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WELCOME FROM THE ERA CHAIR 
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WELCOME FROM THE ERA CHAIR 
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2025 ERA OVERVIEW

KIM BAYLEY
CHIEF EXECUTIVE ERA'

INVESTMENT AND 
CREATIVITY OF DIGITAL 
SERVICES AND RETAILERS 
DRIVES GROWTH
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2025 ERA OVERVIEW
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.,'1)+,.2"1.,"87..,%'+="2'10)%0"$-,."f9GGG")%S
2'$.,"1%#"$7'S$/S2'$.,"<,./$.61%8,2"1"=,1.9"'(,"
61E$.)'="$/"'(,6"/,1'7.)%0"`^"1.')2'24

!'"312"1"#.161')8"<.$$/"$/"'(,"-1+7,"$/"'(,"Y7'7.,"
Z,1#,.2&")%<7'4"!%"E72'"1"=,1.")'"(12":,8$6,"1"',%'"
<$+,"?@A"18')-)'="1+$%02)#,"278(",2'1:+)2(,#"
,+,6,%'2"278("12".,2,1.8("1%#")%2)0('9"$7."
.$+,"12"$.01%)2,."$/"@,8$.#"X'$.,"\1="1%#"$7."
+$::=)%0"$%":,(1+/"$/"'(,"2,8'$.4

!&6"0+1#"'$".,<$.'"1++"'(,2,"'$$",%E$=,#"2788,224
@,8$.#"X'$.,"\1="KGKd"312"'(,"+1.0,2'"1%#"6$2'"
2788,22/7+"=,'")%"'(,",-,%'&2"TU"=,1."()2'$.=9"3)'("

'(,"%76:,."$/"2'$.,2"<1.')8)<1')%0")%8.,12)%0"'$"
KhU"1%#"2<1.*)%0"'(,"()0(,2'"3,,*+="1+:76"21+,2"
/.$6")%#,<,%#,%'"2'$.,2"2,,%")%"'(,"`^"2)%8,"1'"
+,12'"Tjjf4">7."$'(,."61E$."<.$6$')$%9"J1')$%1+"
A+:76"\1=9"

DSPs ARE 
FUNDING 
MORE THAN 
60 INITIATIVES 
SUPPORTING 
MUSICIANS AND 
CREATORS $.01%)2,#")%"8$++1:$.1')$%"3)'("'(,"WM!"1+2$"

,%E$=,#"2788,22"1%#")2"/12'":,8$6)%0"1"NC'7.,")%"
'(,"81+,%#1.4

!%".,2,1.8("1%#")%2)0('"3,"61#,"1"2)0%)N81%'"
7<0.1#,"'$"$7.")%#72'.=S2'1%#1.#"8$%276,."
'.18*)%0"2'7#=9"23)'8()%0"'$"A!S<$3,.,#"
.,2,1.8("10,%8="Y$81+#1'14"5(,"N.2'"/.7)'2"$/"'(1'"
<1.'%,.2()<"+$$*"-,.="<.$6)2)%04

O,1%3()+,")%"]$-,.%6,%'"AI1).2"3,"8$%')%7,#"
'$"(1-,"1"-,.=":72="10,%#1"12"3,"1.07,#"$7."
2,8'$.&2"812,"$%":$'("672)8"2'.,16)%0"1%#"'(,"
8$%27+'1')$%2"$%"A!"1%#"8$<=.)0('4

!"(1-,"+$%0":,+),-,#"'(1'"'(,"?@A"',16")2"
'(,":,2'")%"'(,":72)%,22"1%#"!"312"'(,.,/$.,"
#,+)0(',#"3(,%"?@A"312")%#,,#"2($.'+)2',#"/$."
5,16"$/"'(,"k,1."1'"'(,"5.1#,"A22$8)1')$%"Y$.76"
A31.#24"!"3$7+#"+)*,"'$"0)-,"1"<1.')87+1."2($7'S
$7'"'$"?@A"l,1#"$/"><,.1')$%2"1%#"6="#,"/18'$"
#,<7'="O,01%">0+,:=SM10,"3($")2"87..,%'+="
$%"61',.%)'="+,1-,9"3()+,"1+2$"3,+8$6)%0":18*"
M($,:,"X8$''"3($"(12".,'7.%,#"'$"?@A"'$"8$-,."
#7.)%0"O,01%&2"1:2,%8,4

!"/,,+",C'.,6,+="/$.'7%1',"'$"(1-,"278("1"',169"
1%#"$/"8$7.2,"'$".,<.,2,%'"278("1"-):.1%'"
6,6:,.2()<4
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INNOVATION

LUCIE CASWELL
CHIEF INNOVATION AND 
GOVERNMENT AFFAIRS 
OFFICER'

THE POWER OF 
CONNECTION

l1<<="KGKL4"X7:',C'V"')6,"'$".,0.$7<4"A"%,3"=,1."
8$6,2"3)'("1"%1'7.1+")%2')%8'"'$".,8$%%,8'4"D,"
8(,8*S)%"3)'("$7.2,+-,29")%"'(,"8$%',C'"$/"3(1'"
3,"(1-,"#$%,"1%#"3(1'"3,"31%'"'$"#$4"!'&2"$7."
1%%71+"mO>5&"$/"($3"3,"1.,".,+1')%0"'$"'(,"3$.+#9"
)%"3$.*9")%"<,.2$%"$.")%"+)/,4"5()2"122,226,%'"
.,a7).,2"72"'$"'()%*"$/"'(,"$'(,."'()%02"3,"1.,"
8$%%,8',#"'$"1%#"8$6<1.,#"3)'(9"'$",-1+71',"
1%#"'$"<+1%4"D,"+$$*"1'"1++"'(,")%/$.61')$%"3()8("
1I,8'2"72"'$"N07.,"$7'"3(1'")'"16$7%'2"'$"1%#9"
3(1'"%,C'4"A++"'()2".,+1')$%1+"#1'1"8.,1',2"'(,"
',C'7.,2"3()8("/$.6"$7."/$7%#1')$%2"1%#")%/$.6"
$7."#,8)2)$%24"

X(1*,"'(,"2%$3S0+$:,"1%#"2,,"($3")'"/1++29"/$."1"
%,3"=,1.4"5(,"<1'',.%2"2(1<,"'(,"%,C'"/.16,")%"
$7."2'$.="1%#"'(,"%,C'":1."$/"$7."2$7%#'.18*4"

A"-,.="(761%"1%1+$0="/$."$7."8.,1')-,"',8("
2,8'$.9"1'"'()2"')6,4"J,3"',8("3()8("<.,2,%'2"

1"%,3"281+,"$/")%/$.61')$%"1%#"<$22):)+)'=9"(12"
2(1*,%"7<"$7."3$.+#"1%#"3,"1.,"+,1.%)%0"'$"
/$.6"<$22):)+)'),2"/.$6"'(,"6=.)1#"$/"<$',%')1+"
27..$7%#)%0"724"l$3"#$"3,"8$%%,8'"'(,"#$'2"
/.$6"'(,"#,+70,"$/")%/$.61')$%"'$"(,+<"72"'(.)-,b"
D)++")'"/7+N+"$7.")610)%1')$%2"1%#"61*,":$'("
',8(%)81+"1%#"1.')2')8"8.,1')-)'="H$7.)2("$.9"3)++")'"
8(1%0,"$7."/7'7.,2"7%.,8$0%)21:+=b"A++"$/"72")%"
'(,"8.,1')-,S',8(":7::+,"3)++"21="'(1'"KGKd"3129"
3,++9"1"+$'4"

X$6,"8,.'1)%'),2"1.,"2,''+)%0"/12'4

>)+)'&"49'93/+'
B.,1')-,"8$%%,8')$%2"1c.6"17'(,%')8)'=4"D(,%"
3,",C<,.),%8,"1.'9"1"8$6<+)81',#",C8(1%0,"$/"
)%/$.61')$%")2")%-$+-,#4"A2"'(,"17#),%8,9"3,"
.,8,)-,"1.')2')8")%/$.61')$%"3)'("$7.",C<,.),%8,"
1%#"8$%',C'4"D,".,'7.%"$7."$<)%)$%"'(.$70("
%$2'1+0)19".,2$%1%8,"1%#"-1+7,4"5()2",C8(1%0,"
/$.62"1"%,3"+1=,."$/")%/$.61')$%"/.$6"3()8("1%="
/7'7.,",C<,.),%8,")2".,8$0%)2,#9"8$6<1.,#"1%#"
,-1+71',#4"D,"#$%&'"7271++="%$')8,"'(,"8$6<+,C)'="
$/"'(,2,",C8(1%0,2"1%="6$.,"'(1%"1"+)2',%,."
'$"1"2$%0"8$%2)#,.2"($3"'(1'"2$%0"(12":,,%"
.,8$66,%#,#"'$"'(,69"($3"3,"N%#"'(1'"<($'$9"
$.9"($3"'(,"1.')2')8"8.,1'$.2"0,'"<1)#4"W,()%#"'(,"
28,%,29"-)'1+"$.)0)%"#1'1")2"8.,1',#"1%#",C8(1%0,#4"

5($2,"$/"72"m7%#,."'(,"($$#&9")%"'(,"+,01+"1%#"
$<,.1')$%1+"3,,#2"$/"($3"8.,1')-)'=")2"<7'")%'$"
'(,"3$.+#9".,8$0%)2,"'()2"8.)')81+"#1'1",C8(1%0,4"
A.'"8$6,2")%'$"'(,"3$.+#"3)'("$.)0)%"#1'1"3()8("
)#,%')N,2"3(1'")'")2"1%#"3($2,")'")24"!%"'(,"`^9"
8.,1')-)'="(12"8$<=.)0('":="-).'7,"$/"6,.,+="
,C)2')%0V"5()2"m6,'1&S#1'1"',++2"'(,"3$.+#"3($2,"
.)0('2"'(,="1.,4"D)'("'(1'")%/$.61')$%9",-,.="<),8,"
$/"8.,1')-,"8$%',%'&2"E$7.%,="81%":,"a71%')N1:+,9"
-,.)N1:+,"1%#"8$%'.$++1:+,4">%,"<),8,&2"<1.')87+1."
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%,3"'$$+2"'$",%(1%8,9"<.$',8'"1%#"/18)+)'1',"'(1'"
8$667%)81')$%"1%#"'$",%1:+,"1++"'(1'"3,"81%%$'"
=,'")610)%,4"\1'1")%%$-1')$%")2":72)%,22"8.)')81+9"
%$'"$<')$%1+4""

?$@-'2)++-1/;'*"%%-*+$"%'7"1#/'
D,"81%&'"61%10,"'(,"281+,"1%#"#,%2)'="$/"
-)'1+"#1'1"3,"3)++"%,,#"'$9"3)'($7'"618()%,"
)%',++)0,%8,"1:+,"'$"18'"1'"+)0('S2<,,#9"0+$:1++=4"
5(,",C8)')%0"'()%0")2"'(1'"2$6,"$/"'()2"',8(%$+$0="
1+.,1#=",C)2'24"B$6<1%),2"1.,"#,-,+$<)%0"1%#"
8$1+,28)%0"2$/'31.,"3()8(")2"<.$-,%"1:+,"'$"
*%$3"($3"1"/.18')$%"$/"8$<=.)0('"2$7%#2"1%#"
3($2,")'")29"1%=3(,.,4"5,8(%$+$0),2"1.,",%1:+)%0"
8.,1'$.2"'$".,1+)2,")610)%1')$%")%"31=2")6<$22):+,"
'$"1.')87+1',":,/$.,"1%#"8,.'1)%+=")6<$22):+,"'$"
1I$.#"'$"8.,1',4"M$3,./7+",c8),%8),2"1.,"%$3"
,%1:+)%0"188,22"'$"#)12<$.1"$/"/1%2"'($721%#2"
$/"6)+,2"131=9"8$%%,8',#":="',8("1%#"1:+,"'$"
-1+7,"1%#".,67%,.1',"8.,1'$.2"1%=3(,.,4"A"-,.="
<,.2$%1+"'.):,"8$667%)81')%0"$%"1"0+$:1+"2'10,4"
D,"+$-,"'()2"',8(4"

A'"'(,"216,"')6,9"'(,"8$%-,.21')$%"()'2"1"
#)22$%1%8,"3(,%"',8(%$+$0="/,,+29"'$$":)04"
X=2',62")%"0,%,.1+"1%#"<$+)')82")%"<1.')87+1.9"1.,"
2+$3"'$"*,,<"7<"3)'("'(,",C<+$2)-,"2<,,#"$/"
)610)%1')$%"1%#"8.,1')-)'=9"3(,'(,."',8(%)81+"
$."1.')2')84"X$6,"'1*,"1#-1%'10,"$/"'()2"1%#"
.7%":,/$.,",-,.=$%,")2"1'"'(,"2'1.')%0"+)%,4"
D,"1.,"2,,)%0"'(,"8$%2,a7,%8,2"$/"'($2,"
/1+2,"2'1.'2"12"'(,"8$7.'2"N.,"7<"1%#",-,.=$%,"
672'"0$":18*31.#2"'$".,1+)0%"1%#"2'1.'"101)%9"
8$++1:$.1')-,+=4"A+31=2"'.)8*="'$"#$4"A8')%0"
7%)+1',.1++=")%"1"8$++1:$.1')-,"3$.+#9"+,1#2"'$"
#)2'.72'"$/"'(,"/$.69".1'(,."'(1%"$/"'($2,"3($"
#)#%&'"<+1=":="'(,".7+,24"J$'",-,.=$%,"+$-,2"'()2"
6$6,%'4"

X'$<<)%0"'(,.,9"($3,-,.9"3$7+#":,"1"#1%0,.$72"
'.18*"'$"'1*,4"D,"213"()2'$.)81++=9"($3"2',<<)%0"
131="/.$6"%,3"',8(%$+$0="+,'"-1+7,".18,".)0('"
$7'"$/"'(,"#$$."7%')+"2$6,$%,")%%$-1')-,":+,3"
1"3()2'+,"1%#"<$)%',#")%"1%$'(,."#).,8')$%4"

COLLABORATION 
OF CREATIVITY 
AND TECHNOLOGY 
CREATES 
OPPORTUNITY
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)%/$.61')$%"18'2"+)*,"1":,18$%"/$.")'2,+/"1%#9")'"
1+2$")%/$.62"'(,"3($+,"61.*,'9"1+$%02)#,"'(,"
6,'1#1'1"$/"$'(,."8$%',%'4"!%#)-)#71+"18')-)'="
1%#",%010,6,%'":,8$6,"6)8.$"<1.'2"$/"618.$"
)%/$.61')$%"1%#"-1+7,"<.$<$2)')$%24"5()2"<.,8)$72"
#1'1",%27.,2"'(1'"%$"<1.'"$/"1%=")%#)-)#71+"3$.*"
0,'2"+$2'")%"'(,"$8,1%"$/")%/$.61')$%"3()8("
'$0,'(,.9":,8$6,2"1%"17#),%8,9"1"'.,%#"1%#"1"
61.*,'9"/7++"$/")%#)-)#71++="-1+71:+,"3$.*"1%#"
8$++,8')-,+="<$3,./7+"$7'8$6,24"5(,"6$.,"'()2"
)%/$.61')$%")%',.18'29"'(,"6$.,")'"81%"1+2$":,"
)6<.$-,#"1%#",%.)8(,#4"5(,":,'',."#1'1")29",-,%"
'(,"261++,2'"16$7%'"81%":,"8$6<1.,#9"/$7%#9"
<.$',8',#9"-1+7,#"1%#"#).,8',#4"?-,.=")%0.,#),%'"
)%"'(,"1.')2')8"7%)-,.2,"(12"1":1.8$#,"'$"($+#"1%#"
2(1.,";")/9")'"2,'2"$7'")%"+)/,"3)'("'($2,",22,%')1+"
#,'1)+2")%"<+18,4"5(,="1.,"<.$$/"$/"17'(,%')8)'=4"

J$)2="8$%-,.21')$%2")%"'(,"8.,1')-,"2,8'$."1:$7'"
3(1'"',8("81%"#$"1%#"3(,'(,."$7'8$6,2"3)++"
:,"<$2)')-,"$."$'(,.3)2,4"D(1'"3,"*%$3")2"'(1'"
1%="$7'8$6,")2"$%+="-1+71:+,"/$."1.'9")/"1.'"2(1.,2"
)'2"$.)0)%1+"#1'1"1%#"'(,"61.*,'"3$.*2"'$0,'(,."
'$"61)%'1)%9".,8$0%)2,9"1%#",-1+71',")'"12"'(,"
,C8(1%0,2"1%#")%',.18')$%2"(1<<,%9"/.$6"8.,1'$."
'$"/1%4"?-,.=$%,")%"$7."27<<+="8(1)%")2"18'71++="
)%"1"8).87+1.",8$%$6="$/"#1'1"1%#"-1+7,4">7."
8$66$%"18')-)'=")2"2(1.)%09"8$%%,8')%0"1%#"
8$667%)81')%04"D)'("'(,"7%<.,8,#,%',#"281+,"
1%#"<18,"$/"8$%',%'"1-1)+1:+,9"188,22):+,"1%#"%,3"
'$#1=9"17'(,%')8"#1'1")2"'(,"7+')61',"8$++1:$.1')$%"
$/"$7."')6,4"

?".,$/+$*)+-9'?315$5)4'
D()+,"<.,22"2($7'"1:$7'",C)2',%')1+"'(.,1'29"
$7.2"3$7+#":,"'$")0%$.,"'(,".1.,"6)%,.1+2"'(1'"
3,"'.7+=".,+="$%"S"$7."#1'14"l,1#+)%,"3$.#2")%"
$7."2,8'$."1.,"17'(,%')8)'="1%#"'.1%2<1.,%8=4"
W$'("1.,"2'$.),2"$/"8$%%,8')$%4"B$%%,8')$%"$/"
8.,1')-)'="'$"$3%,.2()<9"8$%%,8')%0"(761%"1.'"'$"
-1+7,"1%#"1++"#,N%,#9"8$%'.$++,#9"1%#"6$%,')2,#"
'(.$70("8$667%)81')%0"'(1'"6,'1")%/$.61')$%4"
D,"%,,#"1"+,-,+"$/"2$<()2')81')$%")%"$7."'$$+2"
'$"/18)+)'1',"'()2"-)'1+"8$%-,.21')$%4"!%8.,#):+,"
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INNOVATION

X'.,16)%0":,816,"-1+71:+,9"2(1.)%0"3,%'"/.$6"
<,,.S'$S<,,."'$"61.*,'2"$/",%010,6,%'"1%#"
(7%#.,#2"$/")%%$-1'$.2"3,.,"1:+,"'$"8.,1',"
'$$+2"'$"81'1<7+'"%,3"1.')2'29"%,3"0,%.,2"1%#"
%,3"6$%,=")%'$"0.$3'(9"272'1)%,#"%$3"/$."3,++"
$-,."1"#,81#,4"5(,"2788,22"312"%$'"1:$7'"1"
#)I,.,%'"*)%#"$/"',8(V")'"312"1:$7'"1"8$%%,8',#"
1<<.$18(4"

5(,"2$<()2')81')$%"$/"672)8"#)28$-,.="$%+)%,"
61*,2"%,3"8$%%,8')$%29"%,3"'.):,2"1%#"%,3"
,C<,.),%8,2"/$."/1%2"3($"1.,",%8$7.10,#"'$"2,,"
'(,)."1.')2'2"+)-,"1%#"'$":7=")%"1++"/$.61'24"P)%=+"
(12"27.0,#"1%#"=$7%0"0,%,.1')$%2"1.,",-,%"
:7=)%0"B\24"5(,".,8$.#"2($<")2"101)%"1"-)'1+9".,1+"
+)/,"6,,')%0"<$)%'"/$."#)0)'1+"0,%,.1')$%2"1%#"
1"2'10,"'$"'$6$..$3&2"1.')2'29"($2')%0"T")%"fG"
$/"'(,"`^&2"0)02")%"KGKd4"5(1'&2"1%"$7'2'1%#)%0"
#,6$%2'.1')$%"$/"'(,"#,61%#"'$"8$%%,8'"
3)'("1.')2'2"1%#"1"8+,1."8$%%,8')$%":,'3,,%"
#)0)'1+"1%#"<(=2)81+"8.,1')-)'=4"D,"(1-,"1+31=2"
8$%%,8',#")%"1++"/$.61'24"m].122.$$'2"6,1%2"
8.,1')$%"1%#"#)28$-,.=")%"'(,"8$667%)'=4"J$3"
'(,"1+0$.)'(6"1%#"'(,"()0("2'.,,'"1.,"8$%%,8',#"
'$$9"1%#")'"3$.*24"5(,2,"8$%%,8')$%2"672'":,"
272'1)%,#"/$."'(,"8).8+,"$/"8.,1')-,"-1+7,"'$"3$.*4"
A2"/1%29"8$++1:$.1')$%"18.$22"/$.61'2"61*,2"'$'1+"
2,%2,4"X$6,'()%0"'$".,6,6:,.9"12"1%")%#72'.=4

D(=b"W,8172,"8$++1:$.1')$%"(12"1+31=2"6,1%'9"
6$.,4"B$++1:$.1')$%"$/"8.,1')-)'="1%#"',8(%$+$0="
8.,1',2"1%"16<+)N81')$%"$/"$<<$.'7%)'=4"A"
<($%,"312"8.,1',#9"1"<,.2$%"<)8*,#")'"7<"S":7'"

)'"312"'$0,'(,."'(1'":)%1.="2)0%1+2"
:,816,"0$22)<9"%,329".,-,+1')$%24"
A"<)8'7.,9"1"28.)<'9"1"2$%0"1%#"1%"
$7'N'9"'$0,'(,.":,8$6,"1"610)81+9"
:+$8*:72',."N+64"5(,"618()%,.="
7%#,.%,1'("2(1.,2")%/$.61')$%"'$"
.,18("'(,".)0('"17#),%8,2"1%#".,'7.%"
'(,".)0('"-1+7,9"*,,<)%0"'()2"610)8"
8$6)%04"B$%%,8')$%"61*,2"2$6,'()%0"
2'.$%0,."1%#"18(),-1:+,")%"%,3"/$.64"5(,"
<$22):)+)'),2",-$+-)%0")%"',8("'$#1="1.,"$<,%)%0"
7<"$<<$.'7%)'),2"/$."%,3"8.,1')-,"(,)0('29"%,3"
)610)%)%029"61%=")6<$22):+,"3)'($7'"'(1'"
,22,%')1+"8$++1:$.1')$%4"5,8(")2"E72'"1"'$$+"3)'($7'"
8$%%,8')$%"'$"1"<7.<$2,9"2$"'(,"$7'8$6,2"1.,"/$."
72"'$"#,8)#,4"

A""2$%&'"3+='?,)1$%&'$/'*)1$%&'
D,"+)-,")%"#)-)2)-,"')6,24"J$'":,8172,"$/"
',8(%$+$0=":7'":,8172,"$/"'(,"-,.="(761%"
<.,$887<1')$%"3)'("<$3,.4"D,1*,%)%0"
8$%%,8')$%2"3)'()%"$7."8$667%)'),2"+,1#2"'$"
#)2'.72'":7'")/"3,"8$667%)81',9"3,"81%"#).,8'"
$7."$3%"%1..1')-,4"!"16"'(,.,/$.,"2$"(,1.',%,#"'$"
2,,"$7."8.,1')-,"8$667%)'="8$++,8')-,+="81++)%0"
$7'"#)-)2)-,"61%)<7+1')$%2")%"'(,"3)#,."3$.+#4"!'"
)2"',2'16,%'"'$"'(,")%8.,#):+,9"8$%%,8')%0"<$3,."
$/"1.'9"'(1'")'"81%"8.,1',".,1+"8$667%)'="101)%2'"
#1%0,.$72"<.,E7#)8,4"!'"1+2$"2($32"'(1'"3,"1.,"
1+)-,"'$"8$%%,8')$%9"3,"1.,"3,+8$6)%0"$/")'9")%"
1++"$7."2,%2,29"1%#"3,"1.,")%8.,#):+="<$3,./7+"
3(,%"8$667%)81')%0"'(.$70("1.'4"Z,'&2"'1*,"
$7."8$%%,8',#"2'.,%0'("12"'(,"/7,+"/$."$7."$3%"

