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Abstract: Different spectators have distinct patterns of audiovisual product consumption. These
patterns may be influenced by a range of factors. In this context, the present study analyzes how
audiovisual consumption is influenced by sociodemographic variables. To this end, primary data
was collected through a survey with 484 Spanish spectators. The collected data was subjected to a
descriptive analysis and a non-parametric Pearson’s chi-square test, in order to establish consumption
patterns and potentially link them to demographic variables. Results show that consumption patterns
vary according to gender, age, and formal education.

Keywords: audiovisual consumption; sociodemographic variables; influence; audiovisual series;
descriptive analysis; Pearson’s chi square test

1. Introduction

Advances in information technology and new means of communication have led to increasingly
significant changes in consumers’ behavior (Serra and Salvi 2014). The internet has given consumers
the freedom to watch what they want, when they want, which has led to a myriad of possibilities for
media consumption (Paús and Molina 2014). These changes, in turn, have led to different approaches
to marketing and business administration.

Analogous to the consumer goods industry, changes in the audiovisual sector have been significant.
In this context, changes in consumers’ behavior, habits, and preferences have led the audiovisual
sector to evolve through new marketing methods and strategies (García 2017). Therefore, the offer has
constantly diversified in order to keep consumers’ interest, which has led to new market trends such
as the increased popularity of TV series (Rodríguez et al. 2005), which are consumed not only through
traditional television, but through various devices and formats. Television, however, is still the main
entertainment activity in many countries. In Spain, for instance, 21% of internet users watch television
while browsing the web (AIMC Asociación para la Investigación de Medios y Comunicación).

The internet, on the other hand, offers numerous benefits as an alternative to traditional distribution
channels, as it reaches a greater number of users at a lower cost. Moreover, consumers can now watch
films, series and other audiovisual contents through mobile devices, which bring up new forms of
multi-channel (for example, via Netflix, Amazon Prime . . . ) and schedule-free media consumption, and
consequently, more critical consumers (García and María 2014). These changes have also led to different
business models, which have strengthened the sector’s economic impact. Such impact is further
enhanced by the industry’s connection with other technology sectors, such as information technology
and telecommunications. In this context, the audiovisual industry encourages the development of
these sectors and vice-versa (Martí and Yebra 2001).
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The present study further investigates audiovisual consumption, as well as its relationship with
sociodemographic characteristics. In this context, the main goal is to verify whether audiovisual
consumption patterns are significantly related to sociodemographic variables. Additionally, the
research identifies which media and audiovisual products are currently most successful. To this
end, a structured survey was applied to a sample of 484 Spanish TV spectators. Results show that
consumption patterns vary according to gender, age, and formal education.

2. Theoretical Review: Audiovisual Products’ Consumption Behavior

The consumption of audiovisual products (series, news, programs, and others) is a common leisure
practice. This behavior is more popular among the younger segments, even though they make less use
of traditional television. Nevertheless, they use other means and supports to access television contents.
In regard to the types of media consumption, for the younger population, information is second to
entertainment and gambling (Vidales et al. 2012). In turn, the extent and variety of audiovisual content
distribution channels and devices, have led to the so-called “second screen” (or social television),
which refers to a more proactive and participative audiovisual consumption (Mateos and Pérez 2015).
Such is the interest in audiovisual products, and especially in TV series, that a study carried out by an
online marketing consultant for large series’ producers in China revealed a growth of 47% in 2015,
compared to 2014, for online series’ reproduction (Vlinkage 2016). The same study also showed that
the highest numbers were those of 2014, with an increase of 64.95%.

Another factor that contributed to the growing interest in these products is the web 2.0. Through
the web, it is possible to contact not only with friends and family, but to get involved in events and
contact groups of interest, companies, brands, and other entities (Rainie and Wellman 2012). Besides,
distrust towards companies is increasing. Chiu et al. (2012) conclude in their study that 66% of Chinese
consumers use friends and family recommendations as a basis to make decisions, and in the USA,
this ratio is 38%. That is why, in the case of series, social media allow viewers to communicate and
comment in real time on what they are viewing (Wang and García 2017). In addition, the programs and
series themselves publish opinions in social media. They echo audience conversations which come on
Twitter or other networks to recommend audiovisual content (Harrington et al. 2012). The concept of
audience involvement has been researched as it is an important factor for audiovisual media uses and
effects (Kim 2012; Kim and Rubin 1997), especially in those proactive audiences that seek to experience
audiovisual media to meet expectations and needs. Kim and Rubin (1997) and Perse (1990) adopted a
cognitive “elaboration scale” to evaluate audience participation in soap operas and television news,
respectively. In the 1950s, the concept of “parasocial interaction”, was defined as “an imaginary sense
of intimacy by an individual audience member with a media figure” (Horton and Wohl 1956, p. 217).
From here, the concept was studied in soap opera characters (Papa et al. 2000; Sood 2002), television
newscasters (Perse 1990), and for favorite television performers (Rubin and McHugh 1987). Based on
these studies, the continuous interaction with audiovisual media characters, especially soap operas
or television plots, can create feelings of intimacy with the actors’ characters as if they were friends
(Kim 2012). Riley et al. (1998) showed the importance of the emotional bond between spectators and
recorded places, which is associated with familiarity, empathy, identification, and reflection. Against
this background, audiences of audiovisual products go from being mere consumers to prosumers
(Zaccone 2011), understood as those who are simultaneously involved in production and consumption
(Ritzer and Jurgenson 2010). They make decisions influenced by the relationship with audiovisual
products, considered as “love markers” (Roberts 2006), that is, as products or brands for which
consumers feel “loyalty beyond reason”. It is widely known that, at present, fiction series and other
audiovisual products represent an important part of leisure time.

