you w ant to w atch on TV

Better TV picture quality than you have now

Access to more TV channels in general

Strongly value (4 or 5) Slightly value (3) Do not value (1 or 2) Don't know

Po
rt

ab
ili

ty
TV

R
ad

io
B

ro
ad

ba
nd
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Focus on the Resistors

11%
17%

8%

21%

11%

• Their engagement: Detached from digital services, believing them to be of little relevance to 
their lives - and actively resisting technology adoption

• Their challenge: This initial rejection frequently masks a sense of being daunted by 
technology and a desire for (coupled with a lack of awareness of) digital products and 
services that primarily make things easier and simpler, rather than more complicated

• Their need: Better articulation and manifestation of how digital services could really be of 
benefit to them

Segment overview and
emerging themes

Enthusiasts Functionalists Economisers Abstainers Resistors
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Focus on the Resistors –who they are

Segment overview and
emerging themes

55%

53%

72%

30%

20%

24%

5%

33%

48%

49%

38%

37%

20%

21%

29%

30%

16%

35%

51%

52%

2%

5%

4%

21%

9%

18%

80%

33%

2%

28%

42%

27%

Level of deprivation - Resistors

Level of deprivation - UK adults

Household Income - Resistors

Household Income - UK adults

Social Grade - Resistors

Social Grade - UK adults

Age - Resistors

Age - UK adults

Gender - Resistors

Gender - UK adults

<35

Male Female

55+35-54

Low HighMedium

<£11.5k £30k+£11.5-17.5k £17.5-30k

AB DEC1 C2
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Focus on the Resistors – attitudes to technology

Segment overview and
emerging themes

74%

20%

14%

81%

76%

19%

49%

15%

45%

35%

45%

46%

47%

48%

51%

54%

56%

70%

I never really feel comfortable w ith new
technology products and services

I encourage my family and friends to make
better use of technology

I'm as know ledgeable about these technologies
as the next person

The pace of change of technology is too fast
for me

I'm quite happy to let someone else take charge
of these technologies for me

I'm confident that I can w ork any new
technology product that comes along

I know  I don't get the most out of the products
that I have

I try to keep up w ith technology

Technology generally makes life better

All UK adults
Resistors
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Focus on the Resistors – the things they value

Segment overview and
emerging themes

1%

5%

0%

0%

10%

5%

14%

12%

12%

34%

53%

16%

16%

14%

48%

57%

37%

Watch short clips of TV

Satellite navigation to provide live directions

Access your personal diary/calendar

Read or send text-only emails

Make voice calls using the internet

Wider access to and choice of entertainment/amusement

Be connected to the internet w irelessly

Faster access or dow nload speeds than you get now

More control over how  you listen to radio as it's broadcast

Easier to choose/select w hat you w ant to listen to

Crystal clear sound quality/reception

Access to more radio stations in general

More control over how  you w atch TV as it's broadcast

A TV set you can use for more than just view ing TV

Easier to choose/select w hat you w ant to w atch on TV

Better TV picture quality than you have now

Access to more TV channels in general

Strongly value (4 or 5) Slightly value (3) Do not value (1 or 2) Don't know

Po
rt

ab
ili

ty
TV

R
ad

io
B

ro
ad

ba
nd
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Segment summary

A reason to believe -
awareness of the 
benefits for them

Ongoing support and 
guidance

Lower cost entry point
Lower ongoing costs

Straightforward – no 
bells and whistles

A fast-track
(Convergent devices)

Most likely to need 
or want…

I’d get no value or benefit 
from this

I don’t know where to 
startI can’t afford itI don’t have a use for all 

this
I’ve too many other 

things to do

Most likely to be 
put off by 
because…

It’s just not for meMy partner/children use 
all that

I’d really like to be able to 
do thatWould I really use that?I couldn’t do without itMost likely to say…

Nothing
A mobile phone (but live 
in a household with other 
devices they don’t use)

Everything except the 
internet – but with one 

eye on the cost
Everything within reasonEverythingMost likely to own 

and use…

OlderOlder female
Less affluent

Younger
Lower income

From metropolitan areas

More affluent
Male

Minority ethnic groups 
From metropolitan areasMore likely to be…

ResistorsAbstainersEconomisersFunctionalistsEnthusiasts

Segment overview and
emerging themes



©Ofcom – Internal use only 21

Policy implications

• The Consumer Engagement with Digital Communications Services research will inform 
existing policy workstreams including:

– Digital TV switchover

– Digital radio switchover

– Media literacy

– USO

– Other Consumer Policy/OCP initiatives

Policy implications
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Next Steps

• Publish standalone research report (13 July 2006)

• Monitor shifts in the incidence of attitudinal segments over time

• Deep dive to explore incidence of key segments within:

– UK Nations

– English regions

– Minority ethnic groups

– People with disabilities

Next Steps