2788,224

B$%%,8')%0"3)'("',8(%$+$0="
.,1+)2,2"<$',%')1+4"B$++1:$.1')%0"
6,1%2"2(1.,#"8$%'.$+"1%#"
2788,224"Y.$6"'(,"#1="3,"'$$*"
1.'"($6,9"3(,'(,."$-,."'(,"
1).31-,2"$.")%"$7."<$8*,'9"3,"
61#,"8,.'1)%"'(1'"'(,":.)0(',2'"
/7'7.,"$/"1.'9"',8("1%#"<$22):)+)'=9"
)2")%"$7."(1%#24
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THE 
SOPHISTICATION 
OF MUSIC 
DISCOVERY 
MAKES NEW 
CONNECTIONS
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ERA FUTURE LEADERS

!"#$%&'#(")*+,$#"
HEAD OF OPERATIONS'

ERA FUTURE 
LEADERS 
KGKd"213"'(,"+17%8("$/"?@A&2"Y7'7.,"Z,1#,.2"M.$0.166,9"8.,1',#"'$"8,+,:.1',"'(,"%,C'"0,%,.1')$%"$/"
,C,87')-,"'1+,%'"18.$22"#)0)'1+"<+1'/$.62"1%#"<(=2)81+".,'1)+,.24"!'2"$:E,8')-,")2"'$")%87:1',"/12'S.)2)%0"
=$7%0",C,87')-,2":="<.$-)#)%0"%,'3$.*)%0"1%#"6,%'$.)%0"$<<$.'7%)'),2"12"3,++"12",%27.)%0"'(,)."
-$)8,2"1.,"(,1.#")%"3(1'")2"1"/12'S8(1%0)%0",%',.'1)%6,%'"+1%#281<,4

5(,",C,82"2($3%":,+$3"61*,"7<"'(,"Y7'7.,"Z,1#,.2"].$7<9"(1-)%0":,,%")%#78',#"-)1"1"%,3"@)2)%0"X'1."
A31.#"28(,6,"+17%8(,#"1'"?@A&2"1%%71+"?%',.'1)%6,%'"B(16<)$%"A31.#2"1'"X766,."M1.'=4"

Outcomes delivered in the programme’s inaugural year include:
n" ?2'1:+)2(,#"1"X,8'$."D)#,"O,%'$.)%0"X8(,6,_"2'.1',0)81++="<1).)%0"6,6:,.2"$/"'(,"0.$7<"3)'("
<.$6)%,%'"N07.,2"/.$6"'(,"18.$22"'(,",%',.'1)%6,%'")%#72'.=9"'$"<.$-)#,"#,#)81',#"27<<$.'"/$."
<.$/,22)$%1+"#,-,+$<6,%'"1%#"81.,,."1#-1%8,6,%'"$<<$.'7%)'),24"

n" Y18)+)'1',#"1"X<,,#"J,'3$.*)%0"?-,%'_"8$$.#)%1',#"1"#=%16)8"2<,,#S%,'3$.*)%0",-,%'"1'"X*=&2"
l,1#a71.',.29":.)%0)%0"'$0,'(,.")%#72'.="+,1#,.2"1%#")%%$-1'$.2"/$."1"2,.),2"$/"2'.78'7.,#"Td"6)%"
2,22)$%2"TST4"5()2"312"#,2)0%,#"'$":.$1#,%"'(,"0.$7<&2"<.$/,22)$%1+"%,'3$.*"1%#"<.$-)#,"188,22"'$"
)%-1+71:+,",C<,.')2,"1%#"1#-)8,"/.$6"1"#)-,.2,".1%0,"$/",C,87')-,24

n" B$%#78',#"1"W.)')2("O72)8"Z1%#281<,"A7#)'_")%)')1',#"1%#"#,-)2,#"1%")%S#,<'("17#)'"$/")%)')1')-,2"($2',#"
:="?@A"6,6:,.2"'(1'"27<<$.'",6,.0)%0"`^"'1+,%'";"1%"1.,1"$/"<1.')87+1."/$872"/$."'(,"0.$7<")'2,+/4"

5(,"0.$7<"3)++"8$%')%7,"'$"6,,'")%"KGKL9"/,,#)%0")%'$"'(,"3)#,."?@A"10,%#1"12"3,++"12"8$%')%7)%0"3)'("
6,%'$.)%0"1%#"#,-,+$<6,%'"$<<$.'7%)'),2"12"8$$.#)%1',#":="'(,"?@A"',164"

Mitch Page
oB(1).p";"X,%)$."!%#),"Z1:,+"

@,+1')$%2"O1%10,.9"
A61[$%"O72)8

Esme Pitts 
B$66,.8)1+"O1%10,.9"

X*="X'$.,

Georgia Butler
?-,%'2"O1%10,.9"@,2)#,%'"

W.)0('$%

Josh Holland 
X'.1',0)8"M1.'%,."

\,-,+$<6,%'9"k$757:,

Laura Wainwright
P,%#$."O1%10,.9"

A61[$%"M.)6,"P)#,$

Melanie Davis 
M.$#78'"O1%10,.9"

X$%0'.1#."

Morgan Coates
O72)8"M1.'%,.2()<2"

O1%10,.9"!k^
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DSPs SUPPORTING UK TALENT

DSPs SUPPORTING 
UK TALENT 

`^"2'.,16)%0"2,.-)8,2"1.,"/7%#)%0"6$.,"
'(1%"LG"2,<1.1',")%)')1')-,2"'$"27<<$.'"
'(,"672)8")%#72'.=4"A"2,+,8')$%"$/"3()8("
1.,"2($3%"(,.,"1%#"1"/7++"+)2'"$/"3()8("
81%":,"/$7%#"$%"'(,"?@A"3,:2)',4

?@A".,2,1.8(".,-,1+2"'(1'"'(,"+1.0,2'"
81',0$.="$/"672)8")%)')1')-,2"27<<$.'2"
#)-,.2)'="1%#")%8+72)$%9"3)'("'(,"2,8$%#"
+1.0,2'"27<<$.')%0"%,3"1%#",6,.0)%0"
'1+,%'4"?C16<+,2"$/"1.')2'2"27<<$.',#":="
\XM2")%8+7#,_

n" Y+$1')%0"M$)%'2"2<$'+)0(',#":="
X$7%#B+$7#&2".,0)$%1+"816<1)0%2V

n" g$.E1"X6)'(":18*,#":="X<$')/=&2""@)I"q"
@7%2"@qW"/$872,#"<+1=+)2'2V

n" Z1.11E)"3($"(,1#+)%,#"r$:7[&2""
2<$%2$.,#"W.)8*"Z1%,"g1[["Y,2')-1+V

n" M1"X1+),7"27<<$.',#":="k$757:,&2""
Z,018="X,.),29"<1).)%0"W+18*"`^"
/12()$%"#,2)0%,.2"3)'("672)8)1%2V

n" X16"Y,%#,."27<<$.',#",1.+="$%":="
k$757:,""O72)8&2"P)#,$"5,%'<$+,

X7<<$.'"/$.")%#)-)#71+"1.')2'2")2"1+2$"
188$6<1%),#":="1".1%0,"$/")%)')1')-,2"
27<<$.')%0",#781')$%9"<1.')87+1.+="
,#781')$%"1:$7'"'(,"672)8")%#72'.=4"
?C16<+,2")%8+7#,_

n" W.,1*'(.$70("S"A61[$%"O72)8&2"
0+$:1+"1.')2'"#,-,+$<6,%'"<.$0.169"
27<<$.')%0",6,.0)%0"'1+,%'"3)'("
/7%#)%09",C<$27.,9"1%#"07)#1%8,"S"
<$3,.,#":="1"*,="<1.'%,.2()<"3)'("
'(,"Y,1'7.,#"A.')2'2"B$1+)')$%V

n" k$757:,"A88,+,.1'$."S".7%")%"
<1.'%,.2()<"3)'("'(,"O72)8"O1%10,.2"
Y$.769",a7)<<)%0")%#,<,%#,%'"`^"
61%10,.2"3)'("-)'1+"'.1)%)%0"1%#"
%,'3$.*)%0"$<<$.'7%)'),2V

n" ]).+2"O1*,"W,1'2"S"X$7%#B+$7#&2"%$%S
<.$N'"$.01%)[1')$%"0,1.,#"'$31.#2"
,C<1%#)%0"/,61+,".,<.,2,%'1')$%"
16$%0"672)8"<.$#78,.29"\g2"1%#"
17#)$",%0)%,,.2V

n" \,,[,."B$++1:$.1',2"3)'("'(,"
Y,1'7.,#"A.')2'2"B$1+)')$%"/$."
612',.8+122,2"/$872,#"$%"3$6,%"
1%#"a7,,."1.')2'29"<.$-)#)%0"'.1)%)%0"
$%"2'.,16)%09"61.*,')%09"1%#"2$8)1+"
<.$6$')$%V

n" X<$')/=&2"<1.'%,.2()<"3)'("k$7'("
O72)8"'$"1"8.,1',"1"/7%#"27<<$.')%0"
Td"0.122.$$'2"=$7'("2<18,24
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STATISTICS
Luke Butler 
ERA Head of Research 
and Insight

WICKED HAS SOLD OVER 1 
MILLION UNITS TO DATE



UK STATISTICS

RETAIL ENTERTAINMENT SALES

VALUE £13.3bn
YOY CHANGE 7.1%
DIGITAL V PHYSICAL MARKET SHARE

DIGITAL SHARE  94%
PHYSICAL MARKET SHARE 6%
ACCESS V OWNERSHIP

ACCESS SHARE  75%
OWNERSHIP SHARE 25%
NUMBER OF OUTLETS SELLING ENTERTAINMENT

MUSIC 1,632
VIDEO 1,112 
GAMES 2,752
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TOTAL ENTERTAINMENT MARKET VALUE 2016 TO 2025 (£M)

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Music 1,097 1,341 1,472 1,599 1,735 1,929 2,025 2,226 2,354 2,453

Video 2,008 2,123 2,372 2,611 3,342 3,911 4,490 4,792 5,036 5,439

Games 2,885 3,265 3,653 3,775 4,828 4,680 4,715 4,970 4,994 5,365

TOTAL 5,990 6,728 7,496 7,985 9,905 10,519 11,230 11,987 12,384 13,257

UK Entertainment sales exceeded £13bn in 2025

   GAMES
   VIDEO
   MUSIC

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 

UK STATISTICS

ENTERTAINMENT 
MARKET VALUE 
OVER THE PAST 
DECADE
5$'1+"61.*,'"2'1%#2"1'"$-,."iTF:%4

Total entertainment 
market value now 
stands at over

£13

5,365

5,439

2,453

4,994

5,036

2,354

2,871

1,985

1,059

2,885

2,008

1,097

3,265

2,123

1,341

3,653

2,372

1,472

3,775

2,611

1,599

4.828

3,342

1,735

4,680

3,911

1,929

4,715

4,490

2,025

4,970

4,792

2,226



VIDEO IS THE 
LARGEST 
CONTRIBUTOR TO 
ENTERTAINMENT 
SALES
O72)8".,61)%2"'(,"261++,2'"2,8'$.9"3()+2'"-)#,$"
61)%'1)%,#")'2"8.$3%"12"'(,"+1.0,2'"2,8'$."/$."
'(,"'().#"=,1.")%"1".$34

£2,453 
million

£5,365 
million

£5,439  
million

GAMES 40%VIDEO 41% MUSIC 19%

UK STATISTICS
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2016 - 2025 
ENTERTAINMENT FORMAT SPLIT

P)#,$"(12":,,%"01)%)%0"2(1.,"1'"'(,",C<,%2,"$/"016,29"3)'("-)#,$"2,,)%0"'(,"+1.0,2'")%8.,12,")%"
2(1.,"$/"'(,"<),4

GAMES 48%VIDEO 34% MUSIC 18%

2015

2026
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DIGITAL 
ADOPTION
?%',.'1)%6,%'"0.$3'("(12"
:,,%"#.)-,%":="#)0)'1+"1%#"
2'.,16)%0"6$#,+24

TG"=,1.2"10$"#)0)'1+"188$7%',#"
/$."LFe"$/".,-,%7,2"3(,.,12"
)%"KGKd")'"188$7%',#"/$."6$.,"
'(1%"jfe"$/".,-,%7,24

  PHYSICAL
  DIGITAL

DIGITAL VERSUS PHYSICAL 2016 - 2025 VALUE SALES

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Digital 63% 70% 76% 82% 87% 90% 91% 92% 93% 94%

Physical 37% 30% 24% 18% 13% 10% 9% 8% 7% 6%

£9.37 out of every £10 spent on entertainment is now digital

2016 - 2025
DIGITAL PHYSICAL SPLIT

DIGITAL 63% PHYSICAL 37%

2016

DIGITAL 94% PHYSICAL 6%

2025

7%

93%

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

9%

91%

8%

92%

10%

90%

18%

82%

13%

87%

24%

76%

37%

63%

30%

70%

6%

94%



UK STATISTICS
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2016 - 2025
DIGITAL PHYSICAL SPLIT2016 

DIGITAL

63% 
OF REVENUES

2025 
NOW

94% 

MUSIC SECTOR 
REMAINS
THE HIGHEST 
PHYSICAL 
PERCENTAGE AT 

15%

DIGITAL 68%

DIGITAL 94%

PHYSICAL 32%

PHYSICAL 6%

G
AM

ES

2025

2016

DIGITAL 97% PHYSICAL 3%

VID
EO

2025

DIGITAL 53% PHYSICAL 47%

2016

DIGITAL 85% PHYSICAL 15%

M
U

SIC

2025

DIGITAL 57% PHYSICAL 43%

2016



THE MOVE TO ACCESS 
BASED SERVICES
5(,"6$-,"'$31.#2"188,22":12,#"27:28.)<')$%"
2,.-)8,2"<+1',17,#")%"KGKd4"!%"KGTL"188,22":12,#"
2,.-)8,2"188$7%',#"/$."1.$7%#"fTe"$/".,-,%7,2":7'"
'()2".$2,"'$"$-,."hde")%"KGKd4
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ACCESS VERSUS OWNERSHIP 2016 - 2025 VALUE SALES

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Access 42.9% 48.8% 52.6% 60.2% 62.9% 68.9% 72.4% 73.4% 75.3% 75.3%

Ownership 57.1% 51.2% 47.4% 39.8% 37.1% 31.1% 27.6% 26.6% 24.7% 24.7%

   ACCESS
   OWNERSHIP

2016 
ACCESS

43% 
OF REVENUES

2025 
NOW

75% 

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 

48.8%

51.2%

52.6%

47.4%

60.2%

39.8%

62.9%

37.1%

68.9%

31.1%

72.4%

27.6%

73.4%

26.6% 24.7%

75.3%

24.7%

75.3%
42.9%

57.1%
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2016 - 2025
ACCESS V OWNERSHIP

VIDEO

2025

ACCESS 
92.8%

2016

ACCESS 
45.7%

OWNERSHIP
7.2%

2025

OWNERSHIP
54.3%

2016

2025

ACCESS 
53.9%

2016

ACCESS 
43.2%

GAMES

OWNERSHIP
46.1%

2025

OWNERSHIP
56.8%

2016

2025

ACCESS 
83.4%

2016

ACCESS 
37.1%

MUSIC

OWNERSHIP
16.6%

2025

OWNERSHIP
62.9%

2016
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THE RETAIL 
LANDSCAPE
5(,"3)'(#.131+"$/"'(,"61E$.)'="
$/"27<,.61.*,'2"1%#"67+')<+,"
8(1)%2"/.$6"'(,"21+,"$/"672)8"1%#"
-)#,$"(12"#.161')81++=")6<18',#"
'(,"%76:,."$/"$7'+,'2"2,++)%0"
,%',.'1)%6,%'"$-,."'(,"<12'"
#,81#,"1%#"KGKd"213"'(,"+$3,2'"
%76:,."$/"672)8"$7'+,'2"1'"E72'"
T9LFK4

GAMES RETAILERS
2016 

6,892
2025 

2,752

VIDEO RETAILERS
2016 

15,069
2025 

1,112

MUSIC RETAILERS
2016 

15,364
2025 

1,632 

   SPECIALIST CHAINS
   MULTIPLES
   SUPERMARKETS
   INDEPENDENTS

2016 - 2025
MUSIC OUTLETS

  SPECIALIST CHAINS
  MULTIPLES
  SUPERMARKETS
  INDEPENDENTS

15,364

14,375

10,657

8,450

6,415

3,309

2,486

1,975

1,977

1,632

TOTAL

2016

2017

2018

2019

2020

2021

2022

2023 

2024

2025 

160 
                                                     5,568 
                            9,256 
  380
160
                                               4,861
                                                                                        8,948
   406
163
                            2,888
                                                                       7,181
   425
132
                   2,068
                                                          5,825
   425
114
               1,551
                                           4,360
  390
112
    468
                      2,322
   407
122
184
                 1,754
   426
122
  320
          1,072
   461
123
   426
         957
   471
121
 150
       862
   499
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2016 - 2025
INDIE SHOPS

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 

426

461

  INDEPENDENTS
  SPECIALIST CHAINS
  MULTIPLES
  SUPERMARKETS

In 2016 Indies 
represented 

2% 
of total music 

outlets

In 2025 Indies 
represented 

31% 
of total music 

outlets

472

380
406

425 425

390
407

499

2025
MUSIC 

OUTLETS

9%

53%

7%

31%

1%2%

36%

60%

2016
MUSIC 

OUTLETS



CONSUMER SPENDING ON LEISURE 
2023 - 2025

2023 2024 2025
change 

25/24
Video (all), Games and 
Recorded Music

12.0 12.4 13.3 7.1%

Entertainment Hardware, 
TV, PCs and Other

18.8 20.8 21.3 2.6%

Total Home Entertainment 30.7 33.1 34.5 4.2%

Reading 8.1 8.2 8.1 -0.7%

House and garden 32.8 32.6 33.7 3.5%

Hobbies and pastimes 21.7 22.4 22.7 1.4%

IN THE HOME 93.3 96.3 99.1 2.9%

Eating out 83.3 87.1 92.7 6.4%

Alcoholic drink 76.1 78.6 82.8 5.3%

Eating and drinking 159.4 165.6 175.5 5.9%

Local entertainment 14.4 15.3 16.9 10.2%

Gambling 11.3 11.8 12.0 1.5%

Active Sport 35.1 37.7 39.9 5.8%

Neighbourhood leisure 60.8 64.8 68.8 6.0%

Sightseeing 1.8 1.9 2.1 6.0%

Holidays in UK 24.0 25.0 25.6 2.3%

Holidays overseas 72.4 77.4 84.8 9.5%

Holidays and tourism 98.3 104.4 112.4 7.7%

AWAY FROM HOME 318.5 334.9 356.6 6.5%

ALL LEISURE 411.9 431.1 455.7 5.7%

X$7.8,_"Z,)27.,"!%#72'.),2"@,2,1.8("B,%'.,9"X(,c,+#"l1++16"
`%)-,.2)'=4"J$',2_"l)2'$.)81+"-1+7,2"61="#)I,."/.$6"<.,-)$72"
,#)')$%2"#7,"'$">JX"6,'($#$+$0=".,-)2)$%2

ENTERTAINMENT RETAIL 
IN CONTEXT

UK STATISTICS
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?18("=,1."'(,"Z,)27.,"!%#72'.),2"@,2,1.8("B,%'.,"1'"
X(,c,+#"l1++16"`%)-,.2)'="8$6<)+,2"2'1')2')82"$%"`^"
8$%276,.",C<,%#)'7.,"18.$22"-1.)$72"+,)27.,"18')-)'),29"
,%8$6<122)%0"($+)#1=29"016:+)%09"#)%)%0"$7'9"1%#"($6,"
,%',.'1)%6,%'4
5(,"KGKd"#1'12,'"#,<)8'2"1"=,1.+=".,27.0,%8,")%"2<,%#"
$%",%',.'1)%6,%'"1%#"+,)27.,")%"'(,"`^"'(1'"(12"'.18*,#"
8$%2)2',%'+="7<31.#2"2)%8,"'(,"8(1$2"$/"'(,"<1%#,6)84"
>-,.1++"2<,%#)%0"()'"ifdL:%9"7<"d4he"-,.272"KGKf4"
X<,%#)%0")2"2<+)'")%'$"'3$"61)%9"2,+/S,C<+1%1'$.="81',0$.),2"
;"m!%"l$6,&"1%#"mA31="/.$6"l$6,&";"3()+2'")%"($6,"0.$3'("
312"E72'"K4je9"131="/.$6"($6,"0.$3'(".1%"3,++"1:$-,"
)%H1')$%"1'"L4de"=,1."$%"=,1.4
ijj:%"312"2<,%'"$%"18')-)'),2"'1*)%0"<+18,")%"'(,"($6,9"
3()+2'""iFdh:%"312"2<,%'"131="/.$6"($6,4
D)'()%"'(,"mA31="/.$6"l$6,&"81',0$.="'(,.,"312"-,.="
2'.$%0"#,61%#"/$."m($+)#1=2"1%#"'$7.)26&")%"KGKd"7<"
h4he"=,1."$%"=,1.4"X<,%#)%0"$%"ml$+)#1=2">-,.2,12&"312"
<1.')87+1.+="2'.$%0"3)'("iUd:%"2<,%'9"7<"j4de4
m?1')%0"q"#.)%*)%0&";"'(,"+1.0,2'"27:S81',0$.=")%"'(,"mA31="
/.$6"l$6,&"2,06,%'";"213"""2'.$%0"0.$3'("=,1.S$%S=,1."
3)'("8$%276,."2<,%#")%"<7:2"1%#".,2'17.1%'2".)2)%0":="
d4je"'$"iThL:%")%"KGKd9"3()+,"mJ,)0(:$7.($$#"+,)27.,&"
0.,3":="L4Ge"'$"iLj:%9"3)'(",C8,<')$%1++="2'.$%0"01)%2")%"
+$81+",%',.'1)%6,%'"7<"TGe"=,1."$%"=,1.4
m!%"'(,"l$6,&"+,)27.,"2<,%#"S"8$-,.)%0"81',0$.),2"278("12"
ml$72,"1%#"]1.#,%&"1%#"ml$6,"?%',.'1)%6,%'&9".$2,":="
K4je"'$"ijj:%")%"KGKd"3)'("'(,"2'.$%0,2'"01)%2".,8$.#,#")%"
m-)#,$"016,2"1%#"672)8&"7<9"7<"sh4Te"'$"iTF4F:%4"



CONSUMER LEISURE 
SPENDING BY TYPE

Eating and 
drinking  175.5

Total in home  
99.1

Neighbourhood 
Leisure  68.8

Holidays and 
tourism  112.4

Entertainment (video, 
games, music)  13.3

KEY LEISURE MARKETS 
SIZE 2025 (£BN)

YOY CHANGE
KEY LEISURE

MARKETS

Entertainment 
(video, games, 

music)

7.1%

Total in home

2.9%

Eating and 
drinking

5.9%

Neighbourhood 
Leisure

6.0%

Holidays and 
tourism

7.7%

Entertainment (ex hardware) represents 
just 3% of a total £456bn of leisure 
spending. In 2025 entertainment (ex 
hardware) grew at 7.1% year on year, 
faster than all in home spending. It also 
outpaced eating and drinking (+5.9%) 
and was outpaced by only 2 forms of 
entertainment - overseas holidays and 
local entertainment.