What has changed is consumer access to content, enabling audiences to choose access through
platforms providers called video-on-demand (VoD) (Kupferschmitt 2015). Mikos’s (2016) research,
conducted in Germany, to find about the motivation to watch movies and other television shows,
revealed that Netflix and Amazon Prime Video are the most used platforms within the sample size.
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Nowadays, the growing preference for fictions series is such that new concepts are emerging such as
“binge watching”. As both words indicate, this is an intensive form of series’ consumption (Mikos
2016). Brunsdon (2012, p. 65) defines it as “domestic viewing of multiple episodes sequentially”.
In general terms, unlimited viewing of two or more episodes in a single session can be understood
as binge (Perks 2014). Within the VoD industry this nomenclature is used as a marketing tool, thus
exploiting the sale of series as a single delivery of the whole season (Tryon 2015). It is an audiovisual
consumption that can mostly avoid commercial breaks (Jacobs 2011) possible due to the technological
and commercial advances that have been applied to this sector (Mikos 2016). Kranz’s (2015) study on
binge-watching showed that all respondents of the study sample have carried out binge-watching at
least once. In addition, there were groups who had watched complete series in a few weeks or even
days. Viewers continue to watch episodes because they become used to it and because they identify
strongly with the characters. Some viewers even show sadness on the death of characters or the end of
the series (Kranz 2015). Linked to this growing demand for audiovisual products, complex concepts
such as the previously mentioned “audience involvement” emerge.

Literature has defined how spectators react to audiovisual products and how changes are generated
in their behavior. The level of viewers’ involvement with content and how it reflects the viewers’
personality has also been studied (Fu et al. 2016; Sood 2002). Besides, spectators can start feeling
affection and thinking that fictional characters are their friends (Horton and Wohl 1956). Another
concept related and researched by many scholars is that of consumer involvement (Mittal 1995;
Muncy and Hunt 1984). Muncy and Hunt (1984) defined five types of involvement: ego involvement,
commitment, communication involvement, purchase importance, and response involvement. In the
case of audiovisual media, communication involvement is especially important, understood as the
number of connections an individual makes between an audiovisual product and his life content
while he visualizes it. Namely when individuals make transference of episodes or programs they
are viewing into their daily life (Krugman 1966; Fu et al. 2016). Meaning that we are living in a time
when audiovisual consumption plays an essential role in leisure time. Regardless of gender, age or
occupation, individuals consume more and more audiovisual products and use different media or
platforms for it. What really varies is the type of product consumed and the means used. In the case of
younger groups, they are more likely to use streaming platforms (such as Netflix or Amazon prime),
while men prefer the consumption of sports programs. In addition, there are specific products that
have gained many followers in all groups, as the case of the audiovisual series. A good example is the
series Game of Thrones, whose eighth and last season is reaching record viewings and downloads
worldwide. The first episode of this last season reached the 17.4 million audience on HBO (HBO 2019).

3. Research Objectives, Sample and Methodology

3.1. Research Objectives

The main purpose of the present research is to understand the influence of sociodemographic
variables in media and audiovisual products consumption. Additionally, the study also aims to
determine the rank of audiovisual series. To this end, the specific objectives proposed for the present
study are:

- RO1. To verify if sociodemographic variables significantly influence the choice of audiovisual
media (H1).

- RO2. To verify if sociodemographic variables significantly influence the choice of audiovisual
products consumed (H2).

- RO3. To know which are the most consumed audio-visual products and to verify if series are
among them.
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3.2. Sample and Methodology

To respond to the adopted specific objectives, the primary data was collected through a survey.
According to Malhotra (2004, p. 168), a survey “includes a structured questionnaire that is given
to the respondents and which is designed to obtain specific information”. The questionnaire was
designed using 5-point Likert-type scales, through which respondents were asked about their choices
of audiovisual media and audiovisual products, as well as their consumption of TV series. Additionally,
sociodemographic data about the respondents was also collected (see Appendix A). Table 1 summarizes
the dependent and independent variables assessed by the questionnaire. Before conducting the survey,
the researchers verified whether the questionnaire was in accordance with all legal and IRB protocols.