???????. 
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Other in 
home  19%

Home entertainment (video, 
games, music)  3%

Eating and 
drinking  39%

Neighbourhood 
Leisure  15%

Holidays and 
tourism  25%
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VIDEO

MISSION IMPOSSIBLE 
SOLD OVER 300,000 
UNITS IN 2025, 78% OF 
THEM DIGITALLY
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RETAIL SALES OF UK VIDEO

VALUE £5.4bn
YOY CHANGE 8.0%
DIGITAL VIDEO SALES

VALUE  £5.29bn
YOY CHANGE 8.4%
RETAIL SALES OF DISCS

VALUE  £149m
YOY CHANGE -4.7%
THE YEAR’S BIGGEST TITLE WAS 
WICKED WITH 983,119 UNITS SOLD
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UK STATISTICS VIDEO

MEET THE VIDEO CONSUMER

ERA Entertainment Tracker 2025

ERA Quarterly Tracking Study 2025 (conducted by Focaldata)

59.5%
Smart TV, (internet 
connected / apps 

Smart TV remains thew most popular device 
for viewing video

TOP DEVICES USED 
FOR WATCHING VIDEO

15.8%
Android Tablet 
(eg Kindle Fire, 
Samsung, Sony) 

20.1%
DVD Player

 

24.4%
iPad (tablet)

 

39.4%
Computer / Laptop

 

46.0%
Smartphone 

(with Internet 
access) 

32.3%
TV Set-Top Box 
(eg Sky, Virgin 

Media, Freeview) 

24.0%
Streaming Media 
Sticks (eg Fire 

Stick, Chromecast, 
Kodi)

16-17      18-24      25-34      35-44      45-54      55-64      65+TOTAL               MALE           FEMALE

17.6
TIME SPENT 
WATCHING VIDEO
The average person 
spends 17.6 hours per 
week watching TV and film, 
rising to 23.2 hours in the 
over 55’s

17.6 17.6

9.0 9.3

14.4 15.6
18.7 20.6

23.2

ERA Entertainment Tracker 2025

VIDEO FORMAT 
PREFERENCES - % 
OF POPULATION
SVOD remains the 
most popular way to 
consume video with 
84% of the popluation 
using at least 1 SVOD 
service

SVOD

84.0%
93.7%

DIGITAL RETAIL

21.7% 23.4%

DIGITAL RENTAL

18.9% 18.7%

DVDS

13.1% 11.6%

BLU-RAYS

6.9%
4.3%

4K BLU-RAYS

4.0% 4.6%

 TOTAL      U-25s
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VIDEO OVERVIEW 
KGKd"312"1%$'(,."2'.$%0"=,1."$/"'.1#)%0"/$."'(,"
`^&2"-)#,$",%',.'1)%6,%'")%#72'.=4"M$2')%0"1%"TT'("
8$%2,87')-,"=,1."$/"0.$3'(9"8$%276,."2<,%#"312"
7<"Ue"-,.272"KGKf9"3)'("'$'1+".,-,%7,2"0,%,.1',#"
27.<122)%0"id4f:%4"
A2")'"(12":,,%"/$."'(,":,2'"<1.'"$/"1"#,81#,9")'")2"
8$%276,."2<,%#"$%"27:28.)<')$%S:12,#"2'.,16)%0"
2,.-)8,2"278("12"J,'H)C9"A61[$%"M.)6,9"1%#"\)2%,=s"
'(1'"#,+)-,.,#"'(,"-12'"61E$.)'="$/"'($2,".,-,%7,2"
1%#"1"+1.0,"8(7%*"$/"'(,"0.$3'(4"A88$.#)%0"'$"
N07.,2"/.$6"Y7'7.,2$7.8,"B$%27+')%09"'(,"'$'1+"
%76:,."$/"87..,%'"XP$\"27:28.)<')$%2")%"'(,"`^".$2,"
:="Fe"'$"dF4K6")%"KGKd9"3()+,"1".$7%#"$/"<.)8,".)2,2"
18.$22"2$6,"$/"'(,"61E$."2'.,16)%0"2,.-)8,2"(,+<,#"
:$$2'"18'71+"2<,%#"'$"if4j:%9"7<"U4Ue"-,.272"KGKf9"
61.*)%0"1"TL'("8$%2,87')-,"=,1."$/"0.$3'(4""""
Z,#":="mA"O)%,8.1/'"O$-),&"1%#"mW.)#0,'"g$%,2_"
O1#"A:$7'"'(,"W$=&"'(,"`^"8)%,61":$C"$c8,"
,%E$=,#"1%$'(,."=,1."$/")%8.,6,%'1+"01)%29"1%#"'()2"
'.1%2+1',#")%'$"61.0)%1+"0.$3'(")%"'(,"'.1%218')$%1+"
-)#,$"61.*,'9"<1.')87+1.+="18.$22"'(,"#)0)'1+"/$.61'24"
iKfd6"312"2<,%'"$%",+,8'.$%)8"2,++S'(.$70("')'+,2"
+12'"=,1.9"7<"f4de"3()+,"iTFh4f6"312"2<,%'"$%"#)0)'1+"
.,%'1+29"7<"T4he"=,1.S$%S=,1.4"
!%"',.62"$/"'(,"-)#,$"81',0$.=&2"<(=2)81+"/$.61'29"
21+,2"$/"'(,"$%8,S6)0('="\P\"8$%')%7,"'$"'.,%#"
2(1.<+="2$7'(4"A88$.#)%0"'$"N07.,2"/.$6">c8)1+"
B(1.'29"7%)'"21+,2"#)<<,#":,+$3"'(,"L6"61.*"
oSTh4fep")%"KGKd9"0,%,.1')%0"iLf4h6"'(.$70("'(,"')++29"
#$3%"TF4fe"=,1.S$%S=,1.4"
!'"312"1"#)I,.,%'"2'$.="/$."'(,"81',0$.=&2"()0(S#,/"
/$.61'2"12"8$6:)%,#"W+7S.1="t"f^"`l\"21+,2"'$<<,#"
iUf4K69"7<"F4Ke"=,1.S$%S=,1."1%#"$%8,"101)%"
$7'<,./$.6,#"\P\4"5()2"312"18(),-,#"#,2<)',"1"
261++"#,8+)%,")%"-$+76,29"#$3%"f4Te9".,H,8')%0"'(,"
/18'"'(1'"'(,"()0(,."-1+7,"f^"`l\"/$.61'"8$%')%7,2"
'$"8$661%#"1":)00,."2(1.,"$/"'(,"<(=2)81+"/$.61'"
21+,2"6)C4"A.$7%#"T4f6"f^"7%)'2"3,.,"2$+#"3$.'("
iFL4d69"7<"1+6$2'"TLe"=,1.S$%S=,1.4
5($2,"01)%2"3,.,%&'9"($3,-,.9"a7)',",%$70("'$"
$I2,'"'(,"#,8+)%,2")%"\P\"2<,%#"1%#"8$6:)%,#"
<(=2)81+"/$.61'".,-,%7,2"$/"iTdK6"3,.,"d4fe"2(="$/"
KGKf&2"'$'1+4

VIDEO - VALUE (£MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
DVD 91.8 74.7 64.7 -13.4%

Blu-Ray 77.9 81.6 84.2 3.2%

4K UHD 25.9 31.5 36.5 15.9%

Other Physical  0.0  0.0  0.0 23.6%

Total Physical Retail 169.7 156.3 148.9 -4.7%

Physical Rental  5.9  4.5  3.2 -29.5%

Total Physical Video  175.6  160.8  152.0 -5.4%

Digital Retail (EST) 244.4 234.5 245.0 4.5%

Digital Rental (VOD) 137.9 135.0 137.4 1.7%

SVoD 4,233.5 4,506.1 4,904.5 8.8%

Total Digital Video  4,615.9  4,875.6  5,286.8 8.4%

Total Video 4,791.5 5,036.4 5,438.8 8.0%

VIDEO - VOLUME (MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
DVD 9.0 7.0 5.8 -17.4%

Blu-Ray 4.5 4.7 4.5 -4.1%

4K UHD 1.1 1.3 1.4 6.2%

Other Physical 0.0 0.0 0.0 -12.1%

Total Physical Retail 13.5 11.7 10.3 -12.1%

Physical Rental 0.2 0.1 0.1 -29.3%

Total Physical Video  13.7  11.8  10.4 -12.3%

Digital Retail (EST) 25.7 24.8 25.2 1.6%

Digital Rental (VOD) 31.3 31.0 30.5 -1.6%

Total Digital Video (exc. 
SVoD)  57.0  55.8  55.7 -0.2%

Total Video 70.8 67.6 66.1 -2.3%

Sources:
DVD, Blu-ray, Other Physical: The Official Charts / BASE. 4K UHD counted in 
Blu-ray    
Physical Rental: Omdia    
EST / VOD Volume: Futuresource Consulting   
Digital Video Value (EST, SVoD, iVoD, Pay TV VoD) - Futuresource Consulting 
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VIDEO MARKET SALES BY SEGMENT   

SHARE OF VIDEO MARKET 
BY FORMAT: 2025

DVD 1%

Digital Rental 3%
Digital Retail 4%

SVOD 90%

Blu-Ray 2%

5(,"X7:28.)<')$%"P)#,$"$%"\,61%#"oXP$\p"61.*,'"
8$%')%7,2"'$"#$6)%1',"'(,"`^&2"($6,"-)#,$")%#72'.=9"
#,+)-,.)%0"8$%2)2',%'"1%%71+"0.$3'("1%#"2,87.)%0"1%"
,-,.S0.,1',."2(1.,"12"'(,"6$#,+"61'7.,24"!'2"#$6)%1%8,"
)2".,H,8',#")%"'(,"8(1.'":,+$39"2($3)%0"'(1'"$-,."jGe"$/"
'$'1+"8$%276,."2<,%#"$%"-)#,$",%',.'1)%6,%'"+12'"=,1."312"
188$7%',#"/$.":="2'.,16)%0":,(,6$'(2"+)*,"J,'H)C9"A61[$%"
M.)6,9"A<<+,"5Ps"1%#"\)2%,=s4"
D()+,"1%%71+"0.$3'(".1',2"1.,":,0)%%)%0"'$"2'1:)+)2,9"'(,"
61.*,'")2"2')++"%,1.+="fGe"+1.0,."'(1%")'"312")%"KGKT4

TOTAL 
MARKET

£5,438.8M

O,1%3()+,9"'(,"`^&2"#)0)'1+".,'1)+"o?X5p"1%#".,%'1+"oP>\p"
61.*,'2"(1-,".,:$7%#,#":18*")%'$"0.$3'("1/',."'(,"
#,8+)%,2"<$2',#")%"KGKf4"5($2,"01)%2"3,.,"261++"'($70("1%#"
'(,"$-,.1++"-1+7,"$/"'.1%218')$%1+"#)0)'1+"2<,%#)%0".,61)%2"
#31./,#":="'(,"XP$\"61.*,'4"5()2"#=%16)8"(12"<7'"/7.'(,."
<.,227.,"$%"'(,"/$.61'2&".,2<,8')-,"61.*,'"2(1.,29"3)'(":$'("
/1++)%0":18*"101)%")%"KGKd4"5(,"iKfd6"2<,%'"$%"?X5"')'+,2"+12'"
=,1."2,87.,#"fe"$/"'(,"61.*,'9"3()+,"#)0)'1+".,%'1+29"3$.'("
iTFh4f69"312",%$70("/$."Fe4"""""
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 TOTAL MARKET
 DIGITAL SUBSCRIPTIONS / SVOD
 DIGITAL RETAIL
 DIGITAL RENTAL 
 PHYSICAL RENTAL
 BLU-RAY
 DVD 

Sources: DVD, Blu-ray, Other Physical: 
Official Charts Company / BASE. 4K UHD 
counted in Blu-ray   
Physical Rental: Omdia  
EST / VOD Volume: Futuresource 
Consulting   
Digital Video Value (EST, SVoD, iVoD, Pay 
TV VoD) PVoD Excluded - Futuresource 
Consulting    
 

5,000

4,000

3,000

2,000

1,000

0

VIDEO MARKET BY 
SEGMENT £m 2021 - 2025

2021 2022 2023

150.5

3,273.9

85.7
155.9
232.5

2024

3,910.9

4,490.3

4,791.5

5,036.4
5,438.8

2025
117.2

3,892.6

91.7
142.2
238.7

91.8

4,233.5

77.9
137.9
244.4

74.7

4,501.6

81.6
135.0
234.5

64.7

4,904.5

84.2
137.4
245.0

\,2<)',"1"K%#"8$%2,87')-,"=,1."$/"0.$3'(")%"21+,2"$/"W+7S.1="
1%#"f^"`l\"#)2829"'(,"8$6:)%,#"<,./$.61%8,"$/"-)#,$&2"
<(=2)81+"/$.61'2"$-,."'(,"+12'"N-,"=,1.2")2"$%,"$/"2',1#=9"
'.,%#)%0"#,8+)%,4"X<,%#")%"'(,"\P\"1%#"W+7S.1="61.*,'"
#)<<,#":,+$3"iTdG6")%"KGKd9",%$70("'$"2,87.,"Fe"$/"'$'1+"
,C<,%#)'7.,")%"'(,"-)#,$"81',0$.=4
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THE DIGITAL VIDEO 
MARKET 
A88$.#)%0"'$"Y7'7.,2$7.8,"B$%27+')%09"E72'"$-,."
id4F:%"312"2<,%'"$%"<7.8(12)%09"$."188,22)%09"
#)0)'1++="#,+)-,.,#"-)#,$"8$%',%'")%"'(,"`^"+12'"=,1.9"
7<"U4fe"-,.272"KGKf9"3)'("%,1.+="1++"$/"'(1'"0.$3'("
#,+)-,.,#":="'(,"XP$\"2,8'$.4
X$6,"$/"'(,"61E$."27:28.)<')$%"2,.-)8,2")%2')01',#"
1%$'(,.".$7%#"$/"<.)8,".)2,2"#7.)%0"KGKd9"8$7%',.)%0"1"
H1'',%)%0"27:28.)<')$%"-$+76,"87.-,"1%#"2'10%1')%0"
+,-,+2"$/"($72,($+#"<,%,'.1')$%4"
!%"KGKd9"Y7'7.,2$7.8,",2')61',#"'(1'"'(,.,"
3,.,"1"'$'1+"dF4K6"18')-,"27:28.)<')$%2")%"'(,"
`^".,<.,2,%')%0"1".)2,"$/"T4L69"$."Fe9"=,1.S$%S
=,1.9"/$++$3)%0"678("261++,."1%%71+"0.$3'("$/"
UGG*"27:28.)<')$%2".,8$.#,#")%"KGKf4"l$72,($+#"
<,%,'.1')$%"1+2$"')8*,#"7<":="1.$7%#"FGG*"'$"TU4G6"
)%"KGKf9"7<"T4Le"=,1.S$%S=,1.4"
5(,"TU6"`^"($72,($+#2"3(,.,"1'"+,12'"$%,"XP$\"
27:28.)<')$%")2"18')-,".,<.,2,%'2"1.$7%#"Lfe"$/"'$'1+"
($72,($+#2")%"'(,"`^9"2700,2')%0"'(,.,")2"16<+,"
.$$6"/$."'(,"2,8'$."'$",C<1%#")%'$4"Y12',."0.$3'("
)%"'(,"$-,.1++"-$+76,"$/"188$7%'29"8$6<1.,#"'$"
($72,($+#"<,%,'.1')$%9"6,1%2"3,"1.,"2'18*)%0"
27:28.)<')$%2"1'"1"()0(,.".1',9":$.%,"$7'":="'(,"
%76:,.2"$<<$2)',4">%"1-,.10,9",18("($72,($+#"
'(1'"<1=2"'$"2'.,16"-)#,$")%"'(,"`^"(12"()'"F"18')-,"
27:28.)<')$%2"<,."($72,($+#9"7<"/.$6"K4j")%"KGKf4

SUBSCRIPTION VIDEO ON DEMAND 
(SVOD) - SUBSCRIPTIONS / HOUSEHOLDS 

(MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
SVoD Subscriptions 50.8 51.6 53.2 3.0%

SVoD Households 17.6 17.7 18.0 1.6%

Sources: DVD, Blu-ray, Other Physical: The Official Charts / BASE. 4K UHD 
counted in Blu-ray   Physical Rental: Omdia   EST / VOD Volume: Futuresource 
Consulting   Digital Video Value (EST, SVoD, iVoD, Pay TV VoD) - Futuresource 
Consulting

UK HOUSEHOLD SVOD 
PENETRATION 2025

Non SVoD 
Households
36%

SVoD UK 
Households
64%

28m 
TOTAL UK 

HOUSEHOLDS*

 SVOD SUBSCRIPTIONS
 SVOD HOUSEHOLDS

SVOD SUBSCRIPTIONS AND HOUSEHOLDS 
(MILLION) 2021 - 2025

* Based on ONS Figures

20242021 2022 2023 2025

45.8
50.6 51.6

18.3 18.1 17.7

50.8

17.6 18.0

53.2
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 SVOD SUBSCRIPTIONS
 DIGITAL RETAIL
 DIGITAL RENTAL

DIGITAL VIDEO VALUE BY SEGMENT 
(£ MILLION) 2021 - 2025

DIGITAL VIDEO - VALUE (£MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
Digital Retail (EST) Film 192.4 188.0 202.0 7.4%

Digital Retail (EST) TV 52.0 46.5 43.0 -7.5%

Digital Rental (VOD) 137.9 135.0 137.4 1.7%

SVoD 4,233.5 4,506.1 4,904.5 8.8%

Total Digital Video  4,615.9  4,875.6  5,286.8 8.4%

 DIGITAL VIDEO - VOLUME (MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
Digital Retail (EST) Film 20.1 20.0 20.9 4.4%

Digital Retail (EST) TV 5.7 4.8 4.3 -10.3%

Digital Rental (VOD) 31.3 31.0 30.5 -1.6%

Total Digital Video (exc. 
SVoD)  57.0  55.8  55.7 -0.2%

£232.5 £244.4

£155.9 £137.9

P1+7,2"0,%,.1',#")%"'(,"#)0)'1+".,'1)+"o?X5p"61.*,'"
8$%')%7,#"'$"'.,%#"7<31.#2"$-,.1++")%"KGKd9"3)'("
'$'1+"2<,%#"7<"f4de"'$"iKfd64"D(,%"=$7"2<+)'"N+6"
1%#"5P"8$%',%'"$7'"/.$6"'(1'"'$'1+9"($3,-,.9"/$.'7%,2"
#)-,.0,":="0,%.,4"X<,%#"$%"?X5"N+62"0.,3":="h4fe"
=,1.S$%S=,1."'$"27.0,"'(.$70("'(,"iKGG6"/$."'(,"N.2'"
')6,9"'(1%*2")%"<1.'"'$"2<,%#"$%"M.,6)76"?+,8'.$%)8"
X,++"5(.$70("oM?X5p"8$%',%'9"1"6$#,+"'(1'"0)-,2"'(,"
8$%276,."1"678(",1.+),."$<<$.'7%)'="'$":7="'(1%")2"
%$.61++="1++$3,#":="'.1#)')$%1+"'(,1'.)81+"3)%#$324"5()2"
0.$3'("312"E72'",%$70("'$"$I2,'"+$%0S',.6"#,8+)%,2")%"
'(,"5P"?X5"2,06,%'"3(,.,"2<,%#"/,++":="1%$'(,."h4de"
'$"ifF4G64
5(,"#)0)'1+".,%'1+"P>\"61.*,'".,61)%2"H1'')2("3)'("
-$+76,"#$3%"T4Le"'$"FG4d6"7%)'29"1+'($70("1-,.10,"
<.)8,2"1.,"7<9"#.)-)%0"1%")%8.,6,%'1+"iK4f6")%"-1+7,9"7<"
T4he"=,1.S$%S=,1.4

£244.5

£135.0

£238.7

£142.2

20242021 2022 2023 2025

£3,273.9

£4,233.5£3,892.6
£4,506.1

£245.0

£137.4

£4,904.5
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PHYSICAL / EST SHARE OF TOP 20 SELL-THROUGH 
TITLES BY MONTH 2025

 DIGITAL / EST     PHYSICAL

PHYSICAL / EST SHARE OF 2025’S TOP 20 
BESTSELLING SELL-THROUGH TITLES 

TOTAL
5.1m

Digital / EST
79%

Physical 
Formats
21%

EST VS PHYSICAL  
5(,"5$<"KG"-)#,$"')'+,2")%"'(,"`^"2$+#"1"
8$6:)%,#"d4T6"7%)'2"$-,."'(,"8$7.2,"$/"KGKd"
3)'("?X5"/$.61'2"2,87.)%0"hje"$/"'($2,"21+,29"
7<"/.$6"hLe")%"KGKf4
"A2"'(,"1%1+=2)2":,+$3"2($329"?X5"8$%2)2',%'+="
#$6)%1',#"-$+76,"21+,2"6)C"18.$22",-,.="
6$%'("$/"'(,"=,1.9"<,1*)%0"1'"jFe")%"g1%71.="
3(,%"'(,"=,1.&2":)00,2'"N+69"mD)8*,#&",%E$=,#"
1"#)0)'1+"3)%#$34"\P\"1%#"W+7S.1="21+,2"
'.1#)')$%1++=",%E$="1"<,./$.61%8,":$$2'")%"
'(,"N%1+"a71.',.9"12"0)/'"<7.8(12)%0".,'7.%2")%"
')6,"/$."B(.)2'6129"3)'("J$-,6:,."'(,":,2'"
6$%'("/$."<(=2)81+")%"KGKd9"2,87.)%0"FFe"$/"
$-,.1++"-$+76,24

16.8%
6.6% 12.6%

27.9% 27.5% 21.5% 17.6% 12.9% 13.2%
31.5% 33.2% 25.9%

83.2%
93.4% 87.4%

72.1% 72.5% 78.5% 82.4% 87.1% 86.8%
68.5% 66.8% 74.1%
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VIDEO - VALUE (£MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
DVD 91.8 74.7 64.7 -13.4%

Blu-Ray 77.9 81.6 84.2 3.2%

4K UHD 25.9 31.5 36.5 15.9%

Other Physical 0.0 0.0 0.0 23.6%

Total Physical Retail 169.7 156.3 148.9 -4.7%

Physical Rental  5.9  4.5  3.2 -29.5%

Total Physical Video  175.6  160.8  152.0 -5.4%

VIDEO - VOLUME (MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
DVD 9.0 7.0 5.8 -17.4%

Blu-Ray 4.5 4.7 4.5 -4.1%

4K UHD 1.1 1.3 1.4 6.2%

Other Physical 0.0 0.0 0.0 -12.1%

Total Physical Retail 13.5 11.7 10.3 -12.1%

Physical Rental 0.2 0.1 0.1 -29.3%

Total Physical Video  13.7  11.8  10.4 -12.3%
4K UHD counted in Blu-ray.

 DVD
 BLU-RAY
 4K UHD

PHYSICAL VIDEO VALUE BY SEGMENT 
(£ MILLION) 2021 - 2025

91.7

31.531.5

20242021 2022 2023 2025

85.7

23.6 25.9

74.7

117.2

150.5

91.8

77.9

THE PHYSICAL VIDEO 
MARKET  
D()+,"'(,"`^&2"$-,.1++"-)#,$"61.*,'"<$2',#"1"TT'("
8$%2,87')-,"=,1."$/"0.$3'(")%"KGKd9"2<,%#)%0")%"'(,"
<(=2)81+"-)#,$"2,06,%'".,'7%,#"1"TL'("8$%2,87')-,"
=,1."$/"#,8+)%,9"12"8$%276,.2"<.,/,."'$"2'18*"2'.,16)%0"
27:28.)<')$%2"1%#"<7.8(12,"#)0)'1++=4
\P\"-$+76,"21+,2"#)<<,#":="Th4fe"'$"d4U6"+12'"=,1."
0,%,.1')%0"iLf4h6"1'".,'1)+9"#$3%"TF4fe"=,1.S$%S=,1.4"
W+7S.1=9":="31="$/"8$%'.12'9",%E$=,#"2,8$%#"8$%2,87')-,"
8+)6:")%"1%%71+".,-,%7,29"3)'("f4d6"7%)'2"2$+#"3$.'("
iUf4K69"7<"F4Ke4"
D(,%"=$7"2<+)'"'(,"l)S\,/"f^"`l\"/$.61'"%76:,.2"$7'"
/.$6"'($2,"W+7S.1="'$'1+29"0.$3'(")2"'.,%#)%0"7<",-,%"6$.,"
2',,<+="3)'("1%%71+"2<,%#".)2)%0"Td4je"'$"iFL4d64"f^"%$3"
.,<.,2,%'2"fFe"$/"W+7S.1="-1+7,"1%#"Kde"$/"'$'1+"<(=2)81+"
/$.61'".,-,%7,24
M(=2)81+"#)28".,%'1+".,61)%2"1"61.0)%1+"1%#"#,8+)%)%0"
2,06,%'"$/"'(,"61.*,'"1%#")2"%$3"3$.'("iF4K69"188$.#)%0"
'$"N07.,2"/.$6">6#)19"1.$7%#"FGe"#$3%"-,.272"KGKd4"
>-,.1++9"iTdK6"312"2<,%'"$%"\P\29"W+7S.1=2"1%#"f^"`l\"
#)282"+12'"=,1.9"d4fe"#$3%"=,1.S$%S=,1.4

81.6

36.5

64.7

84.2
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VIDEO MARKET PRODUCT 
AVAILABILITY  

D)'("'(,"61.*,'"/$."\P\2"#,8+)%)%0"2(1.<+=")%"-1+7,"
',.62"1%#"8$%276,."#,61%#"3,1*,%)%09"'(,"%76:,."
$/"%,3"')'+,2"61#,"1-1)+1:+,"/$."'(,"/$.61'"(12"
%1'7.1++="/1++,%"'$$4"5()2"#=%16)8"<+1=,#"$7'")%"KGKd"
3)'("'(,"%76:,."$/"%,3"N+6"1%#"5P"')'+,2"8$6)%0"'$"
\P\"/1++)%0"'$"hhh9"KU4Fe"#$3%"-,.272"'(,"T9GUf"%,3"
')'+,2"61#,"1-1)+1:+,")%"KGKf4
W="31="$/"8$%'.12'9"'(,"%76:,."$/"%,3"')'+,2"8$6)%0"
'$"W+7S.1="+12'"=,1."()'"T9KUK9"7<"d4je"=,1.S$%S=,1."
1%#"'(,"()0(,2'"%76:,."2)%8,"KGKT4"!'".,H,8'2"1"
:7$=1%'"<(=2)81+"l\"-)#,$"61.*,'")%"'(,"`^"3(,.,"
'3$"8$%2,87')-,"=,1.2"$/"21+,2"0.$3'("(12":,,%"
<$2',#9"#.)-,%":="<1.')87+1.+="(,1+'(="f^"`l\"21+,24"
5(,"1-1)+1:)+)'="$/"%,3"')'+,2"$%"f^"(12"188,+,.1',#"
2)0%)N81%'+="3)'("%76:,.2"+,1<)%0":="Fh4Fe"'$"LKj"
)%"KGKd9"12"6$.,".,612',.,#9"81'1+$07,"1%#"8+122)8"
8$%',%'")2":.$70('"'$"'(,"/$.61'":="'(,"2'7#)$24
`%+)*,"\P\"1%#"W+7S.1=9"?X5")2"1".,+1')-,+="=$7%09"
/.$%'+)%,"/$.61'"3)'("'(,"/$872"(,1-)+="2*,3,#"'$"'(,"
)%2'1%'"1-1)+1:)+)'="1%#"<7.8(12,"8$%-,%),%8,"$/"%,3"
.,+,12,24"\7.)%0"'(,"+$8*#$3%"=,1."$/"KGKT9"($3,-,.9"
1%"7%<.,8,#,%',#"%76:,."$/"%,3"')'+,2"3,.,".,+,12,#"
'$"#)0)'1+"/$.61'29":.)%0)%0"'(,"'$'1+"1-1)+1:+,"/$."
<7.8(12,"8+$2,"'$"KG*4"
?18("=,1."2)%8,"KGKT9":,'3,,%"dGG"1%#"T9GGG"%,3"
')'+,2"(1-,":,,%"61#,"1-1)+1:+,"$%",+,8'.$%)8S2,++"
'(.$70("/$.61'2"1%#"'(,"'$'1+"%$3"2'1%#2"1'"KK9KUL9"
8$6<1.1:+,"'$"'(,"Kd9fUL"1-1)+1:+,"$%"W+7S.1=4"\P\"
2')++"#$6)%1',2")%"',.62"$/"'(,"'$'1+"%76:,.29"'($70(9"
3)'("6$.,"'(1%"TFG*"')'+,2"'(,$.,')81++="1-1)+1:+,"
'$":7=4

NO. OF NEW VIDEO TITLES AVAILABLE 
ON FORMAT 2021 - 2025

2021 2022 2023 2024 2025
change 

24/25
DVD 1,495 1,219 991 1,084 777 -28.3%

Blu-ray 1,317 1,201 1,139 1,211 1,282 5.9%

4K UHD 345 350 384 458 629 37.3%

EST 8,144 1,099 523 652 680 4.3%

Source: Kantar

TOTAL NO. OF VIDEO TITLES AVAILABLE
2021 - 2025

2021 2022 2023 2024 2025
change 

24/25
DVD 126,125 127,116 128,335 129,419 130,196 0.6%

Blu-ray 20,653 21,792 22,993 24,204 25,486 5.3%

4K UHD 1,289 1,673 2,023 2,481 3,110 25.4%

EST 19,332 19,855 20,954 21,606 22,286 3.1%

Source: Kantar
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TOTAL NO. OF VIDEO TITLES AVAILABLE 
2023 - 2025

120,000

80,000

40,000

0

NO OF NEW TITLES AVAILABLE BY FORMAT 
2023 - 2025
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VIDEO AVERAGE SELLING PRICES   

DVD AVERAGE SELLING PRICES
2023 - 2025

2023 2024 2025
change 

24/25
Specialists, generalists 
and independents

£7.98 £8.22 £8.72 6.1%

Supermarkets £7.96 N/A N/A N/A

Home delivery £7.58 £7.90 £8.39 6.3%

Total Market £7.76 £8.04 £8.54 6.2%
Source: Offical Charts / Kantar. Excludes box sets and multiple disc-sets of 3 
or more. Physical product only

BLU-RAY (INCLUDING 4K VARIANTS) AVERAGE 
SELLING PRICES 2023 - 2025

2023 2024 2025
change 

24/25
Specialists, generalists 
and independents

£13.27 £13.62 £14.24 4.5%

Supermarkets £13.57 N/A N/A N/A

Home delivery £16.09 £16.45 £17.54 6.6%

Total Market £15.17 £15.52 £16.34 5.3%
Source: Offical Charts / Kantar. Excludes box sets and multiple disc-sets of 3 
or more. Physical product only

BLU-RAY (EXCLUDING 4K VARIANTS) AVERAGE 
SELLING PRICES 2023 - 2025

2023 2024 2025
change 

24/25
Specialists, generalists 
and independents

£11.62 £11.98 £12.32 2.8%

Supermarkets £13.10 N/A N/A N/A

Home delivery £11.80 £12.00 £12.44 3.7%

Total Market £11.82 £11.98 £12.39 3.4%
Source: Offical Charts / Kantar. Excludes box sets and multiple disc-sets of 3 
or more. Physical product only

4K UHD AVERAGE SELLING PRICES
2023 - 2025

2023 2024 2025
change 

24/25
Specialists, generalists 
and independents

£19.91 £23.16 £20.80 -10.2%

Supermarkets £22.97 N/A N/A N/A

Home delivery £25.54 £24.28 £25.23 3.9%

Total Market £24.32 £23.68 £24.14 1.9%
Source: Official Charts Company / Kantar

5(,"-)#,$"81',0$.=&2"1-,.10,"2,++)%0"<.)8,2")%8.,12,#")%"
KGKd":7'".)2,2".,61)%,#".,+1')-,+="2'1:+,9"6$2'+=")%"+)%,"3)'("
'(,")%H1')$%1.="<.,227.,2"1I,8')%0"'(,"3)#,."`^",8$%$6=4
M.)8,2".$2,"6$2'"2(1.<+=")%"\P\"3(,.,"'(,"1-,.10,"7%)'"
.,'1)+,#"1'"iU4df"+12'"=,1.9"7<"L4Ke"-,.272"KGKf4"5(,"m2<,8)1+)2'9"
0,%,.1+)2'2"1%#")%#,<,%#,%'2&"8(1%%,+"8$661%#,#"'(,"
()0(,2'"<.)8,2"1'"iU4hK9"1".)2,"$/"L4Te"3()+,"'(,"+$3,2'"3,.,"

/$7%#"$%+)%,"3)'("'(,"m($6,"#,+)-,.=&"8(1%%,+"2,++)%0",18("
7%)'"1'"1%"1-,.10,"iU4Fj9"7<"L4Te"=,1.S$%S=,1.4
A'"iTK4Fj9"W+7S.1="AXM2"o,C8+4"f^p".,8$.#,#"1%")%8.,12,"$/"
iG4fT"<,."#)28"$%"1-,.10,9"7<"F4fe"-,.272"KGKf4"5()2"<.)8,"
312"E72'"1:$-,"1-,.10,2"/$7%#"$%"'(,"()0("2'.,,'9"1'"iTK4FK"
3()+,"'($2,"8$661%#,#")%"'(,"($6,"#,+)-,.="8(1%%,+"
3,.,"2+)0('+="()0(,."1'"iTK4ff9"7<"F4he"-,.272"+12'"=,1.4
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AVERAGE SELLING PRICES BY VIDEO FORMAT - 2025

4K UHD, £24.14

Blu-ray (inc 4K UHD formats), £16.34

EST, £9.71

£5.00 £10.00£0.00 £20.00£15.00

4K UHD, £24.11

ELECTRONIC SELL-THROUGH (EST) AVERAGE 
SELLING PRICES 2023 - 2025

2023 2024 2025
change 

24/25
Total EST £9.50 £9.44 £9.71 2.8%
Source: Futuresource

A2"2,,%"<.,-)$72+=9"21+,2"$/"f^"`l\"W+7S.1=2",%E$=,#"'(,"
:)00,2'"1%%71+"0.$3'(".1',2")%"'(,"61.*,'"+12'"=,1."1%#"
,18("<.,6)76"7%)'9"$%"1-,.10,9"8$661%#,#"1"678("
()0(,.".,'1)+"<.)8,"'(1%"$'(,."/$.61'2")%"'(,"2,06,%'"1'"
iKf4Tf9"1+6$2'"'.,:+,"'(,"8$2'"$/"1%"1-,.10,"\P\4"
M.)8,2"1.,".)2)%0"1'"1"2+$3,.".1',"'(1%"2,,%",+2,3(,.,")%"
81',0$.=9"($3,-,.9"$%"1-,.10,"fL<"6$.,",C<,%2)-,"'(1%"
'(,="3,.,")%"KGKf9"7<"E72'"T4je4
5(,"1-,.10,"<7.8(12,"<.)8,"$/"1%"?X5"7%)'")%8.,12,#"'$"
ij4hT")%"KGKd9"7<"K4Ue"=,1.S$%S=,1.4

£25.00

Blu-ray (excl 4K UHD formats), £12.39

DVD, £8.54
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BRICKS & MORTAR VERSUS ONLINE 
SPEND SPLIT (£ MILLION) 2021 - 2025

Retail Type 2021 2022 2023 2024 2025

Bricks & Mortar 85.1 76.6 59.9 52.3 50.2

Online 3,825.8 4,413.7 4,731.6 4,984.1 5,388.7

Total Market 3,910.9 4,490.3 4,791.5 5,036.4 5,438.8

2021 2022 2023 2024 2025

Bricks & Mortar 2.2% 1.7% 1.2% 1.0% 0.9%

Online 97.8% 98.3% 98.8% 99.0% 99.1%

VIDEO MARKET - SPEND SHIFT TO ONLINE
(£ MILLION)  2021 - 2025

100%

80%

60%

40%

20%

0%

 ONLINE       BRICKS AND MORTAR

BRICKS AND MORTAR 
VERSUS ONLINE   

?@A&2"+1',2'"1%%71+"8$6<1.1')-,"1%1+=2)2"$/"`^"-)#,$"
,%',.'1)%6,%'"2<,%#)%0"7%#,.+)%,2"'(,"%,1.S'$'1+"
'.1%2/$.61')$%"$/"'(,"61.*,'9"3)'("#)0)'1+"1%#"$%+)%,"
8(1%%,+2"188$7%')%0"/$."'(,"$-,.3(,+6)%0"61E$.)'="$/"
8$%276,."2<,%#4
!%"KGKd9"`^"8$%276,.2"2<,%'"1<<.$C)61',+="id4f":)++)$%"$%"
27:28.)<')$%"2'.,16)%0"2,.-)8,2"278("12"J,'H)C"1%#"\)2%,=s9"
18.$22"'.1%218')$%1+"#)0)'1+"<+1'/$.62")%8+7#)%0"X*="X'$.,9"
1%#"$%+)%,".,'1)+,.2"+)*,"A61[$%"2,++)%0"<(=2)81+"/$.61'2"/$."
($6,"#,+)-,.=4"5$0,'(,.9"'(,2,"8(1%%,+2".,<.,2,%',#"jje"$/"
'$'1+"-)#,$"61.*,'"-1+7,"+12'"=,1.4
M(=2)81+"21+,2"'(.$70(":.)8*2S1%#S6$.'1.".,'1)+,.2"u"
)%8+7#)%0"2<,8)1+)2'",%',.'1)%6,%'"2'$.,2"1%#"'($2,"
27<,.61.*,'2"'(1'"8$%')%7,"'$"2'$8*".,#78,#".1%0,2"$/"
\P\2"1%#"W+7S.1=2"u"0,%,.1',#"1<<.$C)61',+="idG4K"
6)++)$%9",a7)-1+,%'"'$"Te"$/"$-,.1++"2<,%#4"

2022

98.3%

1.7%
2021

97.8%

2.2%
2023

98.8%

1.2%
2024

99.0%

1.0%
2025

99.1%

0.9%
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Source: getitrightfromagenuinesite.org and ERA

PRINCIPAL BRICKS & MORTAR RETAILERS 
SELLING VIDEO 2021 - 2025

2021 2022 2023 2024 2025
change 

24/25
Specialist Chains (1) 112 122 122 123 121 -1.6%

Multiples (2) 757 332 307 227 10 -95.6%

Supermarkets (3) 3,264 2,388 1,576 1,046 920 -12.0%

Independents 77 74 73 67 61 -9.0%

Total Retailers 4,210 2,916 2,078 1,463 1,112 -24.0%
Source: Kantar
(1)   Specialist Chain - HMV
(2)   Multiples are Urban Outfitters, WHSmith, Matalan, Primark, Boots,  Moto, Original 
Factory Store, B&M, Easons, and SemiChem.  (Changes are most likely due to withdrawal 
from Audio and Video retailing/stocking).    
 
(3)   Supermarkets include Asda, Morrisons, Sainsbury’s (including Locals*), Tesco (including 
Metro and Express*), Waitrose*, Co-Op*, and One-Stop* (*That sell audio and video titles).
NOTE: Supermarkets merged with Multiples in 2022 

NO. OF BRICKS & MORTAR RETAILERS 
SELLING VIDEO 2021 - 2025

2,078
2,916

4,210

      SPECIALIST CHAINS (1)      MULTIPLES (2)      SUPERMARKETS (3)      INDEPENDENTS      TOTAL RETAILERS
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307122
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0

VIDEO RETAILERS   
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VIDEO RETAILERS 
- PHYSICAL   

A%1+=2)2"/.$6"^1%'1.9"/$872)%0"$%"'(,"
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Ld4Ke9"2+)0('+="#$3%"$%"'(,"LL4he")'"
2,87.,#")%"KGKf4

PHYSICAL FORMAT £ SALES SHARE BY RETAILER TYPE
2021 - 2025

Retail Type 2021 2022 2023 2024 2025

High Street 84.5 76.2 59.6 52.0 50.0

Home Delivery 151.7 132.8 110.1 104.2 98.8

Total Market 236.2 209.0 169.7 156.3 148.9

High Street 35.8% 36.5% 35.1% 33.3% 33.6%

Home Delivery 64.2% 63.5% 64.9% 66.7% 66.4%

SHARE OF TOTAL VIDEO RETAILER ESTATE 2025
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VIDEO MARKET - PHYSICAL FORMAT SHARE BY RETAILER 
TYPE (£ MILLION)  2021 - 2025 
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Note: From July 2022 the Supermarket channel was merged with the Specialist channel

Multiples (2)
1%

2024

TOTAL 
NO. VIDEO 
RETAILERS 

1,112

33.3%

66.7% 66.4%

33.6%

64.2%

35.8%

63.5%

36.5% 35.1%

64.9%
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VIDEO RETAIL - 
DIGITAL   

A%"?@A".,2,1.8("17#)'"$/"'(,"#)0)'1+"
-)#,$"61.*,'"1%#"8$7%',#"FG"2,.-)8,2"
)%"'(,"`^"3(,.,"-)#,$"81%":,"2'.,16,#9"
TL"3(,.,")'"81%":,"#)0)'1++="#$3%+$1#,#"
$.".,%',#"/.$6"1%#"Th"6$2'+="1#S/7%#,#"
2,.-)8,2"'(1'"$I,."/.,,S'$S-),3"8$%',%'4

DIGITAL VIDEO SERVICES 2025

Subscription Buy / Rent Free / Ad-Supported

Acorn TV Amazon Video All4

Amazon Prime Video BFI Player BBC iPlayer

Apple TV+ BT TV ConTV

BFI Player Chili Crunchyroll

BT TV Curzon Home Cinema ITVX Premium

Channel 4+ iTunes / Apple TV Kanopy

Cineplex Store Microsoft Store My5

Crunchyroll Rakuten TV Pluto TV

Curzon Home Cinema Sky Store Popcornflix

Discovery + Sony Entertainment Network Rakuten TV (ads)

Disney+ Talk Talk TV Roku

Hayu Vimeo On Demand STV Player

ITVX Premium Virgin Media Tubi TV UK

Kanopy Vudu Vevo

Lebara Play YouTube Vimeo

Mubi Zavvi Vudu

Netflix YouTube

Now TV

Paramount+

PlayStation

Rakuten TV

Shudder

Sky

Sky Cinema

Talk Talk TV

Tubi

TVPlayer

Virgin Media

YouTube

Zee5

ERA Research
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TOP 20 VIDEO CHART 2025

Title Corp. Group Total 
Video 
Units

Total 
DVD 

Units

Total 
Blu-ray 

Units

Total 
Digital

% Shr 
Digital

1 Wicked Spirit 
Entertainment 983,119 97,051 24,154 852,222 86.7%

2 A Minecraft Movie Elevation Sales 405,480 35,241 9,993 357,498 88.2%

3 Gladiator II Elevation Sales 379,486 56,925 21,629 288,875 76.1%

4 Bridget Jones - 
Mad About the Boy

Spirit 
Entertainment 339,692 42,366 6,137 291,190 85.7%

5 Jurassic World - 
Rebirth

Spirit 
Entertainment 317,753 42,885 17,880 249,104 78.4%

6
Mission 
Impossible - The 
Final Reckoning

Elevation Sales 302,614 34,799 21,013 235,714 77.9%

7 Paddington in Peru Elevation Sales 227,872 52,842 10,878 161,801 71.0%

8 Superman (2025) Elevation Sales 202,822 26,312 20,445 140,637 69.3%

9 Moana 2 Elevation Sales 187,552 22,156 4,092 159,541 85.1%

10 Sonic The 
Hedgehog 3 Elevation Sales 186,071 28,269 10,591 141,520 76.1%

11 Venom - The Last 
Dance Elevation Sales 179,809 37,082 14,805 121,074 67.3%

12 Conclave Elevation Sales 177,857 42,817 9,679 123,335 69.3%

13 How to Train Your 
Dragon (2025)

Spirit 
Entertainment 168,950 21,866 6,860 137,209 81.2%

14 Downton Abbey - 
The Grand Finale

Spirit 
Entertainment 162,013 56,530 8,002 96,588 59.6%

15 The Wild Robot Spirit 
Entertainment 145,317 23,288 7,487 110,366 75.9%

16 28 Years Later Elevation Sales 143,931 22,849 10,122 104,584 72.7%

17 Sinners Elevation Sales 142,035 16,051 12,571 103,119 72.6%

18 The Grinch 
(Animated)

Spirit 
Entertainment 131,924 5,495 587 125,833 95.4%

19 Dune - Pt 2 Elevation Sales 126,835 10,156 11,655 95,635 75.4%

20 Nosferatu (2024) Spirit 
Entertainment 124,767 21,673 15,723 74,146 59.4%

Source: Offical Charts Company  
EST film volume comprised of data from the 
following services: Amazon; iTunes; SKY Store; Talk 
Talk; Rakuten; Virgin
Weighting applied by Official Charts Company to EST 
data to take into account “other” EST film services 
not reporting    
Within the chart, only titles available from all of 
the top 3 services (based on market share) would 
be eligible to be displayed in the chart in order to 
preserve retailer confidentiality  
Windowed releases through a single service and 
Service Exclusives excluded from the chart 
   

@,+,12,#"'$".,'1)+")%"'(,"N.2'"3,,*"$/"
g1%71.=9":$C"$c8,"2612(9"mD)8*,#&"<7'"
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OFFICIAL TOP 20 EST VIDEO CHART 2025

Title Corp. Group Total EST 
Video Units 

Sold

1 Wicked Spirit Entertainment 852,222

2 A Minecraft Movie Elevation Sales 357,497

3 Bridget Jones - Mad About 
The Boy Spirit Entertainment 291,190

4 Gladiator Ii Elevation Sales 288,875

5 Jurassic World - Rebirth Spirit Entertainment 249,104

6 Mission Impossible - The 
Final Reckoning Elevation Sales 235,714

7 Paddington In Peru Elevation Sales 161,802

8 Moana 2 Elevation Sales 159,541

9 Sonic The Hedgehog 3 Elevation Sales 141,520

10 Superman (2025) Elevation Sales 140,637

11 How To Train Your Dragon 
(2025) Spirit Entertainment 137,210

12 The Grinch (Animated) Spirit Entertainment 125,833

13 Conclave Elevation Sales 123,334

14 Venom - The Last Dance Elevation Sales 121,073

15 The Wild Robot Spirit Entertainment 110,366

16 The Polar Express Elevation Sales 105,545

17 28 Years Later Elevation Sales 104,585

18 Sinners Elevation Sales 103,119

19 Downton Abbey - The Grand 
Finale Spirit Entertainment 96,588

20 Dune - Pt 2 Elevation Sales 95,634

Source: Official Charts Company
EST film volume comprised of data from the 
following services: Amazon; iTunes; SKY Store; 
Talk Talk; Rakuten  
Weighting applied by Official Charts Company to 
EST data to take into account “other” EST film 
services not reporting  
Windowed releases through a single service and 
Service Exclusives excluded from the chart. 
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TOP 20 VOD VIDEO CHART 2025