Table 1. Analyzed variables.

Dependent Variables Independent Variables

Choice of audiovisual media Gender

The choice of audiovisual products consumed

Age
Qualifications

Occupation
Income

No. family members

The study’s target population consisted of Spanish spectators. To this end, spectators were
understood as individuals who consume any type of audiovisual media (television, cinema, TV on
demand, streaming, etc.). Although a consensus has not yet been reached in this regard, the Spanish
National institute of Statistics (INE) considers that every Spanish person is a spectator, since 99.2% of
households own a television (INE Instituto Nacional de Estadística). Therefore, the study’s research
universe consists of an infinite population (>100,000 individuals). In this context, in order to maximize
geographical representation, the survey was conducted face to face in several cities within different
autonomous communities. More specifically, the survey was administered in Madrid, Pedraza, Llanes,
Briones, and Toledo, which were chosen as representatives of the autonomous communities of Madrid,
Asturias, La Rioja, and Castilla La Mancha.

The surveying procedures were carried out by qualified researchers. To avoid bias, a random
sampling technique, namely systematic sample, was adopted, as “it allows a simple selection of the
elements that make up the sample” (Vivanco 2005, p. 171). The technique is suitable for large populations,
as the list of all the sampling units, in this case, the spectators, is unknown (Anderson et al. 2001). After
selecting a first individual at random, a constant amplitude jump (3) was applied, which renders a
more representative sample than simple random sampling (Vivanco 2005).

A total of 484 valid questionnaires was collected (resulting in a sampling error of ±4.5% for a
confidence level of 95% in an infinite population). This figure was obtained by using the sample size
determination formula shown below, considering the technical data summarized in Table 2.

n =
Z2
∗ p ∗ q
d2 (1)

where:

� Z2 = 1.96 (since confidence is 95%)
� p = q = 0.5
� d = accuracy (in this case, 4.5%)
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Table 2. Technical data of the study.

Features Survey

Universe Spectators from Spain
Geographical scope Spain

Sample size 484 valid questionnaires
Sample error ±4.5%

Confidence level 95% Z = 1.96; p = q = 0.5
Sample design Systematic random sampling

Method of collecting information Personal survey

The questionnaires were filled in on paper and later tabulated into IMB SPSS v.23, which was
used for the statistical analyses.

4. Results

In order to achieve the adopted research objectives, the collected data was analyzed by crossing
respondents’ consumption of different audiovisual media and audiovisual products with demographic
variables through Pearson’s chi-square nonparametric tests.

A basic condition for carrying out Pearson’s chi-square test is that “frequencies lower than 5,
should not exceed 20% of the total expected frequencies”. The initial data tabulation made it clear that
such a condition was not fulfilled, as the frequencies lower than 5 considered exceeded 20%.

To correct that, the data was recoded. The variable age, which originally included seven categories,
was regrouped to include only three: 14 to 24 years old, 25 to 44 years old, and over 44 years old.
Accordingly, education was recoded into three categories: up to secondary studies, professional
education, and higher education (bachelor, master’s or doctorate degree). Regarding occupation, the
sample was grouped into three categories: employed, students, and unemployed. Monthly income
was grouped into just two groups: less than 3000 euros and more than 3000. Lastly, two groups were
defined for the number of family members: 3 or fewer members and more than 3 members. Table 3
summarizes the sample’s sociodemographic characteristics already recoded into the described groups.

Table 3. Recoding sociodemographic variables and profile of the sample.

VARIABLE Freq % VARIABLE Freq %

GENDER AGE

Men 208 43% From 14 to 24 years old 84 17.4%
Women 276 57% From 25 to 44 years old 271 56%

Over 44 years old 132 26.6%

EDUCATION Freq % OCCUPATION Freq %

Secondary school 170 35.1% Employed 308 63.6%
Professional education 174 36% Students 78 16.1%
Higher education 140 28.9% Unemployed 98 20.3%

MONTHLY INCOME Freq % NUMBER OF FAMILY MEMBERS Freq %

Less than 3000 per month 349 70.9% 3 or fewer members 339 70.1%
More than 3000 per month 141 20.1% More than 3 members 145 29.9%

After the recoding procedures, Pearson’s chi-square tests were applied to each combination
between sociodemographic variables and the means of accessing audio-visual content, in order to
explore possible relationships. During the tests, the null hypothesis that the demographic variable had
no statistically significant relationship with the means of accessing audiovisual content was accepted
when the p-value was higher than 0.05. The tests’ results are summarized in Table 4 and addressed in
more detail as follows.



Soc. Sci. 2019, 8, 239 6 of 17

Table 4. Pearson’s chi-square tests between means of accessing audio-visual content and
sociodemographic variables.

Media
Bilateral Asymptotic Significance

Gender Age Education Occupation Monthly
Income

Number of
Family Members

Cinema 0.529 0.000 0.000 0.001 0.000 0.393
TV/DTT 0.014 0.323 0.008 0.532 0.001 0.125
Paid TV 0.054 0.000 0.118 0.404 0.001 0.411

Video/DVD 0.988 0.000 0.000 0.003 0.000 0.478
Multimedia 0.002 0.000 0.069 0.000 0.043 0.191

Radio 0.583 0.000 0.379 0.067 0.002 0.258

- Gender: The null hypothesis is accepted for most cases, as most p-values are higher than 0.05.
In other words, the media through which consumers access audiovisual contents is generally
unrelated to their gender. Only two media showed a statically significant relationship (p < 0.05)
with gender. In this context, women consume less multimedia (p = 0.002) media and more
television/DTT (p = 0.014).

- Age: The consumption of five types of media showed a statistically significant relationship
(p < 0.05) with age: cinema, paid TV, video/DVD, multimedia, and radio, which all had p-values of
0.000. Consumption of cinema, paid TV, video/DVD, and multimedia is higher amongst younger
consumers. Radio, on the other hand, has significantly lower consumption by this demographic.
Results regarding age and media consumption are summarized in Table 5.

Table 5. Choice of audio-visual media outlet according to age (averages).

Medium
Average

From 14 to 24 Years Old From 25 to 44 Years Old More than 44 Years Old
Cinema 2.81 2.64 2.25
Pay TV 2.39 2.13 1.80

Video/DVD 2.83 2.65 2.40
Multimedia 3.33 2.33 1.78

Radio 3.05 3.70 3.64
1: I do not consume it at all; 5: I consume it daily

- Education: Three of the six media analyzed (paid TV, multimedia and radio) showed no statically
significant relationship (p < 0.05) with the respondents’ level of formal education. On the other
hand, a positive relationship was found on the other three: TV/DTT, cinema, and video/DVD.
More specifically, respondents with higher education degrees (first and second level, respectively)
consumed more cinema and video/DVD. In the case of television/DTT, the groups with the highest
consumption were those with the lowest and highest levels of education, as summarized in
Table 6.

Table 6. Cinema, TV, and video/DVD consumption according to education (averages).

Medium
Average

Secondary School Professional Education Higher University Studies
TV/DTT 4.36 4.19 4.38
Cinema 2.46 2.66 2.58

Video/DVD 2.56 2.54 2.78

1: I do not consume it at all; 5: I consume it daily

- Occupation: The consumption of three types of audiovisual media showed a statistically
significant relationship (p < 0.05) with occupation: Cinema, video/DVD, and multimedia, as their
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p-values range from 0.000 to 0.003. In all three cases, students consumed significantly more than
workers and unemployed people, as summarized in Table 7.

Table 7. Cinema, video/DVD, and multimedia consumption according to occupation (averages).

Medium
Average

Employed Students Unemployed

Cinema 2.62 2.76 2.55
Video/DVD 2.65 2.81 2.36
Multimedia 2.20 3.33 2.08

1: I do not consume it at all; 5: I consume it daily

- Monthly income: All media platforms showed statistically significant relationships (p <0.05)
with family monthly income. In the case of cinema, paid television and video/DVD, the higher
the income, the greater was the frequency of consumption. In the case of TV/DTT, radio and
multimedia, the relationship was negative. Results regarding the relationship between monthly
income and media consumption are summarized in Table 8.

Table 8. Audiovisual consumption according to monthly income (averages).

Medium
Average

Less Than 3000 Euros More Than 3000 Euros

Cinema 2.43 2.91
TV/DTT 4.40 4.10
Paid TV 1.98 2.34

Video/DVD 2.61 2.64
Radio 3.65 3.45

Multimedia 2.40 2.24

1: I do not consume it at all; 5: I consume it daily

- Number of family members. None of the analyzed audiovisual media showed a statistically
significant relationship (p < 0.05) with the number of members on respondents’ family units.
Consequently, the null hypothesis of independence was accepted for all categories.

In the face of the addressed results, H1 (first objective) was only partially supported, as some
sociodemographic variables do influence the choice of audiovisual consumption medium, especially
age and income (which are related to the choice of 5 of the 6 proposed media). On the other hand,
the number of family members did not influence such choice at all. Table 9 summarizes the results
regarding the relationships between the consumption of different audiovisual content media and
sociodemographic variables.