Title Corp. Group Total VOD Video 
Units Sold

1 Conclave Elevation Sales 619,355

2 Gladiator II Elevation Sales 455,317

3 Bridget Jones - Mad About The Boy Spirit Entertainment 400,795

4 Wicked Spirit Entertainment 389,224

5 Jurassic World - Rebirth Spirit Entertainment 280,263

6 Venom - The Last Dance Elevation Sales 226,597

7 Anora Spirit Entertainment 218,342

8 Mission Impossible - The Final Reckoning Elevation Sales 216,386

9 Sinners Elevation Sales 207,836

10 28 Days Later Sony Pictures He 193,254

11 28 Years Later Elevation Sales 191,983

12 Final Destination - Bloodlines Elevation Sales 180,880

13 Superman (2025) Elevation Sales 176,013

14 Elf Elevation Sales 173,695

15 A Minecraft Movie Elevation Sales 171,786

16 Weapons Elevation Sales 170,214

17 The Substance Elevation Sales 159,776

18 It Ends With Us Elevation Sales 148,899

19 Ballerina - From the World of John Wick Elevation Sales 131,220

20 Sonic the Hedgehog 3 Elevation Sales 127,000

Source: Official Charts Company
Note: VOD reporting is subject to delays and full-
year end chart not available at time of publication. 
The above chart represents VOD transactions 
measured between January and October 2022. 
The reporting panel consists of rental information 
from Amazon, Apple, Rakuten, Sky Store and 
TalkTalk.  A confidential upweighting has been 
applied to services active in VOD but not currently 
reporting. Windowed releases through one service 
and retailer exclusives will be excluded from all 
charts but volume included within market level 
figures (where data has been delivered to us). 
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OFFICIAL TOP 20 PHYSICAL VIDEO CHART 2025

Title Corp. Group Total Video 
Units Sold

Total DVD 
Units Sold

Total Blu-ray 
Units Sold

Total 4K UHD 
Units Sold

1 Wicked Spirit Entertainment 130,897 97,051 24,154 9,693

2 Gladiator II Elevation Sales 90,611 56,925 21,629 12,057

3 Jurassic World - Rebirth Spirit Entertainment 68,649 42,885 17,880 7,885

4 Mission Impossible - The Final Reckoning Elevation Sales 66,900 34,799 21,013 11,088

5 Paddington in Peru Elevation Sales 66,070 52,842 10,878 2,350

6 Downton Abbey - The Grand Finale Spirit Entertainment 65,425 56,530 8,002 894

7 Superman (2025) Elevation Sales 62,185 26,312 20,445 15,429

8 Venom - The Last Dance Elevation Sales 58,736 37,082 14,805 6,849

9 Conclave Elevation Sales 54,523 42,817 9,679 2,027

10 Nosferatu (2024) Spirit Entertainment 50,620 21,673 15,723 13,224

11 Bridget Jones - Mad About the Boy Spirit Entertainment 48,502 42,366 6,137 0

12 Thunderbolts Elevation Sales 48,317 25,362 13,988 8,967

13 A Minecraft Movie Elevation Sales 47,982 35,241 9,993 2,748

14 Captain America - Brave New World Elevation Sales 47,323 27,682 12,793 6,848

15 Sonic the Hedgehog 3 Elevation Sales 44,551 28,269 10,591 5,691

16 Alien - Romulus Elevation Sales 44,458 21,853 15,365 7,240

17 Ballerina - From The World Of John Wick Elevation Sales 44,211 23,662 12,673 7,875

18 The Fantastic Four - First Steps Elevation Sales 42,079 21,091 16,636 4,352

19 28 Years Later Elevation Sales 39,346 22,849 10,122 6,374

20 Sinners Elevation Sales 38,916 16,051 12,571 10,294

Source: Offical Charts Company / BASE 
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THE BIGGEST 
SELLING GAME 
OF THE YEAR WAS 
EA SPORTS FC 26  
WITH 1.98 MILLION 
UNITS SOLD 

© 2026 Electronic Arts Inc. Electronic Arts, EA, EA 
SPORTS, the EA SPORTS logo, EA SPORTS FC, and the EA 
SPORTS FC logo are trademarks of Electronic Arts Inc.
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RETAIL SALES OF GAMES SOFTWARE

VALUE £5.37bn
YOY CHANGE 7.4%

PHYSICAL SOFTWARE SALES

VALUE  £319m
YOY CHANGE -1.0%
RETAIL SALES OF GAMES HARDWARE

VALUE £770m
YOY CHANGE 11.1%

VALUE       £5.05bn
YOY CHANGE 8%

DIGITAL SALES
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ERA Entertainment Tracker 2025

58.9%
Smartphone 

(with Internet 
access)

The smartphone is the most popular device for 
playing games

TOP DEVICES USED 
FOR PLAYING GAMES

12.9%
Static / Handled 

Game Console (e.g. 
Nintendo Switch, 

Steam Deck)

16-17      18-24      25-34      35-44     45-54     55-64     65+TOTAL          MALE      FEMALE

TIME SPENT 
GAMING
The average person 
spends 8.9 hours per 
week playing games

ERA Entertainment Tracker 2025

GAMING FORMAT 
PREFERENCES 
- % OF 
POPULATION
Mobile gaming is 
the most popular 
overall. Direct to 
console also is 
popular with the 
under 25’s with 
40% of that age 
group accessing 
games in that way

MOBILE GAMES 
(FREE)

8.9
10.5

7.4 7.7
5.9

9.6 10.5 10.8
8.8

6.9

 TOTAL      U-25s

SUBSCRIPTIONS 
(PLAYSTATION PLUS, 

XBOX LIVE ETC)

28.2%

DIGITAL DIRECT TO 
CONSOLE

25.5%

MMOGS

18.9%

DISCS FOR STATIC 
GAME CONSOLE

18.6%

25.5%

DIGITAL DIRECT TO 
PC / LAPTOP

17.0%

27.0%

DISCS FOR COMBINED 
STATIC / HANDHELD 

CONSOLE (E.G. 
NINTENDO SWITCH, 

STEAM DECK)

6.6% 7.9%

DISCS FOR 
HANDHELD GAME 

CONSOLE

4.4% 5.8%

32.3%

40.0%38.5%

64.1%

37.8%

10.7%
Smart TV 
(internet 

connected / 
apps)

11.7%
Static / Handled 

Game Console (e.g. 
Nintendo Switch, 

Steam Deck)

15.5%
Android Tablet 
(eg Kindle Fire, 
Samsung, Sony)

32.4%
Computer / 

Laptop
 

8.3%
VR Headsets 

(eg Meta Quest, 
Apple Vision Pro, 

PlayStation)

35.4%
Static Video Game 

Console (e.g. PS5, PS4, 
Xbox Series, Xbox one)

23.3%
iPad (tablet)
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GAMES MARKET 
SOFTWARE OVERVIEW 
5(,"016,2"2$/'31.,"61.*,'"<$2',#"1"/$7.'("
8$%2,87')-,"=,1."$/"0.$3'(")%"KGKd"3)'("1%%71+"
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U4Ue")%"KGKd"3)'("$-,.1++".,-,%7,2"'$'1++)%0"
1.$7%#"iT4j:%4
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ENTERTAINMENT SOFTWARE - VALUE (£MILLION)
2023 - 2025

2023 2024 2025
change 

24/25
Physical Console Software 485.5 316.0 311.5 -1.4%

Physical PC Software 6.3 6.1 7.3 19.1%

Total Full-Game Physical Software 491.8 322.1 318.8 -1.0%

Digital Console Full-Game 789.4 769.1 857.6 11.5%

Digital PC Download-to-Own 219.0 205.9 215.8 4.8%

Total Full-Game Digital Software 1,008.4 975.0 1,073.4 10.1%

Other Digital and Online 1,830.3 1,967.4 2,091.4 6.3%

Mobile and Tablet 1,639.1 1,729.4 1,881.5 8.8%

Total Digital Games 4,477.8 4,671.8 5,046.4 8.0%

Total Games Software 4,969.6 4,993.9 5,365.2 7.4%

ENTERTAINMENT SOFTWARE - VOLUME (MILLION)
2023 - 2025

2023 2024 2025
change 

24/25
Physical Console Software 13.6 10.0 8.5 -14.3%

PC Software 0.2 0.2 0.2 10.6%

Total Full-Game Physical Software 13.8 10.2 8.8 -13.8%

Total Digital Console Full-Game 
and PC Download-to-Own  53.8  54.5  54.6 0.2%

Total Games Software 67.6 64.7 63.4 -2.0%

Physical Games: NielsenIQ   
Digital / Online / Mobile Games: Omdia estimates, subject to update in April  
Other Digital & Online includes Subscriptions, DLC, Micropayments, Casual MMOG, 
Social    Mobile / Tablet includes Downloads and IAP Only combined volume data 
available for Digital Console Full-Game and Digital PC Download-to-Own
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GAMES MARKET 
SALES BY 
SEGMENT 
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GAMES SOFTWARE VALUE 
SHARE BY SEGMENT 2025

Digital Console 
Full-Game 16%

Mobile and 
Tablet
35%

TOTAL MARKET
£5,365.2m

Other Digital and Online 39%

Digital PC Down-
load-to-Own 4%

Physical Console & PC 
Software 6%

 TOTAL      DIGITAL PC DOWNLOAD-TO-OWN      DIGITAL CONSOLE FULL-GAME 
 PHYSICAL CONSOLE & PC SOFTWARE      MOBILE TABLET      OTHER DIGITAL AND ONLINE

Physical Games: NielsenIQ Digital / Online / Mobile Games: Omdia Note: Other Digital & Online 
includes Subscriptions, DLC, Micropayments, Casual MMOG, Social Mobile / Tablet includes 
Downloads and IAP       
 

GAMES MARKET BY SEGMENT (£M) 2021 - 2025

6,000

5,000

4,000

3,000

2,000

1,000

0
20252021 2022 2023 2024

4,679.7 4,714.5 4,969.6 4,993.9
5,365.2

1,893.4

1,348.0

531.1

673.9
233.2

1,800.9

1,462.2

517.9

711.1

222.5

1,830.3

1,639.1

491.8

789.4

219.0

1,967.4

1,729.4

322.1

769.1

205.9

2,091.4

1,881.5

318.8

857.6

215.8



UK STATISTICS GAMES

49

ER
A YEARB

OOK
 2026

GAMES MARKET 
DIGITAL 
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0.,3":="U4Ue"+12'"=,1.9"0,%,.1')%0"1+6$2'"
iK:%")%".,-,%7,29"188$7%')%0"/$."Fhe"$/"
'$'1+"#)0)'1+"016,2"-1+7,4
O$:)+,"6)8.$'.1%218')$%1+"2<,%#"
$%")%S016,"87..,%8),29"8(1.18',."
,%(1%8,6,%'29"1%#"$'(,.")%S1<<"
/,1'7.,2"16$7%',#"'$"E72'"$-,."iT4h:%9"
7<"U4he9"3()+,"21+,2"$/"/7++S016,"')'+,2"
/$."6$:)+,"#,-)8,2"3,.,"3$.'("idK4L69"
7<"TG4de"=,1.S$%S=,1.4"X(1.<"0.$3'("
312"1+2$",-)#,%'")%"'(,"6$:)+,"t"'1:+,'"
27:28.)<')$%"61.*,'"3()8("0.,3":="
j4Ke"'$"ihK4f69".,H,8')%0"1"6$.,"
0,%,.1+"6$-,"'$"188,22"6$#,+2":="'(,"
-)#,$016,"8$%276,.4
5()2"2()/'")2"/7.'(,."#,6$%2'.1',#":="'(,"
H$7.)2()%0"8$%2$+,"27:28.)<')$%"61.*,'9"
3()8("<$2',#"01)%2"$/"U4je")%"KGKd9"3)'("
iLGU4d6"2<,%'"$-,.1++4"D()+,"<$<7+1."
<.,6)76"'),.2"+)*,"w:$C"]16,"M122"
`+')61',")%2')01',#"2)0%)N81%'"<.)8,".)2,2"
)%"rf9"6$2'"$/"'(,"1%%71+"0.$3'("312"
$.01%)89"/7.'(,.",-)#,%8,"$/"1"-)#,$016,"
8$%276,.":12,")%8.,12)%0+="8$6/$.'1:+,"
188,22)%0"'(,)."8$%',%'9".1'(,."'(1%"
$3%)%0")'4"5(,"2,06,%'"%$3"8+1)62"TKe"
$/"'$'1+"2<,%#")%"'(,"81',0$.=4"
X<,%#)%0"$%"2$8)1+"6,#)1"016)%0"
8$%')%7,2"'$"'.,%#"#$3%31.#29"/1++)%0"
:="1%$'(,."TGe")%"KGKd"'$"iFL4U69"3()+,"
'(,"MB"M1=S'$SM+1="1%#"B1271+"016)%0"
61.*,'2"+)*,3)2,".,8$.#,#".,-,.2,29"#$3%"
Td4he"'$"iU4h64
5(,"O122)-,"O7+')<+1=,.">%+)%,"]16,2"
oOO>]p"61.*,'9"3()8(")%8+7#,2"
27:28.)<')$%S:12,#"188,22"1%#")%S
016,"6)8.$'.1%218')$%29".,'7.%,#"'$"
0.$3'("1/',."261++"#,8+)%,2")%"KGKf4"
X<,%#)%0"8+)6:,#"T4Ue"'$"iFUK4h69"%$3"
188$7%')%0"/$."Ue"$/"'(,"'$'1+"`^"016,2"
61.*,'":="-1+7,4

DIGITAL GAMES - VALUE (£MILLION) 2023 - 2025

2023 2024 2025 change 24/25

Console Full-Game 789.4 769.1 857.6 11.5%

PC Download-to-Own 219.0 205.9 215.8 4.8%

Console Subs 481.9 558.9 608.5 8.9%

Console DLC 875.7 951.6 1,024.2 7.6%
PC Casual (sales & subs) / PC 
Pay-to-Play

12.6 10.3 8.7 -15.7%

MMOG (subs & microT) 381.6 375.8 382.7 1.8%

Social 46.7 40.9 36.8 -10.0%

Cloud (subs) 31.9 29.9 30.5 2.0%

Total Digital & Online  2,838.7  2,942.4  3,164.9 7.6%

Mobile / Tablet Microtransactions 
& DLC

1,542.6 1,615.5 1,756.5 8.7%

Mobile / Tablet Full-Game 44.1 47.6 52.6 10.5%

Mobile / Tablet Subscriptions 52.5 66.3 72.4 9.2%

Total Mobile & Tablet  1,639.1  1,729.4  1,881.5 8.8%

Total Digital Games  4,477.8  4,671.8  5,046.4 8.0%

DIGITAL GAMES - VOLUME (MILLION) 2023 - 2025

2023 2024 2025 change 24/25

Console Full-Game & PC 
Download to Own  53.8  54.5  54.6 0.2%

Sources: Omdia Note: Mobile / Tablet includes Downloads and IAP Only combined volume data 
available for Digital Console Full-Game and Digital PC Download-to-Own   
 

DIGITAL GAMES MARKET BY 
SEGMENT 2025

Console Full-Game 
17%

Mobile / Tablet 
37%

Console DLC 20%

PC Casual / PC Pay-to-Play 0%

PC Download-
to-own 4%

Console Subs 
12%

Cloud (subs) 1%  

MMOG (subs and 
microT) 8%

TOTAL MARKET
£5,046.4m

Social 1%  
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 MOBILE / TABLET  (ACCESS)      CONSOLE SUBS      MMOG MICRO T      MMOG SUBS     SOCIAL

DIGITAL GAMES ACCESS SEGMENTS (£ MILLION)
2021 - 2025

Sources: Omdia   Note: Mobile includes Smartphone & Tablet

 CONSOLE DLC      CONSOLE FULL-GAME      PC DTO      MOBILE / TABLET  (OWN)       PC CASUAL

DIGITAL GAMES OWNERSHIP SEGMENTS (£ MILLION)
2021 - 2025

972.5 1,024.2
951.6

875.7836.4

673.9

857.6
769.1789.4

711.1

233.2 215.8205.9219.0222.5

38.2 52.647.644.140.3

3.2 1.72.02.42.9
20252022 2023 20242021

1,309.9

1828.9
1,681.81,595.1

1,421.9

20252022 2023 20242021

497.4
608.5558.9

481.9501.7

245.2243.3247.8236.7219.0

137.5132.6133.8121.6219.0

36.840.946.752.755.2



UK STATISTICS GAMES

51

ER
A YEARB

OOK
 2026

GAMES MARKET 
PHYSICAL    

A/',."<$2')%0"<.,8)<)'$72"#,8+)%,2")%"KGKf9"2<,%#"$%"
<(=2)81+":$C,#"016,2"2'1:)+)2,#"+12'"=,1."3)'("iFTU4U6"
0,%,.1',#"'(.$70("'(,"')++29".,2'.)8')%0"=,1.S$%S=,1."
#,8+)%,2"'$"E72'"Te4
\.)++)%0"#$3%")%'$"<,./$.61%8,":="<+1'/$.69"($3,-,.9"
.,-,1+2"1"<)8'7.,"$/"3)#,2<.,1#"#,8+)%,2"$I2,'":="1"
2)0%)N81%'9"%,3S'$S61.*,'".,-,%7,"2'.,169"#,+)-,.,#"
,C8+72)-,+=":="21+,2"$/"016,2"/$."J)%',%#$&2"+1',2'"
0,%,.1')$%"8$%2$+,9"'(,"X3)'8("K4"iLh4F6"312"2<,%'"$%"
X3)'8("K"016,2"/.$6"g7%,"$%31.#29".,<.,2,%')%0"KTe"
$/"'(,"'$'1+"<(=2)81+"016,2"61.*,'")%"KGKd4
W="31="$/"8$%'.12'9"'(,"$'(,."61E$."<+1'/$.6"$3%,.2"
;"M+1=X'1')$%"1%#"O)8.$2$/'";"<$2',#".,-,.2,2"18.$22"
1++"'(,)."8$%2$+,S'=<,24"5(,"61.*,'S+,1#)%0"MXd"
61)%'1)%,#")'2"<$2)')$%"12"'$<"<,./$.6,."3)'("iTKL4d6"
2<,%'"$%"<(=2)81+"2$/'31.,"')'+,29"+)6)')%0"=,1.S$%S=,1."
#,8+)%,2"'$"E72'"f4fe9"'()2"#,2<)',"'(,"8$%2$+,",%',.)%0"
)'2"L'("=,1.")%"8).87+1')$%4"5($2,".,-,%7,2".,<.,2,%',#"
fGe"$/"'$'1+"<(=2)81+"2$/'31.,"2<,%#4
O)8.$2$/'",%#7.,#"1"-,.="2$/'"=,1."$/"'.1#)%0")%"'(,"
<(=2)81+"61.*,'"3)'("2<,%#)%0"$%":$C,#"2$/'31.,"
')'+,2"/$.")'2"H102()<"w:$C"X,.),2"8$%2$+,";")%")'2"d'("=,1."
2)%8,"+17%8("S"/1++)%0":="KF4fe"'$"iTh4U64"
!%"',.62"$/"$+#,."8$%2$+,S'=<,29"'(,"MXf"0,%,.1',#"
iTf4U6")%"21+,29"#$3%"fd4Ue"=,1.S$%S=,1.9"O)8.$2$/'&2"
w:$C">%,"016,".,-,%7,2"/,++"E72'"2(="$/"iT69"#$3%"
LG4Ke9"3()+,"'(,"$.)0)%1+"J)%',%#$"X3)'8("213"iUF4f6"
2<,%'"$%")'2"')'+,29"FLe"#$3%"$%"KGKf"'$'1+24"
5(,"MB"<(=2)81+"#)28"61.*,'"<$2',#"1"27.<.)2,":76<"
)%".,-,%7,2")%"KGKd9"1/',."2,-,.1+"=,1.2"$/"#,8+)%,9"3)'("
ih4F6"2<,%'9"7<"Tj4Te"=,1.S$%S=,1.4

GAMES: PHYSICAL ENTERTAINMENT SOFTWARE - 
VALUE (£MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
Sony Playstation 5 (PS5) 189.2 132.3 126.5 -4.4%

Sony Playstation 4 (PS4) 47.1 27.4 14.8 -45.8%

Microsoft Xbox Series 42.9 23.3 17.8 -23.4%

Microsoft Xbox One 7.4 2.4 1.0 -60.2%

Nintendo Switch 2 0.0 0.0 67.3

Nintendo Switch 198.2 130.3 83.4 -36.0%

Other Console (Sony/Microsoft/
Nintendo)

0.7 0.4 0.6 79.0%

Total Home Console 485.5 316.0 311.5 -1.4%

PC 6.3 6.1 7.3 19.1%

Total Physical Games Software 491.8 322.1 318.8 -1.0%
Physical Games: NielsenIQ

GAMES: PHYSICAL ENTERTAINMENT SOFTWARE - 
VOLUME (MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
Sony Playstation 5 (PS5) 4.3 3.5 3.3 -6.8%

Sony Playstation 4 (PS4) 1.8 1.2 0.7 -42.4%

Microsoft Xbox Series 1.0 0.7 0.5 -29.2%

Microsoft Xbox One 0.3 0.1 0.1 -60.8%

Nintendo Switch 2 0.0 0.0 1.1

Nintendo Switch 6.2 4.4 2.9 -34.1%

Other Console (Sony/Microsoft/
Nintendo)

0.0 0.0 0.0 65.6%

Total Home Console 13.6 10.0 8.5 -14.3%

PC 0.2 0.2 0.2 10.6%

Total Physical Games Software 13.7 10.2 8.8 -13.8%
Physical Games: NielsenIQ
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PHYSICAL GAMES MARKET BY FORMAT (£ MILLION) 2025

Nintendo Switch 2 21%

Microsoft Xbox One 0%

Nintendo Switch 26%

TOTAL 
MARKET
£318.8M

Microsoft Xbox Series 6%

Sony Playstation 
5 (PS5) 40%

PHYSICAL GAMES SPEND (£ MILLION) 2021 - 2025

800

700

600

500

400

300

200

100

0
20252024202320222021

PC 2%
Other 0%

318.8

531.1 517.9
491.8

PS4 115.3

Xbox One 45.3

Switch 241.7

PC 3.8
Xbox Series, 27.2

PS5 96.5

PS4 79.2

Xbox One 19.2

Switch 223.1

PC 4.7

Xbox Series, 37.3

PS5 153.6

PS4 47.1

Xbox One 7.4

Switch 198.2

PC 6.3
Xbox Series, 42.9

PS5 189.2

PS4 27.4
Xbox One 2.4

Switch 130.3

PC 6.1
Xbox Series, 23.3

PS5 132.3

322.1

Sony Playstation 4 (PS4) 5%

PS4 14.8
Xbox One 1.0

Switch 83.4

PC 7.3
Xbox Series, 17.8

PS5 126.5

Switch 2 67.3
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BATTLE OF THE BRANDS - SOFTWARE SALES BY BRAND. 
VALUE (£M) 2023 - 2025

2023 2024 2025 change 24/25

Sony 236.3 159.7 141.3 -11.5%

Microsoft 50.3 25.7 18.8 -26.9%

Nintendo 198.5 130.3 150.8 15.7%

GAMES MARKET 
BRANDS   

A00.,01')%0"#)28"21+,2"18.$22"
J)%',%#$9"X$%=9"1%#"O)8.$2$/'"
<+1'/$.629"'(,"KGKd"QW1''+,"$/"'(,"
W.1%#2R"213"X$%="+$2,")'2"+,1#)%0"
<$2)')$%"'$"J)%',%#$4"!%"1"#,8+)%)%0"
61.*,'9"'(,"*,="/18'$.")%"'()2"=,1.&2"
2(1.,":1''+,"312"J)%',%#$"61%10)%0"
'$"+)6)'".,-,.2,2"$/")'2"$+#,."X3)'8("
8$%2$+,"21+,29"3()+,"72(,.)%0")%"/.,2("
.,-,%7,2"0,%,.1',#":="'(,"X3)'8("
K4">-,.1++9"iTdG4U6"312"2<,%'"$%"
8$6:)%,#"J)%',%#$"')'+,29"7<"Td4he"
-,.272"'(,"<.,-)$72"=,1.9"'1*)%0")'2"
2(1.,"'$"fje"$/"'(,"'$'1+4
X$%=&2"2(1.,"/,++":18*"'$"fde"1/',."
8$6:)%,#".,-,%7,2"/,++"TT4de"'$"
iTfT4F69"3()+,"O)8.$2$/'&2"2(1.,"
2+)<<,#"'$"E72'"Le9"12"21+,2"#)-,#"'$"
iTU4U69"KL4je"#$3%"-,.272"KGKf4"