Table 9. Sociodemographic variables that influence audiovisual media consumption.

Variable Related Media Choice

Gender
Multimedia

TV/DTT

Age

Cinema
Paid TV

Video/DVD
Multimedia

Radio
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Table 9. Cont.

Variable Related Media Choice

Education
Cinema

Video/DVD
TV/DTT

Occupation
Cinema

Video/DVD
Multimedia

Monthly Income

Cinema
TV/DTT
Paid TV

Video/DVD
Radio

Multimedia

Pearson’s chi-square tests were also applied to each combination between sociodemographic
variables and audiovisual products, in order to explore possible relationships. Results are summarized
in Table 10.

Table 10. Pearson’s chi-square test between audiovisual products and profile variables.

Audiovisual
Product

Bilateral Asymptotic Significance

Gender Age Education Occupation Monthly
Income

Number of
Family Members

Films 0.320 0.024 0.838 0.007 0.121 0.528
TV series 0.016 0.009 0.007 0.417 0.300 0.163

Documentaries 0.258 0.000 0.108 0.000 0.535 0.289
Reality shows 0.000 0.000 0.255 0.000 0.249 0.055

Miniseries 0.552 0.029 0.002 0.024 0.104 0.552
Sports 0.000 0.281 0.000 0.791 0.084 0.198
News 0.613 0.000 0.187 0.087 0.041 0.912

Gossip shows 0.000 0.000 0.103 0.000 0.615 0.013
Entertainment

shows 0.000 0.000 0.000 0.003 0.609 0.080

- Gender: the consumption of five audiovisual products showed a statically significant relationship
(p < 0.05) with gender: series, reality shows, sports, gossip shows, and entertainment shows.
In this context, women consume more reality shows, tv series, gossip shows and entertainment
shows. Meanwhile, men watch more sports. The consumption of the remaining audiovisual
products was shown to be unrelated to gender. Results on gender and audiovisual product
consumption are summarized in Table 11.

Table 11. Audiovisual product consumption according to gender (averages).

Average

Gender Series Reality Shows Sports Gossip Shows Entertainment Shows
Men 3.66 2.13 3.82 1.78 2.46

Women 3.86 2.61 2.44 2.52 3.05
1: I do not consume it at all; 5: I consume it daily

- Age: The consumption of eight types of audiovisual products showed a statistically significant
relationship (p < 0.05) with age: films, TV series, documentaries, reality shows, news programs,
mini-series, gossip shows and entertainment shows. In this context, documentaries, mini-series
and films were consumed more frequently by people between 25 and 44 years old; reality shows
were mostly watched by adolescents and young adults (14–24 years); and finally, TV series,
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news programs, gossip shows, and entertainment shows were more frequently consumed by the
more mature group (more than 44 years old). Results regarding age and audiovisual products’
consumption are summarized in Table 12.

Table 12. Audiovisual products consumption according to age (averages).

Audiovisual Product
Average

14 to 24 Years Old 25 to 44 Years Old More Than 44 Years Old
Films 3.62 3.90 3.61

TV series 3.32 3.65 3.73
Documentaries 2.42 3.04 2.95
Reality shows 3.03 2.29 2.24

Mini-series 2.51 2.66 2.40
News 3.26 3.92 4.21

Gossip shows 2.30 2.05 2.45
Entertainment shows 2.71 2.77 2.91

1: I do not consume it at all; 5: I consume it daily

- Education: The consumption of four audiovisual products showed a statistically significant
relationship (p < 0.05) with respondents’ level of formal education: TV series, mini-series, sports,
and gossip shows. In this context, sports and gossip shows had a negative relationship with
consumers’ education level, that is, people with only secondary school degrees consumed these
products the most, meanwhile those with higher education degrees watched them the least. TV
series and mini-series, however, were favored by people with professional training. Results
regarding choice of audiovisual products and education are summarized in Table 13.

Table 13. Audiovisual products consumption according to education (averages).

Audiovisual Product
Average

Secondary School Professional Education Higher Education
Series 3.72 3.83 3.76

Mini-series 2.52 2.64 2.51
Sports 3.19 3.17 2.66

Gossip shows 2.43 2.11 2.03

1: I do not consume it at all; 5: I consume it daily

- Occupation: The consumption of six audiovisual products showed a statistically significant
relationship (p < 0.05) with individuals’ occupations: films, mini-series, documentaries, reality
shows, gossip shows, and entertainment shows. Unemployed people consumed films, gossip
shows, entertainment shows and mini-series more frequently. Meanwhile, students showed
the highest consumption frequency of documentaries and reality shows. Results regarding
audiovisual products’ consumption and occupation are summarized in Table 14.

Table 14. Audiovisual products consumption according to occupation (averages).

Audiovisual Product Average

Employed Students Unemployed

Films 3.67 3.27 3.71
Mini-series 2.60 2.41 2.55

Documentaries 3.05 5.52 2.78
Reality shows 2.15 2.95 2.77
Gossip shows 1.96 2.42 2.78

Entertainment shows 2.70 2.66 3.22

1: I do not consume it at all; 5: I consume it daily
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- Monthly income: The consumption of most audiovisual products was shown to be unrelated to
respondents’ family income, since most p-values exceeded the level of significance (0.05). One
type of audiovisual product, however, did present a statistically significant relationship (p < 0.05).
In this context, news shows were consumed significantly more by consumers with lower monthly
incomes (less than 3000 €).

- Number of family members: Analogous to monthly income, the number of family members
is mostly unrelated to the choice of audiovisual products (p-value > 0.05 in 8 of the cases).
The consumption of one audiovisual product, however, did show a statistically significant
relationship (p < 0.05) with this demographic variable. More specifically, reality shows were
consumed significantly more by members of family units with less than three individuals.

In the face of the addressed results regarding the consumption of different types of audiovisual
products and its relationship with sociodemographic variables, which are summarized in Table 15, H2
(objective 2) is also only partially supported. Certain sociodemographic variables do have a statistically
significant relationship with the type of audiovisual product respondents consume, especially gender,
age, and occupation. On the other hand, family monthly income and number of family members was
shown to be mostly unrelated with the type of audiovisual products consumed.

Table 15. Sociodemographic variables that influence audiovisual products consumption.

Variable Related Choice of Audiovisual Products

Gender

Series
Reality shows

Sports
Gossip shows

Entertainment shows

Age

Films
TV series

Documentaries
Reality shows

Mini-series
News

Gossip shows
Entertainment shows

Education

TV series
Mini-series

Sports
Entertainment shows

Occupation

Films
Mini-series

Documentaries
Reality shows
Gossip shows

Entertainment shows

Monthly income News

Number of family members Gossip shows

The TV series consumption presented an average of 3.77 (close to 4, which implies weekly
consumption, as addressed in Figure 1) and a mode of 4 (selected by 39.9% of respondents) in the
adopted Likert scale. Therefore, it is second only to news within the study’s sample. In summary,
viewers mostly consumed TV series and films in their leisure time, at least monthly, and some groups
even weekly.
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Higher education 5.71 9.29 23.57 25.71 35.71 

Occupation 
Employed 2.60 8.44 19.81 42.21 26.95 

Student 7.69 11.54 16.67 34.62 29.49 
Unemployed 3.06 11.22 23.47 36.73 25.51 

Less than 3000  2.62 10.20 18.66 41.11 27.41 

0 1 2 3 4

Films

Series

Documentaries

Reallities

Miniseries

Sports

News

Gossip shows

Leisure Shows

3.62

3.77

2.91

2.4

2.56

3.03

3.94

2.2

2.8

1: I do not consume it at all; 2: I consume it infrequently; 3: I consume it 
monthly; 4: I consume it weekly; 5: I consume it daily

Figure 1. Consumptions’ average of audiovisual products.

Finally, as shown in Table 16, the typical spectators who consumed series weekly were women,
between 25 and 44 years old, with higher education degrees, who earn less than 3000 euros per month
and with a family unit of three individuals or less. In addition, the mode within all demographic
groups was 4, which implies a weekly consumption. The exception was the group of people with
higher education degrees, who consumed TV-series even more frequently, as they had a mode of 5,
indicating a daily consumption.

Table 16. Series consumption according to demographic variables.

Variables
Consumption (%)

I Do Not
Consume

Low
Frequency

Every
Month

Every
Week Every Day

Gender
Men 5.77 8.17 21.63 43.27 21.15

Women 1.81 10.51 18.84 37.32 31.52

Age

14 to 24 years old 8.33 10.71 15.48 41.67 23.81
25 to 44 years old 2.21 8.86 18.45 37.64 32.84

More than 44 years
old 3.10 10.08 26.36 43.41 17.05

Qualifications

Secondary school 2.35 10.59 20.00 46.47 20.59
Professional

education 2.87 8.62 17.24 44.83 26.44

Higher education 5.71 9.29 23.57 25.71 35.71
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Table 16. Cont.