BATTLE OF THE BRANDS - SOFTWARE UNITS BY BRAND. 
UNITS (M) 2023 - 2025

2023 2024 2025 change 24/25

Sony 6.0 4.8 4.0 -16.0%

Microsoft 1.3 0.8 0.5 -35.1%

Nintendo 6.2 4.4 4.0 -9.0%
Source: NielsenIQ 
All SW for consoles formats, not just first-party titles

BATTLE OF THE BRANDS 2025

Nintendo 
49%

Sony 45%TOTAL 
MARKET
£310.9m

Microsoft 6%
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GAMES MARKET 
HARDWARE  
A88$.#)%0"'$"J),+2,%!r"1"'$'1+"K4T6"016,2"8$%2$+,2"3,.,"
2$+#")%"'(,"`^"#7.)%0"KGKd9"7<"L4je"-,.272"KGKf"-$+76,24"
!%"',.62"$/"-1+7,9"ihLj4L6"312"2<,%'")%"'(,"`^9"7<"TT4Te"
=,1.S$%S=,1.4
5(,"+17%8("$/"J)%',%#$&2"X3)'8("K9".,+,12,#"(1+/31="'(.$70("
'(,"=,1.9"312".,2<$%2):+,"/$."1++"$/"'(1'"61.*,'"0.$3'(9"3)'("
iKLK6"2<,%'"18.$22"hFh*"7%)'2"2$+#4"
X$%=&2"MXd9")%")'2"L'("=,1."$/"<.$#78')$%9")%'.$#78,#"2$6,"
+)6)',#"7<0.1#,2"'(.$70($7'"'(,"=,1.9":7'"1%%71+"21+,2"
#)<<,#":,+$3"jGG*"7%)'29"3$.'("iFfd4T69"#$3%"TL4Te"=,1.S
$%S=,1.4"
O)8.$2$/'&2"w:$C"X,.),2"8$%2$+,")2"1+2$"#,,<")%'$")'2"8=8+)81+"
+)/,"1%#"'(1'")2".,H,8',#")%".1<)#+="2$/',%)%0"21+,29"3)'("E72'"
KUj*"7%)'2"2$+#")%"KGKd9"3$.'("iTGU4f69"#$3%"Kj4Fe"=,1.S
$%S=,1.4
?+2,3(,.,9"J)%',%#$&2"$.)0)%1+"X3)'8("8$%2$+,"8$%')%7,#"
'$"2()/'"#,8,%'"-$+76,2"#,2<)',"'(,".,+,12,"$/"'(,"X3)'8("K9"
3)'("KTj*"7%)'2"2$+#9"3$.'("idf4T69"3()+,"21+,2"$/"'(,"MXf"
1%#"w:$C">%,"81%"%$3":,"8$7%',#")%"'(,"+$3"'($721%#24
!%"',.62"$/"-1+7,"2(1.,"$/"'(,"61.*,'9"X$%=&2"MXd".,'1)%,#")'2"
+,1#")%"KGKd"'1*)%0"fde"3)'("21+,2"3$.'("6$.,"'(1%"'(1'"$/"
'(,"X3)'8("1%#"X3)'8("K"8$6:)%,#9"0)-)%0"J)%',%#$"fTe"
$/"$-,.1++"21+,24"5(,"O)8.$2$/'"w:$C"X,.),2"8$%')%7,2"'$"2()<"
2(1.,"3)'("'$'1+"-1+7,2"0,%,.1',#"3$.'("E72'"Tfe"$/"'(,"
'$'1+"61.*,'4"

GAMES HARDWARE MARKET 
(£ MILLION) 2025

PS4 0%

Nintendo 
Switch 7%

TOTAL 
MARKET
£769.6m

Xbox Series 
14%

GAMES: TOTAL HARDWARE 
VALUE (£MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
Sony Playstation 5 (PS5) 527.4 411.5 345.1 -16.1%

Sony Playstation 4 (PS4) 6.2 1.4 0.0 -99.9%

Microsoft Xbox Series 209.8 153.4 108.4 -29.3%

Microsoft Xbox One 0.0 0.0 0.0 -47.1%

Nintendo Switch 2 262.0

Nintendo Switch 187.0 126.4 54.1 -57.2%

Other Console (Sony/
Microsoft/Nintendo)

0.0 0.0 0.0 -65.6%

Total Physical Games 
Hardware 930.4 692.7 769.6 11.1%

GAMES: TOTAL HARDWARE 
VOLUME (MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
Sony Playstation 5 (PS5) 1.2 1.0 0.9 -12.0%

Sony Playstation 4 (PS4) 0.0 0.0 0.0 -99.9%

Microsoft Xbox Series 0.6 0.5 0.3 -38.7%

Microsoft Xbox One 0.0 0.0 0.0 -70.0%

Nintendo Switch 2 0.0 0.0 0.7

Nintendo Switch 0.7 0.5 0.2 -57.8%

Other Console (Sony/
Microsoft/Nintendo)

0.0 0.0 0.0 -79.6%

Total Physical Games 
Hardware 2.4 2.6 2.0 -25.3%

Source: NielsenIQ.  Excludes TV Console/Micro Console/Retro Console.  
Revenue based on SPLIT HW revenue.    
   
Hardware SPLIT revenue - due to the fact that units/revenue from 
Consoles is split, some revenue from Hardware Bundles is counted under 
Software or Accessories and 1 unit of the software element / accessories 
element is also split.     
   
The SPLIT revenue for Hardware is shown above, because if you sum the 
total SW-HW-ACC you arrive at the true total.  If we put UNSPLIT harware 
revenue in these figures, there would be double-counting for total 
revenue.      
   

PS5 45%

Nintendo 
Switch 2 34%
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TOTAL GAMING ACCESSORY 
VALUE (£ MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
Total Console 405.0 462.7 420.3 -9.2%

Total PC 128.5 140.1 141.7 1.2%

Total 533.5 602.7 562.0 -6.8%

TOTAL GAMING ACCESSORY 
UNITS (MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
Total Console 8.8 9.1 8.0 -12.2%

Total PC 2.1 2.3 2.4 3.8%

Total 10.9 11.4 10.4 -9.0%
Source: NielsenIQ - Traditional Gaming Accessories.  Excludes Digital 
Content / Toy / VR

GAMES MARKET 
ACCESSORIES
A/',."<$2')%0"2$+)#"0.$3'(")%"KGKf"'(,"016,2"188,22$.),2"
61.*,'";"3()8(")%8+7#,2"21+,2"$/"<,.)<(,.1+2"+)*,"8$%'.$++,.29"
6)8,"1%#"(,1#2,'2"S"/,++":18*")%"KGKd4"A88$.#)%0"'$"
J),+2,%!r9"idLK6"312"2<,%'"$-,.1++9"#$3%"L4Ue"=,1.S$%S
=,1.4"TG4f"7%)'2"3,.,"2$+#9"#$3%"je"-,.272"KGKf4"
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AVERAGE SELLING PRICES   
5(,"1-,.10,"8$2'"$/"1"016,"18.$22":$'("'(,"<(=2)81+"
.,'1)+,."+1%#281<,"1%#"#)0)'1+"8(1%%,+2")%8.,12,#"
2(1.<+=")%"KGKd9"+1.0,+="#7,"'$"'(,"+17%8("$/"'(,"
J)%',%#$"X3)'8("K"1%#")'2"27)',"$/"%,3"')'+,29"2$6,"$/"
3()8("()'"'(,"61.*,'"1'"1".,'1)+"<.)8,",C8,,#)%0"ihG"
$%".,+,12,4""
J),+2,%!r".,8$.#,#"'(,"1-,.10,"8$2'"$/"1"<(=2)81+"
:$C,#"016,"1'"iFL4Kj"+12'"=,1.9"1+6$2'"Tde"()0(,."
'(1%")%"KGKf4">-,.")%"'(,"#)0)'1+"2,8'$.">6#)1"
,2')61',#"'(,"1-,.10,"2,++)%0"<.)8,"$/"1"/7++S016,"
#)0)'1+"7%)'";"18.$22"MB"1%#"8$%2$+,";"1'"iTj4LL9"E72'"
7%#,."TGe"()0(,."'(1%"KGKf"<.)8,24"
!'&2"3$.'(".,6,6:,.)%0"'(1'"'(,"#,,<,."1-1)+1:)+)'="
$/"81'1+$07,"1%#":7#0,'"')'+,2")%"'(,"#)0)'1+"2<18,9"
,2<,8)1++="18.$22"MB"')'+,29"*,,<2"1-,.10,"<.)8,2"3,++"
:,+$3"'($2,"/$7%#"1'"<(=2)81+".,'1)+4
\,2<)',")%8.,12)%0":="Tfe")%"KGKd9"'(,"61.*,'&2"+$3,2'"
1-,.10,"2,++)%0"<.)8,2"/$.":$C,#"016,2".,61)%")%"'(,"
($6,"#,+)-,.="8(1%%,+"1'"iFd4hU9"E72'"2(="$/"if"8(,1<,."
'(1%"'($2,"/$7%#")%"'(,"()0("2'.,,'"2<,8)1+)2'"8(1%%,+9"
1'"iFj4fT4"5(,"27<,.61.*,'"8(1%%,+"213"AXM2")%8.,12,"
:="KG4je"+12'"=,1."'$"ifT4KK9".,H,8')%0"'(,"+)6)',#9"
/.$%'+)%,".1%0,2"81..),#")%S2'$.,9"6,1%)%0"1-,.10,"
<.)8,2"1.,"%1'7.1++="()0(,."'(1%"'($2,"/$7%#",+2,3(,.,"
)%"'(,"81',0$.=4

PHYSICAL ENTERTAINMENT SOFTWARE 
AVERAGE SELLING PRICES 2023 - 2025

2023 2024 2025
change 

24/25
Specialists, generalists 
and independents

£37.15 £32.43 £39.41 21.5%

Supermarkets £36.27 £34.08 £41.22 20.9%

Home delivery £35.30 £31.38 £35.78 14.0%

Total Market £35.70 £31.63 £36.29 14.7%
Source: NielsenIQ.  Physical SW.  Note that Home Delivery (Online) in-
cludes all Home Delivery and Click & Collect transactions, if ordered and 
fully paid for online as the initial transaction.

DIGITAL FULL-GAME SOFTWARE 
AVERAGE SELLING PRICES 2023 - 2025

2023 2024 2025
change 

24/25
Digital Console Full-
Game / PC Download-
to-Own

£18.74 £17.89 £19.66 9.9%

Source: Omdia

AVERAGE SELLING PRICES BY 
GAMES FORMAT 2025

Physical Entertainment 
Software £36.29

Digital Console Full-Game / PC 
Download-to-Own, £19.66

£0.00 £5.00 £10.00 £15.00 £20.00 £25.00 £30.00 £35.00 £40.00



UK STATISTICS GAMES

57

ER
A YEARB

OOK
 2026

PRODUCT AVAILABILITY  
5(,"8$6:)%,#",I,8'"$/"87..,%'"M+1=X'1')$%"1%#"w:$C"
8$%2$+,2"1<<.$18()%0"'(,)."+1',"8=8+,"+)6)'29"1%#"
2$6,"'.)<+,"A"016,2",28(,3)%0"1%="<(=2)81+".,+,12,"
1'"1++9"'(,"%76:,."$/"%,3"')'+,2"8$6)%0"'$"61.*,'"$%"
#)28"(12":,07%"'$"H1'+)%,"2+)0('+="$-,."'(,"+12'"8$7<+,"
$/"=,1.24
A88$.#)%0"'$"N07.,2"/.$6"J),+2,%!r9"ULf"%,3"
8$%2$+,"')'+,2"3,.,"61#,"1-1)+1:+,")%"'(,"`^"+12'"=,1.4"
D()+,"'(1'")2"fj"6$.,"'(1%")%"KGKf9")'")2"Fd"/,3,."'(1%"
)%"KGKF9"'(,"=,1."'(1'"8$%2)2',%'"0.$3'(")%"%76:,.2"
2'1.',#"'$".,1++="2'1++4
!'")2"1+2$"3$.'("%$')%0"'(1'"678("$/"'(1'"%,3"')'+,"
0.$3'(")%"KGKd"816,"8$7.',2="$/"'(,"J)%',%#$"
X3)'8("K9"3()8("+17%8(,#")%"g7%,"1%#"S"12")2"%$.61+"
3)'("1"%,3"8$%2$+,".,+,12,"S",%E$=,#"122$8)1',#"/.,2("
2$/'31.,"')'+,2"'$"(,+<":7)+#"1#$<')$%4""
5(,"1%1+=2)2"1+2$"8$7%'2"'(,"'$'1+"%76:,."$/"')'+,2"
1-1)+1:+,"/$."<7.8(12,")%"'(,"`^"$-,."'(,"8$7.2,"$/"
'(,"=,1.4"D()+,"'$'1+2")%"'(,"($6,"8$%2$+,"61.*,'"
.,61)%,#"H1'')2("1'"d9KdG"')'+,29"'(,.,"3,.,"2(1.<"
#,8.,12,2")%"'(,"%76:,."$/"')'+,2"1-1)+1:+,"/$."MB2"
1%#"(1%#(,+#"8$%2$+,29"#$3%"Kd4Te"1%#"fL4fe"
.,2<,8')-,+="=,1.S$%S=,1.4"

TOTAL NO. OF VIDEOGAMES TITLES 
AVAILABLE 2023 - 2025
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TOTAL NO. OF NEW VIDEOGAMES TITLES 
AVAILABLE 2023 - 2025

900

800

700

600

500

400

300

200

100

0

Source: NielsenIQ

20252023 2024

Console 
899

PC
26

2024

Console 
5,071

Handheld
184

PC
248

2025

Console 
5,273

PC
191

Handheld
112

Console 
815

PC
25

Console 
864

PC
24

Console 
5,250

PC
143

Handheld
60



UK STATISTICS GAMES

ER
A YEARB

OOK
 2026

58

BRICKS & MORTAR VERSUS ONLINE 
SALES SPLIT (£ MILLION - VIDEOGAMES)

2021 - 2025

2021 2022 2023 2024 2025

Bricks & Mortar 139.9 146.5 120.0 63.7 45.7

Online 4539.8 4568.0 4849.6 4930.2 5319.5

Total Market 4,679.7 4,714.5 4,969.6 4,993.9 5,365.2

2021 2022 2023 2024 2025

Bricks & Mortar 3.0% 3.1% 2.4% 1.3% 0.9%

Online 97.0% 96.9% 97.6% 98.7% 99.1%

BRICKS AND MORTAR
VS ONLINE  
!"#$%&'()"$'*$+,%,)-.$-/+$'/.,/#$,0$1'/),/2,/%$)'$
&#0"-3#$)"#$45$#/)#&)-,/6#/)$&#)-,.$.-/+01-3#7$
8'/026#&0$,/1&#-0,/%.9$:-.2#$1'/:#/,#/1#;$,66#+,-19$
-/+$-11#00$)'$#<)#/0,:#$1'/)#/)$.,=&-&,#0$>$0)&#/%)"0$
)"-)$+,%,)-.$0)'&#*&'/)0$-/+$3"90,1-.$'/.,/#$'3#&-)'&0$
-&#$(#..$3'0,),'/#+$)'$+#.,:#&7
!"#$45$:,+#'%-6#0$6-&?#)$&#@#1)0$)",0$.'/%A)#&6$
#:'.2),'/$,/$32&1"-0,/%$=#"-:,'2&7$!"#$-=,.,)9$)'$
+'(/.'-+$*2..$),).#0$,/0)-/).9;$32&1"-0#$-++,),'/-.$
+,%,)-.$1'/)#/);$-/+$02=01&,=#$)'$%-6,/%$0#&:,1#0$"-0$
0,%/,B1-/).9$#<3-/+#+$"'($-/+$("#&#$1'/026#&0$
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3&'%&#00,:#.9$0",*)#+$)'(-&+$+,%,)-.$1"-//#.0$-/+$
'/.,/#$&#)-,.7
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)')-.$%-6#0$0'*)(-&#$03#/+,/%$>$(-0$)&-/0-1)#+$
)"&'2%"$+,%,)-.$32&1"-0#0$'&$'/.,/#$3"90,1-.$&#)-,.#&07$
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VIDEOGAMES MARKET
SPEND SHIFT TO ONLINE 
(£ MILLION) 2021 - 2025

 ONLINE     BRICKS MORTAR

Source: 
Physical: NielsenIQ   
Digital / Online / Mobile Games: Omdia   
Note: Other Digital & Online includes Subscriptions, DLC, 
Micropayments, Casual MMOG, Social   
Mobile / Tablet includes Downloads and IAP
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2025

99.1%
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DIGITAL GAMES SERVICES 2025

Buy / Rent Subscription Stream

Amazon Games Google Play Armor Games
Apple App Store Humble Bundle Bigpoint.com
Blizzard King Games Google Play
Codemasters Nintendo eShop King Games
DL Gamer Origin Miniclip.com
DigitalGameStore Playstation Network Netflix
EA mobile Playstation Now Origin
Epic Games Sky Playstation Network
Game Steam Playstation Now
Gameloft Uplay Sky
Gamersgate Twitch Twitch
Games Planet Xbox Game Pass Xbox Game Pass
Games Rocket Xbox Live Xbox Live
Gog.com
Google Play
Green Man Gaming
Humble Bundle
Just Flight
Just Trains
King Games

Microsoft Apps
Nintendo eShop
Origin
Ovi Store
Playstation Network
Playstation Now
Rockstar
Sky
Square Enix
Steam
Uplay
Xbox Game Pass
Xbox Live

RETAILERS SELLING VIDEO GAMES (PHYSICAL/
BOXED + DIGITAL CONTENT) 2021 - 2025

2021 2022 2023 2024 2025
change 

24/25
Music/Video 
Specialists

113 120 119 115 116 0.9%

Game & Software 
Specialists

335 247 300 318 344 8.2%

Electrical/Hardware 
Chains

761 751 751 733 712 -2.9%

General Multiples 995 957 952 938 923 -1.6%

Supermarkets 5,068 4,807 4,763 3,324 3,107 -6.5%

Others (estimate) 150 140 130 120 120 0.0%

Total Retailers 7,422 7,022 7,015 5,548 5,322 -4.1%

Supermarkets include Asda, Morrisons, Sainsbury’s (including Locals*), 
Tesco (including Metro and Express*), Co-Ops* Spar* and One-Stop* (*That 
sell entertainment software titles).

Data is based on stores that sold only entertainment software (not hardware/
accessories). Store count reflects actual outlet count based on active shops.  
Click & Collect - items that are fully purchased online but picked up in-store 
- these are generally known as online transactions, but there are variances in 
the way some retailers account for these transactions.

In 2022 a further 3,236 shops - mostly supermarkets - sold card-based digital 
games content only, including Point-Of-Sale-Activation, Online Time and 
Virtual Currency    

GAMES RETAILERS & 
DIGITAL SERVICES   
A2"'(,"1%1+=2)2"1:$-,"(12"2($3%9"'(,"`^"016,2"2$/'31.,"
61.*,'"8$%')%7,2"'$"6$-,")%8.,12)%0+="$%+)%,9"3(,'(,."
'(1'&2"/7++="#)0)'1+9"$."'$31.#2"<(=2)81+"$%+)%,".,'1)+4"W.)8*2"
1%#"6$.'1.".,'1)+"8(1%%,+2"(1-,"1#1<',#"'$"'()2"#)0)'1+"
'.1%2)')$%":="1##)%0"1"3)#,".1%0,"$/"#)0)'1+"8$%',%'"0)/'"
81.#2"'$"'(,)."6)C"'(1'"<.$-)#,"8.,#)'"/$."2,.-)8,2"+)*,"
w:$C"Z)-,"1%#"M+1=X'1')$%"X'$.,9"'$")%S016,"87..,%8),2"
278("12"O)%,8.1/'"B$)%2"1%#"@$:+$C"@$:7C4
Y$."'(,",)0('("8$%2,87')-,"=,1.9"'(,"%76:,."$/"`^"
.,'1)+,.2"2,++)%0":$C,#"016,2"(12"#,8+)%,#9"188$.#)%0"'$"
J),+2,%!r4"!%"KGKd9"K9hdK"$7'+,'2".,8$.#,#"2$/'31.,"#)28"
21+,29"#$3%"K4de"/.$6"K9UKK")%"KGKf4"5()2"#,8+)%,"312"
+1.0,+="#.)-,%":="'(,"0.$8,.="2,8'$.9"12"27<,.61.*,'2"
8$%')%7,"'$".,'.,1'"/.$6"'(,"<(=2)81+"-)#,$016,2"
61.*,'4"A%$'(,."dK"2'$.,2",C)',#"'(,"81',0$.=",%').,+="
)%"KGKd9":.)%0)%0"'(,"%76:,."$/"27<,.61.*,'2")%"'(,"`^"
2')++"2'$8*)%0":$C,#"016,2"#$3%"'$"ddf4"
5(,.,"3,.,".,#78')$%2")%"$7'+,'2"18.$22"1+6$2'",-,.="
'=<,"$/"<(=2)81+".,'1)+,."+12'"=,1.9",C8,<'")%"'(,"m]16,"q"
X$/'31.,"X<,8)1+)2'&"2,8'$.9"3()8("213"1"261++")%8.,12,9"
.)2)%0"/.$6"FTU"'$"Fff4
D(,%".,'1)+,.2"2,++)%0"#)0)'1+"8$%',%'"81.#2"1.,"
)%8+7#,#9"'(,"'$'1+"/$$'<.)%'",C<1%#2"2)0%)N81%'+=4"F9TGh"
27<,.61.*,'2"$I,.,#"81.#,#"#)0)'1+"8$%',%'"<.$#78'2")%"
KGKd"1%#"2')++"#$6)%1',")%"',.62"$/"%76:,.24">-,.1++9"'(,"
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2022 2023 20242021 2025

NO. OF BRICKS & MORTAR RETAILERS SELLING GAMES 2021 - 2025

 MUSIC/VIDEO SPECIALISTS       GAME & SOFTWARE SPECIALISTS      ELECTRICAL/HARDWARE CHAINS      GENERAL MULTIPLES
 SUPERMARKETS        OTHERS (ESTIMATE)        TOTAL RETAILERS