Variables
Consumption (%)

I Do Not
Consume

Low
Frequency

Every
Month

Every
Week Every Day

Occupation
Employed 2.60 8.44 19.81 42.21 26.95

Student 7.69 11.54 16.67 34.62 29.49
Unemployed 3.06 11.22 23.47 36.73 25.51

Monthly Income
(euros)

Less than 3000 2.62 10.20 18.66 41.11 27.41
More than 3000 5.67 7.80 23.40 36.88 26.24

Number of
family members

3 or less 2.95 10.91 19.76 37.76 28.61
More than 3 4.96 5.67 21.28 43.97 24.11

5. Discussion

Offering unique experiences tailored to each customer’s taste, is a strong trend in the current
economy (Paús and Molina 2014), especially in industries related to leisure and entertainment. Such a
trend is particularly relevant for the audiovisual industry, which has experienced a significant growth
since 2005 (Rodríguez et al. 2005). In this context, the industry has differentiated its offer both through
enhanced products (feature films, series, sports, documentaries . . . ) and by allowing customers to
view them through multiple platforms (e.g., TV, smartphone, Tablet . . . ).

Additionally, different genres are constantly offered in order to suit different market segments.
For example, in the case of series, there is comedy, drama, action, thriller, etc. This diversification is the
result of different customer needs, which in turn, are a consequence of a diverse and heterogeneous
society. As shown by the present study’s findings, for example, younger customers watch more
feature films, series, and reality-shows, which corroborates the previous results of Vidales et al. (2012),
according to which younger people prefer entertainment over information. Additionally, previous
investigations predicted that audio-visual consumption would increasingly take place through different
platforms, especially on demand ones (Kupferschmitt 2015; Mikos 2016). This is also corroborated by
the present work, again, particularly with younger spectators.

The findings also point to new opportunities for this sector, which can be financed by using its
products (series, feature films, programs . . . ) as a means of disseminating other products and brands.
More specifically, advertisers can use the knowledge provided by the present work regarding the
demographics that are more interested in each type of audiovisual product to make more informed
decisions within their advertising strategies. In certain countries, such as China, for instance, audio-
visual consumption is increasing substantially (Vlinkage 2016). Moreover, streaming platforms use
series as marketing tools by selling whole seasons (Tryon 2015). In this context, these platforms allow
for a continued consumption, which in turn, leads spectators to create stronger bonds with the series,
and even identify with characters, actors and plots (Fu et al. 2016; Horton and Wohl 1956). This whole
new way of consuming TV series makes such products significantly more attractive (Kranz 2015) and
accessible for bigger audiences, which has a huge contribution to their current increased popularity.

6. Conclusions

6.1. The Audiovisual Profile

The current consumer is more interested in having more leisure time than in earning extra money.
This is implied in a series of changes in their needs, and consequently, in their consuming habits. In this
context, as pointed out by Serra and Salvi (2014), culture and entertainment, and more specifically, TV
shows, become staples of contempory leisure. Therefore, the audio-visual industry plays an important
role in the so-called new era, or leisure society.

More recently, with the advent of new information technologies, audio-visual consumption gained
new dimensions, as contents can now be accessed through different devices and in very diverse
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circumstances (García and María 2014). In parallel, TV series gained extraordinary popularity, and are
currently the most frequently consumed audio-visual product after news. TV series are mostly watched
via DTT television, streamed on different devices (tablets, smartphones or portable computers). Online
TV series consumption (including downloaded episodes and streaming, either through television
networks’ websites or through dedicated platforms) is expected to increase even further in the coming
years. New technologies also allow for new ways of interacting with TV shows and fellow spectators,
for instance, as observed by Harrington et al. (2012), through online comments and discussions.

The results of the present investigation showed that audio-visual consumption is significantly
related to sociodemographic variables, particularly in terms of choice of audio-visual media and
products. In this context, corroborating the results obtained by Vidales et al. (2012), the younger
audience consume more audio-visual products. Moreover, the findings also point out that men
consume more than women. Regarding income, wealthier people consume more cinema and TV, and
are more likely to pay for it. Inversely, those who have lower incomes consume more DTT TV, radio,
and multimedia applications. Regarding the products consumed, in relation to gender, women prefer
reality-shows, TV series, heart1 and leisure programs, while men prefer sports. Reality-shows are
mostly consumed by young students, while documentaries, mini-series, and feature films are preferred
by seniors.

The present investigation contributes to understanding the audio-visual consumer. In this context,
film and TV producers can use the achieved findings as a basis for their marketing strategies. Moreover,
results can also orientate the choice of advertisers regarding which audio-visual product to be associated
with, depending on their target audience.

6.2. Implications for the Audiovisual Sector

The results of the present study bring about some relevant implications for the Spanish audiovisual
sector. Knowing which demographic groups are the most interested in each product, executives can
make more informed decisions about which types of products to create or broadcast in order to attract
a higher number of viewers. As an example, the results suggest that producers should broadcast
more reality-shows and mini-series on TV channels and online platforms aimed at younger audiences,
as they show a higher demand for these types of products. In the case of TV channels, these products
should be broadcast in times that better suit the audience. Accordingly, documentaries should be
broadcast in times when seniors most watch TV. Additionally, advertisers can use this knowledge to
decide which programs’ audience best matches their target markets.