113 150

747

335

2,179

995

120 140

738

247

1,591

948

119 130

741

300

1,329

946

General 
Multiples 34%

SHARE OF TOTAL GAMES RETAILER ESTATE 2025

Supermarkets 20%

Others 
(estimate) 4%
Music/Video 
Specialists 4%

Electrical Hardware Chains 25%

Game & Software 
Specialists 13%

TOTAL 
NO. GAMES 
RETAILERS

2,752

PRINCIPAL RETAILERS SELLING VIDEO GAMES 
(PHYSICAL/BOXED) 2021 - 2025

2021 2022 2023 2024 2025 change 24/25

Music/Video Specialists 113 120 119 115 116 0.9%

Game & Software Specialists 335 247 300 318 344 8.2%

Electrical/Hardware Chains 747 738 741 727 695 -4.4%

General Multiples 995 948 946 936 923 -1.4%

Supermarkets 2,179 1,591 1,329 606 554 -8.6%

Others (estimate) 150 140 130 120 120 0.0%

Total Retailers 4,519 3,784 3,565 2,822 2,752 -2.5%

115 120

727

318

606

936

3,5653,784
4,519

2,7522,822

116 120

695

344
554

923
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GAMES RETAIL PHYSICAL   
?@A&2"mM(=2)81+"Y$.61'2"X(1.,":="@,'1)+,."5=<,&"'1:+,29"
:12,#"$%"#1'1"<.$-)#,#":="J),+2,%!r9"()0(+)0('"'(,"
$%0$)%0"#,8+)%,"$/",C<,%#)'7.,")%"()0("2'.,,'"2<,8)1+)2'2"
1%#"27<,.61.*,'2")%"'(,":$C,#"016,2"61.*,'4
5(,"8(1.'2"2($3"($3"()0("2'.,,'"2<,8)1+)2'2"+)*,"]16,"
1%#".,'1)+,.2"+)*,"X6='(2"5$=2"1%#"A.0$29"1/',."1":.),/"
.,8$-,.="<$2'S<1%#,6)89":,01%"'$"+$2,"2(1.,"101)%")%"
KGKF9"1%#"'(,%"6$.,"2(1.<+=")%"KGKf"1%#"KGKd4
l)0("2'.,,'"2<,8)1+)2'2"213"'(,)."61.*,'"2(1.,"#)<"'$"
TK4Ke")%"KGKd9"1/',."1"#,8+)%,")%"1%%71+"2<,%#"$/"iTF4h64"
5(,"<(=2)81+"/$.61'"016,2"8$%276,."8$%')%7,2"2()/'"
'$31.#2"$%+)%,"3)'("($6,"#,+)-,.="$<,.1'$.2"+)*,"
A61[$%"2,87.)%0"1%$'(,.".,8$.#"2(1.,"$/"'(,"61.*,'9"7<"
'$"ULe")%"KGKd4
M(=2)81+"$%+)%,".,'1)+,.2"(1-,"1+2$":,%,N'',#"/.$6"'(,"
8$%')%7,#".,#78')$%")%"2<18,"#,#)81',#"'$"-)#,$016,2"
18.$22"'(,"27<,.61.*,'"2,8'$."3(,.,"'(,"#,8+)%,")%"
:$C,#"016,"21+,2"#7.)%0"KGKd"2)0%)N81%'+="$-,.S
)%#,C,#"-,.272"'(,"61.*,'9"#$3%"$-,."FUe"-,.272"KGKf4"
].$8,.="2(1.,"$/"'(,"<(=2)81+"016,2"61.*,'"%$3"2'1%#2"
1'"E72'"K4Te4

Physical: NielsenIQ  
Digital / Online / Mobile Games: Omdia  
Note: Other Digital & Online includes Subscriptions, DLC, Micropayments, 
Casual MMOG, Social  
Mobile / Tablet includes Downloads and IAP  

PHYSICAL FORMAT £ SPEND SHARE 
BY RETAILER TYPE - VIDEOGAMES 2021 - 2025

2021 2022 2023 2024 2025

High Street 82.0 107.5 98.9 52.6 38.9

Supermarkets 57.8 39.0 21.2 11.1 6.8

Home Delivery 391.2 371.4 371.7 258.5 273.1

Total Market 531.1 517.9 491.8 322.1 318.8

2021 2022 2023 2024 2025

High Street 15.4% 20.8% 20.1% 16.3% 12.2%

Supermarkets 10.9% 7.5% 4.3% 3.4% 2.1%

Home Delivery 73.7% 71.7% 75.6% 80.2% 85.7%

VIDEOGAMES MARKET - PHYSICAL 
FORMAT SHARE BY RETAILER TYPE 
(£ MILLION) 2021 - 2025

 HOME DELIVERY       SUPERMARKETS      HIGH STREET
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CHARTS - 
COMBINED  
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TOP 20 COMBINED GAMES CHART 2025

Title Company Combined 
Unit Sales

Physical 
Units

Digital 
Units

% Shr 
Digital

1 EA Sports FC 26 Electronic Arts 1,977,639 552,099 1,425,540 72.1%

2 Battlefield 6 Electronic Arts 878,891 156,307 722,584 82.2%

3 EA Sports FC 25 Electronic Arts 723,777 176,456 547,321 75.6%

4 Mario Kart World Nintendo 544,783 544,783 0 0.0%

5 Hogwarts Legacy Warner Bros. 
Interactive

536,071 201,858 334,213 62.3%

6 Red Dead 
Redemption 2

Take 2 465,045 21,596 443,449 95.4%

7 Grand Theft Auto V Take 2 430,602 100,715 329,887 76.6%

8 Call Of Duty: Black 
Ops 7

Activision 
Blizzard

383,843 141,872 241,971 63.0%

9 Assassin's Creed 
Shadows

Ubisoft 382,146 143,404 238,742 62.5%

10 Ghost of Yotei Sony Computer 
Ent.

291,686 130,699 160,987 55.2%

11 The Elder Scrolls 
IV: Oblivion 
Remastered

Bethesda 
Softworks

286,908 6,327 280,581 97.8%

12 Split Fiction Electronic Arts 280,679 65,497 215,182 76.7%

13 Grand Theft Auto 
Online

Take 2 270,455 0 270,455 100.0%

14 Call Of Duty: Black 
Ops 6

Activision 
Blizzard

253,452 77,238 176,214 69.5%

15 Minecraft Nintendo 253,435 151,011 102,424 40.4%

16 Star Wars 
Battlefront II

Electronic Arts 243,211 0 243,211 100.0%

17 Kingdom Come: 
Deliverance II

Deep Silver 240,659 40,245 200,414 83.3%

18 Pokemon Legends: 
Z-A

Nintendo 237,408 237,408 0 0.0%

19 Monster Hunter 
Wilds

Capcom 228,413 69,446 158,967 69.6%

20 Borderlands 4 Take 2 222,390 34,940 187,450 84.3%

Source: Digital: Sparkers / ISFE 
Physical: NielsenIQ 
* No Nintendo digital data available 
PSN, XBL & 3rd party Nintendo, PC Steam sales only 

PHYSICAL / 
DIGITAL SHARE 
OF 2025’S TOP 
20 BESTSELLING 
TITLES

Digital Formats 69%

Physical 
Formats
31%

Source: Digital: Sparkers / ISFE 
Physical: NielsenIQ 
Note: Splits only included where there is both 
physical and digital data available. 

TOTAL
£9.1m

ER
A YEARB

OOK
 2026

62



UK STATISTICS GAMES

63

ER
A YEARB

OOK
 2026

63

ER
A YEARB

OOK
 2026

TOP 20 DIGITAL CONSOLE GAMES CHART 2025

Title Company Total Digital 
Units Sold

1 EA Sports FC 26 Electronic Arts 1,342,081

2 EA Sports FC 25 Electronic Arts 495,731

3 Battlefield 6 Electronic Arts 465,583

4 Red Dead Redemption 2 Rockstar Games 296,814

5 Grand Theft Auto Online Rockstar Games 270,455

6 Hogwarts Legacy Warner Bros. 
Interactive

253,318

7 Grand Theft Auto V Rockstar Games 228,613

8 Call of Duty: Black Ops 7 Activision Blizzard 209,955

9 Assassin's Creed Shadows Ubisoft 198,079

10 Ghost of Yotei Sony Interactive 
Entertainment

160,987

11 Split Fiction Electronic Arts 158,211

12 Call of Duty: Black Ops 6 Activision Blizzard 152,203

13 WWE 2K25 2K 145,192

14 Star Wars Battlefront Ii Electronic Arts 131,763

15 F1 25 Electronic Arts 120,959

16 The Elder Scrolls IV: 
Oblivion Remastered

Bethesda Softworks 119,481

17 Elden Ring: Nightreign Bandai Namco 
Entertainment

118,485

18 Borderlands 4 2K 117,083

19 EA Sports UFC 5 Electronic Arts 117,018

20 Kingdom Come: 
Deliverance II

Deep Silver 115,169

Source: Sparkers / ISFE    PSN, XBL & 3rd party Nintendo sales only 

TOP 20 PC DOWNLOAD-TO-OWN CHART 2025

Title Company Total PC DTO 
Units Sold

1 Battlefield 6 Electronic Arts 257,000

2 Red Dead Redemption 2 Rockstar Games 146,635

3 Star Wars Battlefront Ii Electronic Arts 111,448

4 Grand Theft Auto V Rockstar Games 101,274

5 Football Manager 26 Sega 98,520

6 Kingdom Come: Deliverance II Deep Silver 85,245

7 EA Sports FC 26 Electronic Arts 83,458

8 Hogwarts Legacy Warner Bros. 
Interactive

80,895

9 Command & Conquer: Generals Electronic Arts 70,408

10 Borderlands 4 2k 70,367

11 Elden Ring: Nightreign Bandai Namco 
Entertainment

67,404

12 Monster Hunter Wilds Capcom 66,658

13 Split Fiction Electronic Arts 56,971

14 Tom Clancy's Rainbow Six 
Siege

Ubisoft 56,005

15 The Elder Scrolls Iv: Oblivion 
Remastered

Bethesda Softworks 53,223

16 EA Sports FC 25 Electronic Arts 51,590

17 Football Manager 2024 Sega 51,076

18 Battlefield 1 Electronic Arts 50,601

19 The Elder Scrolls IV: Oblivion 
Remastered

Bethesda Softworks 48,194

20 Halo: The Master Chief 
Collection

Microsoft 47,121

Source: Sparkers / ISFE    PC Steam sales only 
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TOP 20 PHYSICAL GAMES CHART 2025

Title Company Total Physical 
Units Sold

1 EA Sports FC 26 Electronic Arts 552,099

2 Mario Kart World Nintendo 544,783

3 Pokemon Legends: Z-A Nintendo 237,408

4 Hogwarts Legacy Warner Bros. 
Interactive

201,858

5 EA Sports FC 25 Electronic Arts 176,456

6 Battlefield 6 Electronic Arts 156,307

7 Mario Kart 8 Deluxe Nintendo 151,022

8 Minecraft Nintendo 151,011

9 Donkey Kong Bananza Nintendo 148,635

10 Assassin's Creed 
Shadows

Ubisoft 143,404

11 Call of Duty: Black Ops 7 Activision Blizzard 141,872

12 Ghost of Yotei Sony Computer Ent. 130,699

13 Super Mario Party 
Jamboree

Nintendo 103,662

14 Grand Theft Auto V Take 2 100,715

15 Astro Bot Sony Computer Ent. 94,944

16 Mortal Kombat 11 
Ultimate

Warner Bros. 
Interactive

91,984

17 Cyberpunk 2077 Ultimate 
Edition

Bandai Namco 
Entertainment

91,445

18 Animal Crossing: New 
Horizons

Nintendo 86,819

19 Nintendo Switch Sports Nintendo 83,620

20 Call of Duty: Black Ops 6 Activision Blizzard 77,238

Source: NielsenIQ 

CHARTS - 
PHYSICAL
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TOP 20 GAMING ACCESSORY TRADITIONAL CHART 2025

Rev 
Posn

Unit
Posn

Title Format Variant Manufacturer Unit 
Sales

1 1 Dualsense Wireless Controller for 
PS5 - White

Controller PS5 Sony 
Computer 
Ent.

336,086

2 2 Dualsense Wireless Controller for 
PS5 - Midnight Black

Controller PS5 Sony 
Computer 
Ent.

309,723

4 3 Xbox Wireless Controller - Carbon 
Black

Controller Xbox Series Microsoft 233,645

8 4 Xbox Wireless Controller - Robot 
White

Controller Xbox Series Microsoft 162,464

26 5 Wired Controller For Xbox - Black Controller Xbox Series Acco 122,623

9 6 Dualsense Wireless Controller for 
PS5 - Cosmic Red

Controller PS5 Sony 
Computer 
Ent.

116,195

12 7 Dualsense Wireless Controller for 
PS5 - Starlight Blue

Controller PS5 Sony 
Computer 
Ent.

102,653

7 8 Nintendo Switch 2 Pro Controller 
- Black

Controller Switch 2 Nintendo 102,149

56 9 Ear Force Recon 50x Headset Black Voice Access 
Headset

Xbox One/
Series

Turtle Beach 98,861

57 10 Ear Force Recon 50p Headset Black Voice Access 
Headset

PS4/PS5 Turtle Beach 98,361

50 11 Nintendo Switch 2 Carrying Case & 
Screen Protector

Hardware 
Case/Skin

Switch 2 Nintendo 86,281

16 12 Dualsense Wireless Controller for 
PS5 - Grey Camo

Controller PS5 Sony 
Computer 
Ent.

85,889

34 13 Logitech G502 Hero Gaming Mouse Gaming Mice PC Logitech 80,533

18 14 Xbox Wireless Controller - Pulse Red Controller Xbox Series Microsoft 77,806

38 15 G305 Wireless Gaming Mouse Black Gaming Mice PC Logitech 76,258

20 16 Xbox Wireless Controller - Shock 
Blue

Controller Xbox Series Microsoft 72,831

14 17 Joy-Con 2 Pair (Light Blue/Light 
Red)

Controller Switch 2 Nintendo 71,967

3 18 Playstation Portal Remote Player 
- White

Controller PS5 Sony 
Computer 
Ent.

68,899

15 19 PS5 Disc Drive Blu-Ray PS5 Sony 
Computer 
Ent.

66,325

62 20 Recon 70mp Black Voice Access 
Headset

Multi 
Console

Turtle Beach 64,123

Source: NielsenIQ - Traditional Gaming Accessories.  Excludes Digital Content / Toy / VR. 
Total UK Market Estimates  Traditional Gaming ACC coverage  2021 onwards at 83%  Total number of products 
tracked = 4770.  Top 20 items ranked by units account for 25% of all sales units.    
 

CHARTS - 
ACCESSORIES 
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VALUE £2.45bn
YOY CHANGE 4.2%

RETAIL SALES OF MUSIC

SUBSCRIPTION STREAMS

VALUE  £2.05bn
YOY CHANGE 3.2%
SALES OF PHYSICAL

VALUE  £368m
YOY CHANGE 11.5%
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2.18m    

THE BIGGEST SELLING TRACK OF 2025 
WAS ALEX WARREN’S ORDINARY WITH 
SALES OF 

UNITS
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MEET THE MUSIC CONSUMER
The smartphone remains the most popular device 
for listening and smart speakers have gained in 
popularity in the past years

66.1%
Smartphone 

(with Internet 
access) 

TOP DEVICES USED 
FOR LISTENING TO 
MUSIC

ERA Entertainment Tracker 2025

ERA Quarterly Tracking Study 2025 (conducted by Focaldata)

UK STATISTICS MUSIC

27.0%
CD player 
(at home)

46.0%
Smart Speaker 
(Amazon Echo, 
Google Home 

etc)

35.9%
AM/FM Radio

33.2%
Computer / 

Laptop

32.5%
In-Car 

Entertainment 
System 

(Streaming 
Music)

30.9%
DAB Radio 

(Digital Radio)

17.9%
iPad (tablet

20.8%
CD Player 
(in car)

15.2%
Wireless Sound  

system (eg 
Sonos) 

24.1%
Smart TV 
(internet 

connected / 
apps)

ERA Entertainment Tracker 2025

16-17      18-24      25-34      35-44     45-54     55-64     65+TOTAL          MALE      FEMALE

12.0
TIME SPENT LISTENING 
TO MUSIC
The average person listens 
to 12 hours of music a week. 
Peaking at almost 18 hours 
in the 18-24 age group

12.3 11.7

15.7 14.3 13.6
11.7 10.5

7.5

MUSIC FORMAT 
PREFERENCES - % 
OF POPULATION
Music streaming is 
the most popular way 
to consume music 
with over 84% of the 
population having a 
paid for or free music 
subscription

 TOTAL      U-25s

FREE 
STREAMING

44.9%

54.5%

PAID 
STREAMING

41.9%

68.0%

CD

17.7% 18.4%

DIGITAL MP3

16.2% 15.9%

LP

9.6% 9.0%

17.8
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MUSIC OVERVIEW    
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MUSIC - VALUE (£MILLION) 2023 - 2025

2023 2024 2025 change 24/25

CD 126.2 126.2 125.0 -1.0%
Vinyl LP 177.3 196.0 232.2 18.5%
Other Physical Albums  2.2  2.3  4.6 95.1%
Total Physical Albums* 305.7 324.5 361.8 11.5%

Digital Albums  26.5  24.9  23.4 -6.0%

Total Albums  332.2  349.4  385.2 10.2%

Vinyl Singles 4.4 4.8 5.8 20.9%
CD & Other Physical Singles 0.9 0.8 0.4 -44.6%
Total Physical Singles 5.3 5.6 6.3 11.6%

Digital Singles**  16.2  16.4  16.5 0.4%

Total Singles  21.5  22.0  22.8 3.3%

Subscription Streaming ***  1,871.9  1,982.4  2,045.4 3.2%

Total Music 2,225.6 2,353.9 2,453.3 4.2%

MUSIC - UNITS (MILLION) 2023 - 2025

2023 2024 2025 change 24/25

CD 11.4 11.0 10.2 -7.6%
Vinyl LP 6.5 7.1 8.0 13.3%
Other Physical Albums  0.2  0.2  0.3 82.3%
Total Physical Albums* 18.0 18.3 18.5 1.4%

Digital Albums  3.5  3.3  3.1 -7.9%

Total Albums  21.6  21.6  21.6 -0.1%

Vinyl Singles 0.3 0.4 0.4 5.6%
CD & Other Physical Singles 0.3 0.2 0.1 -25.2%
Total Physical Singles 0.6 0.5 0.5 -4.0%

Digital Singles**  17.6  17.7  17.5 -0.7%

Total Singles  18.2  18.2  18.0 -0.8%

Audio Streams 179,613.0 199,597.3 210,328.7 5.4%
Video Streams 10,705.1 11,986.6 12,273.9 2.4%

Total Streams  190,318.0  211,583.9  222,602.5 5.2%

Streaming Equivalent Albums***  160.3  178.0  187.8 5.5%

Total Album Equivalent Sales 183.7 201.4 211.2 4.9%

*Upweighted by 5% from Official Charts Company numbers to reflect 100% of market 
**Combines single track and bundle sales  
***ERA / BPI estimate  

Source: Official Charts Company. *Upweighted by 5% from Official Charts Company 
numbers to reflect 100% of market. **Combines single track and bundle sales. *** 
Streaming Equivalent Albums (audio and video streams divided by 6,000 or 1,000 according 
to source (premium or ad-supported))
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MUSIC SALES BY 
SEGMENT     

TOTAL 
MARKET

£2,453.3m

MUSIC MARKET SHARE BY MARKET SEGMENT 2025

CD 5%

Vinyl LP 9%

Digital Albums 1%
Digital Singles 1%

Subscription 
Streaming 83%

MUSIC MARKET BY SEGMENT (£M) 2021 - 2025

2,000

1,500

1,000

500

0

 SUBSCRIPTION STREAMING       CD       VINYL LP       DIGITAL ALBUMS       DIGITAL SINGLES       VINYL SINGLES       TOTAL

Physical and Downloads: Official Charts Company
Subscription Streaming: ERA / BPI Estimates

2021 2022 20242023 2025

3.3
21.6
33.4 135.6

156.2

1,582.3

3.3
17.8
27.5

150.5
150.1

1,699.1

4.4
16.2
26.5

177.3
126.2

1,871.9

4.8
16.4
24.9

196.0
126.2

1,982.4

5.8
16.5
23.4

232.2
125.0

2,045.4

2,051.0

2,353.9
2,225.6

1,935.0

2,453.3
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THE STREAMING MUSIC 
MARKET   
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 STREAMING MARKET - CHART-ELIGIBLE PREMIUM 
VERSUS AD-FUNDED - UNITS (MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
Audio & Video Premium 154,283.9 171,284.8 180,853.0 5.6%

Audio & Video Ad-Funded 36,034.2 40,299.1 41,749.5 3.6%

Total Streams  190,318.0  211,583.9  222,602.5 5.2%
Note: Audio Streams also includes static video and lyric videos  
Video Streams only include official claimed video content 
Source: Official Charts Company.

  STREAMING MARKET - CHART-ELIGIBLE 
AUDIO VERSUS VIDEO - UNITS (MILLION)

2023 - 2025

2023 2024 2025
change 

24/25
Audio Streams 179,613.0 199,597.3 210,328.7 5.4%

Video Streams 10,705.1 11,986.6 12,273.9 2.4%

Total Streams  190,318.0  211,583.9  222,602.5 5.2%
Note: Audio Streams also includes static video and lyric videos  
Video Streams only include official claimed video content 
Source: Official Charts Company.

 STREAMING MARKET - CHART-ELIGIBLE VIDEO 
PREMIUM VERSUS AD-FUNDED - UNITS (MILLION)

2023 - 2025

2023 2024 2025
change 

24/25
Video Premium 489.1 721.0 857.7 19.0%

Video Ad-Funded 10,216.0 11,265.5 11,416.2 1.3%

Total Video Streams  10,705.1  11,986.6  12,273.9 2.4%
Note: No prem / ad-f splits available for 2018 
Audio Streams also includes static video and lyric videos  
Video Streams only include official claimed video content 
Source: Official Charts Company.