6.3. Limitations of the Study and Future Lines of Research

The main limitation of the present study is with regard to its setting, which was limited to Spain.
Hence the results cannot be extrapolated to other countries. As audiovisual consumption varies
according to the socio-demographic profile, it can also do so according to the geographical area in
which consumers live, since it implies different habits and culture. In this context, future studies
should expand the findings obtained in the present investigation by exploring the relationship between
audiovisual consumption patterns and sociodemographic variables in other countries, as well as by
carrying out cross-cultural comparisons.
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editing, N.A.V. and L.C.
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1 In Spain they are a type of usual program within television programming, also called the pink press. Their content consists
mostly of news about the lives of celebrities, which might include socialites, artists, and reality-show participants.
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PRESENTATION: Good morning/afternoon. We are conducting research on the habits of 
consumption of the viewer (from the University of Vigo). We would appreciate if you could 
dedicate a few moments of your time to fill out the questionnaire. The data will be 
confidential and treated only globally. Thank you very much in advance for your time. 

PART A: Audiovisual sector. Habits. 

1. Within the audiovisual sector, which of the following media/subsectors do you usually 
consume? (Mark from 1 to 5, being 1: I do not use it at all, 2: I consume it infrequently, 3: all 
month, 4: all week, 5: daily). 

Cinema 1 2 3 4 5 
TV/DTT 1 2 3 4 5 
Pay TV 1 2 3 4 5 
Video/DVD 1 2 3 4 5 
Multimedia 1 2 3 4 5 
Radio 1 2 3 4 5 

2. Regardless of the subsector in which it is consumed, what are the products that you consume 
the most in these media? (Mark from 1 to 5, being 1: I do not use it at all, 2: I consume it 
infrequently, 3: all month, 4: all week, 5: daily). 

Films 1 2 3 4 5 
Series  1 2 3 4 5 
Documentaries 1 2 3 4 5 
Realities 1 2 3 4 5 
Mini-series 1 2 3 4 5 
Sports 1 2 3 4 5 
News 1 2 3 4 5 
Gossip shows 1 2 3 4 5 
Leisure and entertainment shows 1 2 3 4 5 

PART B: Profile 

INDICATE TO US NOW THE FOLLOWING INFORMATION, PLEASE 

3. Gender 

 Man 
 Woman 

4. Age 

 From 14 to 19 years old 

THE INFLUENCE OF SOCIODEMOGRAPHIC VARIABLES IN MEDIA AND 
AUDIOVISUAL PRODUCTS CONSUMPTION 

PRESENTATION: Good morning/afternoon. We are conducting research on the habits of
consumption of the viewer (from the University of Vigo). We would appreciate if you
could dedicate a few moments of your time to fill out the questionnaire. The data will be
confidential and treated only globally. Thank you very much in advance for your time.

PART A: Audiovisual sector. Habits.

1. Within the audiovisual sector, which of the following media/subsectors do you usually
consume? (Mark from 1 to 5, being 1: I do not use it at all, 2: I consume it infrequently,
3: all month, 4: all week, 5: daily).

Cinema 1 2 3 4 5

TV/DTT 1 2 3 4 5

Pay TV 1 2 3 4 5

Video/DVD 1 2 3 4 5

Multimedia 1 2 3 4 5

Radio 1 2 3 4 5

2. Regardless of the subsector in which it is consumed, what are the products that you consume
the most in these media? (Mark from 1 to 5, being 1: I do not use it at all, 2: I consume it
infrequently, 3: all month, 4: all week, 5: daily).

Films 1 2 3 4 5

Series 1 2 3 4 5

Documentaries 1 2 3 4 5

Realities 1 2 3 4 5

Mini-series 1 2 3 4 5

Sports 1 2 3 4 5

News 1 2 3 4 5

Gossip shows 1 2 3 4 5

Leisure and entertainment shows 1 2 3 4 5

PART B: Profile
INDICATE TO US NOW THE FOLLOWING INFORMATION, PLEASE



Soc. Sci. 2019, 8, 239 15 of 17

3. Gender

� Man
� Woman

4. Age

� From 14 to 19 years old
� From 20 to 24 years old
� From 25 to 34 years old
� From 35 to 44 years old
� From 45 to 54 years old
� From 55 to 64 years old
� Over 65 years old

5. Qualifications

� No studies
� Primary studies
� Secondary studies
� Professional training
� Bachelor
� University degree
� PhD or Postgraduate

6. Occupation

� Employed worker
� Official
� Autonomous
� Housekeeper
� Student
� In unemployment
� Retired

7. Income

� 1501–3000 €
� 3001–4500 €
� 4501–6000 €
� More of 6000 €

8. No. of family members ________________

THANK YOU FOR YOUR COLLABORATION!!
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