 STREAMING MARKET - CHART-ELIGIBLE
AUDIO PREMIUM VERSUS AD-FUNDED - UNITS

(MILLION) 2023 - 2025

2023 2024 2025
change 

24/25
Audio Premium 153,794.8 170,563.8 179,995.3 5.5%

Audio Ad-Funded 25,818.2 29,033.6 30,333.4 4.5%

Total Audio Streams  179,613.0  199,597.3  210,328.7 5.4%
Note: Audio Streams also includes static video and lyric videos  
Video Streams only include official claimed video content 
Source: Official Charts Company.
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THE STREAMING MUSIC MARKET - 
CHART ELIGIBLE STREAMS  

COMBINED AUDIO & VIDEO 
- PREMIUM VS AD-FUNDED 

2025

Ad-Funded 
19%

Premium 
81%

TOTAL AUDIO STREAMS VS 
TOTAL VIDEO STREAMS

2025

Audio 
Streams 
94%

Video 
Streams 
6%

AUDIO STREAMS - PREMIUM 
VS AD-FUNDED

2025

Audio 
Premium 86%

Audio Ad-
Funded 
14%

TOTAL 
210.3bn

VIDEO STREAMS - PREMIUM 
VS AD-FUNDED

2025

TOTAL 
12.3bn

Video 
Premium 7%

Video Ad-
Funded 
93%

Note: Matched, chart-eligible streams only / Audio 
& video. Source: Official Charts Company

TOTAL STREAMS - MAJORS 
VS INDIES % VOLUME SHARE 

2025

Indie 
Labels 
28%

Major 
Labels 
71%

Umatched 
to Label 1%

TOTAL 
222.6bn

TOTAL 
222.6bn

TOTAL 
222.6bn
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PHYSICAL MUSIC MARKET    

 PHYSICAL FORMAT MUSIC - VALUE (£ MILLION) 
2023 - 2025

2023 2024 2025 change 24/25

CD 126.2 126.2 125.0 -1.0%

Vinyl LP 177.3 196.0 232.2 18.5%

Other Physical Albums  2.2  2.3  4.6 95.1%

Total Physical Albums* 305.7 324.5 361.8 11.5%

Vinyl Singles 4.4 4.8 5.8 20.9%

CD & Other Physical Singles 0.9 0.8 0.4 -44.6%

Total Physical Singles* 5.3 5.6 6.3 11.6%

Total Physical Music* 311.0 330.1 368.1 11.5%

 PHYSICAL FORMAT MUSIC - UNITS (MILLION)
2023 - 2025

2023 2024 2025 change 24/25

CD 11.4 11.0 10.2 -7.6%

Vinyl LP 6.5 7.1 8.0 13.3%

Other Physical Albums  0.2  0.2  0.3 82.3%

Total Physical Albums* 18.0 18.3 18.5 1.4%

Vinyl Singles 0.3 0.4 0.4 5.6%

CD & Other Physical Singles 0.3 0.2 0.1 -25.2%

Total Physical Singles* 0.6 0.5 0.5 -4.0%

Total Physical Music* 18.6 18.8 19.0 1.2%

*Upweighted by 5% from Official Charts Company 
numbers to reflect 100% of market  
 

PHYSICAL MUSIC MARKET BY FORMAT: VALUE £M 2021-2025

 VINYL LPs     CD ALBUMS     OTHER PHYSICAL ALBUMS     PHYSICAL SINGLES     TOTAL

2022 2023 20242021 2025
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135.6

3.8

156.2

150.5

150.1

177.3

5.3
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5.6
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125.0

232.2

6.3

196.0

3.9

368.1

2.0 1.9
2.3

2.2
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THE VINYL MARKET 
5(,"`^&2"-)%=+"ZM"61.*,'"8$%')%7,2"'$":$$69"3)'(">c8)1+"
B(1.'2"B$6<1%="#1'1"8$%N.6)%0")'2"TU'("8$%2,87')-,"
=,1."$/"0.$3'(")%":$'("-$+76,"1%#"-1+7,4"`%)'"21+,2".$2,"
:="TF4Fe"=,1.S$%S=,1.9"#.)-)%0"'$'1+"1%%71+",C<,%#)'7.,"'$"
iKFK4K69"7<"TU4de"-,.272"KGKf4
!%"-1+7,"',.629"-)%=+&2"2(1.,"$/"'(,"$-,.1++"<(=2)81+"1+:76"
61.*,'")%8.,12,#"$%8,"101)%")%"KGKd"1%#")2"%$3"3$.'("
6$.,"'(1%"Lfe"$/"'$'1+"<(=2)81+"/$.61'"21+,2";")%"KGTL")'"312"
3$.'("E72'"Tfe4
!%#,<,%#,%'".,'1)+,.2"8$%')%7,"'$"<+1="1"61E$.".$+,")%"-)%=+&2"
0.$3'("2'$.="3)'("K4j6"1+:762"2$+#"'(.$70("'(,"`^&2"fjj"
)%#),"2($<2"1%#"$'(,.")%#),"$<,.1'$.2"$%+)%,4"5()2"61.*2"1"
TF4de")%8.,12,"-,.272"KGKd9"1"0.$3'(".1',"61.0)%1++="$-,.S
)%#,C)%0"-,.272"'(,"61.*,'4"!%#),2"$-,.1++"2(1.,"%$3"2'1%#2"
1'"FL4Ke9"61'8()%0"'(,"#,81#,"()0(S<$)%'"2,'"+12'"=,1.4"

VINYL ALBUMS -
UNITS (MILLIONS) 2016 - 2025

Total 
Market 

Volume (m)

Year-on-
Year % 

Variance

Specialist 
Units

Super-
market 

Units

Inde-
pendent 

Units

Specialist  
% Share

Super-
market % 

Share

Indepen-
dent % 

Share
3.4 52.3% 2.3 0.2 0.8 68.4% 6.9% 24.7%
4.3 26.8% 2.8 0.3 1.1 65.9% 8.0% 26.1%
4.4 1.6% 2.9 0.3 1.2 65.4% 7.1% 27.6%
4.6 4.2% 3.1 0.2 1.3 66.8% 5.2% 28.0%
5.1 11.3% 3.7 0.2 1.3 72.0% 3.1% 24.9%
5.6 10.6% 3.9 0.1 1.7 68.7% 1.0% 30.3%
5.8 2.9% 3.7 0.0 2.1 64.1% 0.1% 35.8%
6.5 11.8% 4.2 0.0 2.2 65.6% 0.0% 34.4%
7.1 9.1% 4.5 0.0 2.6 63.8% 0.0% 36.2%
8.0 13.3% 5.1 0.0 2.9 63.8% 0.0% 36.2%

VINYL ALBUMS -  
VALUE (£M) 2016 - 2025

Year Total Vinyl 
Album Market 

Value (£m)

Year-on-
Year % 

Variance

Vinyl as % of 
Total Physical 

Album £
2016 66.0 64.1% 14.0%
2017 87.7 32.9% 19.2%
2018 91.3 4.1% 24.0%
2019 97.1 6.4% 30.8%
2020 110.1 13.3% 41.0%
2021 135.6 23.2% 47.1%
2022 150.5 11.0% 54.5%
2023 177.3 17.8% 58.0%
2024 196.0 10.5% 60.4%
2025 232.2 18.5% 64.2%

Source: Official Charts Company. Note: Home Delivery volumes counted in 
‘Specialist’  From July 2022 the Supermarket channel was merged with the 
Specialist channel
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 INDEPENDENTS       SPECIALISTS       SUPERMARKETS      TOTAL MARKET
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0

VINYL MARKET VOLUME SALES BY 
RETAILER TYPE (MILLIONS) 2021 - 2025

2021 2022 2023 20252024
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<+1'/$.62"+)*,"A61[$%";"2')++"8$661%#"'(,"+)$%&2"2(1.,"$/"
'(,"`^&2"-)%=+"61.*,'9"2,87.)%0"LF4Ue")%"KGKd4"5(,"8(1%%,+"
1+2$",%E$=,#"2$+)#"0.$3'("3)'("-$+76,"21+,2"27.0)%0"
'(.$70("'(,"d6"7%)'"61.*9"7<"TF4Ke"=,1.S$%S=,1.4
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PRODUCT AVAILABILITY 
5(,"%76:,."$/"%,3"')'+,2"61#,"1-1)+1:+,"$%"B\"
#,8+)%,#"'$"TK9FjF")%"KGKd9"1"/1++"$/"d4Fe9"$."LjG"/,3,."
1+:762"'(1%")%"KGKf4
\,8+)%,2"3,.,"2',,<,.")%"'(,"m>'(,.&"2,06,%'"S"3()8("
)%8+7#,2"%$%SB\"<(=2)81+"/$.61'2"+)*,"-)%=+"1%#"
8122,'',2";"3)'("TL9KGT"%,3"1+:762":,)%0"61#,"
1-1)+1:+,"/$."<7.8(12,9"#$3%"L4Te"=,1.S$%S=,1.4
KL9UTF"%,3"')'+,2"3,.,".,+,12,#"'$"#)0)'1+"/$.61'2";"
)%8+7#)%0"2'.,16)%0";"$-,."'(,"8$7.2,"$/"KGKd9"FKL"
6$.,"'(1%"1..)-,#")%"KGKf4
5(,"'$'1+"%76:,."$/"B\"')'+,2"1-1)+1:+,"(12".)2,%":="
T4Ue"'$"LUj9jLF4"5(1'&2"1.$7%#"j4d*"6$.,"'(1%"1.,"
1-1)+1:+,"$%"#)0)'1+"/$.61'29"3(,.,"'(,"'$'1+"(12"0.$3%"
:="f4Te"-,.272"KGKf"'$"LUG9fdf4"
5(,.,"1.,"%$3"1+6$2'"KhG*"-)%=+"1%#"$'(,."<(=2)81+"
/$.61'"1+:76"')'+,2")%"'$'1+"1-1)+1:+,"'$".,'1)+,.29"7<"
L4fe"-,.272"KGKf4

NO. OF NEW MUSIC TITLES AVAILABLE BY
FORMAT 2021 - 2025

2021 2022 2023 2024 2025
change 

24/25
CD Albums 14,447 14,850 13,665 13,083 12,393 -5.3%

Digital Albums 26,683 26,682 26,175 26,487 26,813 1.2%

Other 14,270 16,777 18,737 17,252 16,201 -6.1%

TOTAL NO. OF MUSIC TITLES AVAILABLE
2021 - 2025

2021 2022 2023 2024 2025
change 

24/25

CD Albums 635,972 650,822 664,487 677,570 689,963 1.8%

Digital Albums 574,297 600,979 627,154 653,641 680,454 4.1%

Other 200,919 217,696 236,433 253,685 269,886 6.4%

Source: Kantar

Source: Kantar

NO OF NEW TITLES AVAILABLE BY FORMAT 2021 - 2025
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AVERAGE SELLING PRICES 

A/',."1".,+1')-,",12)%0")%"'(,".1',"$/"1%%71+"1+:76"<.)8,"
.)2,2")%"'(,"`^")%"KGKf9"KGKd"213")%8.,12,2"<)8*"7<"
a7)',"2(1.<+="101)%9":="TG4de"'$"iTh4jG9"$."iT4hG"6$.,"
$%"1-,.10,"'(1%")%"KGKf4"
O$2'"$/"'($2,")%8.,12,2"8$%')%7,"'$":,"#.)-,%":="1"-,.="
.$:72'"-)%=+"ZM"61.*,'"3()8(")2"'.1%2/$.6)%0"'(,"$-,.1++"
1+:76"21+,2"6)C4"5(,"-)%=+"ZM")2"1%",C<,%2)-,"/$.61'"'$"
61%7/18'7.,"1%#"#)2'.):7',9"+,1#)%0"'$"()0(,."<.)8,2"1'"
.,'1)+9"6,1%)%0"'(1'9"12")'"2,87.,2"6$.,"61.*,'"2(1.,9"
8$6:)%,#"1-,.10,"2,++)%0"<.)8,2"3)++"%1'7.1++=".)2,4"5(,"
1-,.10,"-)%=+"ZM"312"iTL4hj"6$.,",C<,%2)-,"'(1%"'(,"
1-,.10,"<.)8,"<1)#"/$."1"B\"1+:76")%"KGKd4""
5(,"-)%=+"ZM"81%"1+2$":,"2,,%"12"1%")%H1')$%"61.*,.")%"
'(,"`^&2"'.1%218')$%1+"1+:76"61.*,'"1%#"1'"iKj4GF")%"
KGKd";"f4Le"7<"-,.272"KGKf";"'(,.,")2",-)#,%8,"7<31.#"
<.,227.,2"2')++"<.,-1)+4"5()2")2"8$6<$7%#,#":="'(,"/18'"
'(1'"'(,"1-,.10,"2,++)%0"<.)8,"8$661%#,#"/$."1"B\"
.$2,":="h4Ke")%"KGKd"'$"iTK4Kf4"
!'")2")%"'(,"ml$6,"\,+)-,.=&"8(1%%,+"3(,.,"1+:76"<.)8,2"
1.,".)2)%0"6$2'"2(1.<+=9"3)'("'(,"KGKd"1-,.10,"7<":="
TGe"'$"iTU4Lh4"5(,"()0(,2'"1-,.10,"<.)8,29"($3,-,.9"1.,"
/$7%#"18.$22"'(,"`^&2"()0("2'.,,'"2<,8)1+)2'"1%#")%#),"
.,'1)+,.29"3(,.,"'.1#)%0")2"2*,3,#"6$.,"(,1-)+="'$31.#2"
-)%=+"ZM24"A%"1+:76")%"'(1'"8(1%%,+"%$3"8$2'2"iTj4KK"
$%"1-,.10,9"7<"U4fe"-,.272"KGKf"<.)8,24"""

AVERAGE SELLING PRICES BY MUSIC FORMAT 2025

Vinyl LPs, £29.03     

CD Albums, £12.24

Digital Downloads, (MP3) £7.65

ALBUM AVERAGE SELLING PRICES 
BY RETAIL CHANNEL 2023 - 2025

2023 2024 2025
change 

24/25
Specialists, generalists 
and independents

£17.09 £17.73 £19.22 8.4%

Supermarkets £10.21 N/A N/A N/A

Home delivery £16.16 £16.97 £18.67 10.0%

Digital download sites £7.50 £7.50 £7.65 2.1%

Total Market £15.43 £16.19 £17.90 10.5%

Source: Official Charts Company / Kantar

ALBUM AVERAGE SELLING PRICES 
BY FORMAT 2023 - 2025

2023 2024 2025
change 

24/25
CD Albums £11.09 £11.42 £12.24 7.2%

Vinyl LPs £27.40 £27.76 £29.03 4.6%

Digital Downloads (MP3) £7.50 £7.50 £7.65 2.0%

Total Market £15.43 £16.19 £17.90 10.5%

Source: Official Charts Company / Kantar

Source: Kantar

£0.00 £5.00 £10.00 £15.00 £20.00 £25.00 £30.00
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94.8%
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94.5%
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4.8%

93.8%
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BRICKS & MORTAR VS ONLINE  
?@A&2"8$6<1.1')-,"1%1+=2)2"$/"2<,%#)%0")%"'(,"`^&2"672)8"81',0$.="()0(+)0('2"E72'"($3"/1."
'(,"2()/'"'$"2'.,16)%0"$-,."'(,"+12'"#,81#,"$."2$"(12"'.1%2/$.6,#"'(,"61.*,'4"B$%276,."
2<,%#)%0"$%"672)8"27:28.)<')$%29"3$.'("1.$7%#"iK:%9"8$6:)%,#"3)'("672)8"<7.8(12,2"
61#,"1'"<(=2)81+"$%+)%,".,'1)+,.2"+)*,"A61[$%9"'$'1++,#"E72'"$-,."iK4F:%")%"KGKd"1%#"%$3"
.,<.,2,%'2"jF4Ue"$/"'$'1+"1%%71+"672)8",C<,%#)'7.,4
D()+,"$%+)%,".,-,%7,2"8+,1.+="2')++"#$6)%1',9"8$%276,."2<,%#)%0")%"'.1#)')$%1+":.)8*2"1%#"
6$.'1."672)8".,'1)+,.2"$%"'(,"`^&2"()0("2'.,,'2";"(6-"1%#")%#,<,%#,%'".,8$.#"2($<2";"(12"
:,,%"7%#,.0$)%0"2$6,'()%0"$/"1".,27.0,%8,4"KGKd".,<.,2,%',#"'(,"/$7.'("8$%2,87')-,"=,1."
'(1'"<(=2)81+".,'1)+,.2")%8.,12,#"'(,)."2(1.,"$/"$-,.1++"672)8".,-,%7,29"3)'("'(,"iTdT4U6"2<,%'"
3$.'("L4Fe"$/"'(,"61.*,'9"7<"/.$6"f4Ue")%"KGKT4
W$'("2,06,%'2"1.,",%E$=)%0"8$%2)2',%'"1%%71+"0.$3'(")%"8$%276,."2<,%#)%0":7'"'(,"
)%8.,12,2"$%"'(,"()0("2'.,,'")%"KGKd"osTL4hep"8$6/$.'1:+="$7'2'.)<<,#"'($2,"$%+)%,"osF4dep4""

BRICKS & MORTAR VERSUS ONLINE SALES 
SPLIT (£ MILLION) - MUSIC 2021 - 2025

2021 2022 2023 2024 2025

Bricks & Mortar 92.3 106.0 119.3 130.0 151.8

Online 1,836.6 1918.8 2106.3 2223.9 2301.5

Total Market 1,928.9 2024.9 2225.6 2353.9 2453.3

Bricks & Mortar 4.8% 5.2% 5.4% 5.5% 6.2%

Online 95.2% 94.8% 94.6% 94.5% 93.8%

MUSIC MARKET - BRICKS AND MORTAR V ONLINE (£MILLION) 2021-2025 

 BRICKS AND MORTAR     ONLINE
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DIGITAL MUSIC SERVICES 2025

Subscription Download

AARMY Amazing Tunes
Amazing Tunes Amazon Music
Amazon Music Apple Music
Anghami Beatport
Apple Classical Bleep
Apple Fitness+ Boomkat
Apple Music Chandos
Audiomack Emusic
BBC Sounds Google Play
Beatport Highresaudio
Classical Archives iTunes
Deezer Juno Download
Highresaudio Kobo
Idagio Presto Classical
Jango Presto Music
Litesport Primephonic
Mixcloud QObuz
Napster Saavn
Naxos Music Library Sky
Peloton Traxsource
Presto Music
Primephonic
Qobuz
ROXi
Saavn
Sky
SoundCloud
Spotify
Tidal
Tunein
Twitch
Worldwide.fm
YouTube
YouTube Music

MUSIC RETAILERS - DIGITAL

ERA Research
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MUSIC RETAILERS - PHYSICAL
5(,"$-,.1++"%76:,."$/":.)8*2"q"6$.'1.".,'1)+,.2"2,++)%0"672)8")%"'(,"`^"/,++":="
Th4de"'$"T9LFK")%"KGKd9"188$.#)%0"'$"N07.,2"<.$#78,#":="^1%'1.4
A/',."2,-,.1+"=,1.2"$/"#,8+)%,9"'(,"%76:,."$/"$7'+,'2".,8$.#)%0"21+,2"$/"672)8"
2'1:)+)2,#")%"KGKf9":7'"'(,"#,8+)%,"87.-,".,276,#")%"KGKd4"O$2'"$/"'(,"/1++")%"
%76:,.2"+12'"=,1."81%":,"1''.):7',#"'$"DlX6)'(&2",C)'"/.$6"'(,"81',0$.=9"3)'("
$7'+,'2")%"'(,"mO7+')<+,2&"8(1%%,+"/1++)%0":="KhL"S"/.$6"fKL"'$"TdG";"#$3%"Lf4Ue"
=,1.S$%S=,1.4"
5(,"27<,.61.*,'"8(1%%,+"2')++"8$%'1)%2"'(,"()0(,2'"%76:,."$/"2($<2"2,++)%0"
<(=2)81+"/$.61'"672)8"o1+:,)'"3)'("+)6)',#".1%0,2p":7'"'(,"8(1%%,+&2".,'.,1'"/.$6"
'(,"81',0$.="8$%')%7,24"ULK"27<,.61.*,'2".,8$.#,#"21+,2"+12'"=,1.9"jd"/,3,."'(1%"
)%"KGKf4
53$"/,3,."(6-":.1%8(,2"3,.,".,8$.#,#"12"2,++)%0"672)8")%"KGKd9"'1*)%0"'(,"
mX<,8)1+)2'"B(1)%&"2,06,%'"'$"TKT"$7'+,'2")%"'$'1+9"#$3%"/.$6"TKF")%"KGKf4"
?+2,3(,.,9"'(,"`^&2":7$=1%'")%#,<,%#,%'".,8$.#"2($<"8(1%%,+",%E$=,#"=,'"
1%$'(,."=,1."$/"0.$3'(")%"%76:,.2"3)'("1%",C'.1"KU"2'$.,2"'.1#)%0")%"<(=2)81+"
/$.61'"672)89"'1*)%0"'(,"'$'1+"'$"fjj9"7<"1+6$2'"Le"=,1.S$%S=,1.4""
A%1+=2)2"81..),#"$7'":="?@A".,2,1.8("8$7%',#"Fd"#)0)'1+"2,.-)8,"<.$-)#,."2)',2"
3(,.,"'(,"`^"8$%276,."81%"2'.,16"672)8"/.$6")%"KGKd"1%#"KG"3(,.,"'(,="81%"
<7.8(12,"OMF24"

PRINCIPAL BRICKS & MORTAR RETAILERS 
SELLING MUSIC 2021 - 2025

2021 2022 2023 2024 2025
change 

24/25
Specialist Chains (1) 112 122 122 123 121 -1.6%

Multiples (2) 468 184 320 426 150 -64.8%

Supermarkets (3) 2,322 1,754 1,072 957 862 -9.9%

Independents 396 426 461 471 499 5.9%

Total Retailers 3,298 2,486 1,975 1,977 1,632 -17.5%

(1)   Specialist Chain - HMV     
(2)   Multiples are Urban Outfitters, WHSmith, Matalan, Primark, Boots,  Moto, Original Factory Store, 
B&M, Easons, and SemiChem.  (Changes are most likely due to withdrawal from Audio and Video 
retailing/stocking).     
(3)   Supermarkets include Asda, Morrisons, Sainsbury’s (including Locals*), Tesco (including Metro and 
Express*), Waitrose*, Co-Op*, and One-Stop* (*That sell audio and video titles). Supermarkets combined 
with multiples in July 2022     
NOTE: Supermarkets merged with Multiples in 2022     
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2021 - 2025

 SPECIALIST CHAINS (1)       MULTIPLES (2)      SUPERMARKETS (3)      INDEPENDENTS      TOTAL RETAILERS

SHARE OF TOTAL MUSIC RETAILER ESTATE 2025

TOTAL No. 
MUSIC 

RETAILERS 
1,632

Specialist 
Chains 7%

Independents 
31%

Multiples
9%

RETAILERS PHYSICAL cont

112
468

2,322

396

Supermarkets
53%

122 184 426

1,754

122 320

1,072
461

123 426
957

471

2021 2022 2023 2024 2025

121 150
862

499

3,298 2,486 1,975 1,977 1,632
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PHYSICAL FORMAT ALBUMS: £ SPEND SHARE 
BY RETAILER TYPE - MUSIC 2021 - 2025

2021 2022 2023 2024 2025

High Street 91.1 104.5 117.2 127.8 149.2

Home Delivery 196.6 171.9 188.5 196.7 212.6

Total Market 287.7 276.5 305.7 324.5 361.8

High Street 31.7% 37.8% 38.3% 39.4% 41.2%

Home Delivery 68.3% 62.2% 61.7% 60.6% 58.8%

 HIGH STREET       HOME DELIVERY
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PHYSICAL ALBUMS MARKET - PHYSICAL FORMAT SHARE 
BY RETAILER TYPE (£ MILLION) 2021 - 2025

PHYSICAL FORMAT £ SPEND 
SHARE BY RETAILER TYPE
A88$.#)%0"'$"1%1+=2)2":="^1%'1.9"'(1'"/$872,2"$%"<(=2)81+"
/$.61'"1+:76"21+,2":=".,'1)+,."'=<,9"2<,%#"$%"B\2"1%#"
-)%=+".,8$.#2")%"'(,"`^&2"!%#),".,8$.#"2($<29"27<,.61.*,'2"
1%#"(6-";".,8$.#,#"(,.,"'$0,'(,."12"ml)0("X'.,,'&";"()'"
iTfj4K6"$-,."'(,"8$7.2,"$/"KGKd4"5(1'")2"iKT4f6"6$.,"
'(1%"312"2<,%'")%"KGKf9"7<"TL4he9"3)'("'$'1+"-1+7,"
0,%,.1',#")%"'(,"8(1%%,+"1'")'2"()0(,2'"+,-,+"/$."d"=,1.24
5()2"0.$3'("(12"1+2$":$$2',#"ml)0("X'.,,'&"2(1.,"$/"'$'1+"
,C<,%#)'7.,"$%"<(=2)81+"/$.61'"1+:762"/.$6"Fj4fe")%"
KGKf9"'$"fT4Ke"+12'"=,1.4"!'"61.*2"1%$'(,."<$2)')-,"2',<"
/$.31.#"/$."'(,"2,06,%'9"2')++".,8$-,.)%0"/.$6"'(,"2($8*"$/"
'(,"<1%#,6)8"'(1'"/$.8,#"'(,"2(7'',.)%0"$/"2($<2"$%"'(,"
()0("2'.,,'"/$."+$%0"<,.)$#2"$/"KGKG"1%#".,2'.)8',#"'.1#)%0"
8$%#)')$%2")%"KGKT4"
X<,%#)%0"$%"B\2"1%#"-)%=+"ZM2"1'"<(=2)81+"$%+)%,".,'1)+,.2"
1+2$"<$2',#"2$+)#"=,1.S$%S=,1."01)%2")%"KGKd9"3)'("'$'1+2"
27.0)%0"'(.$70("'(,"iKGG6"61.*4"5(,"ml$6,"\,+)-,.=&"
2,06,%'"2')++",%E$=2"'(,"+)$%&2"2(1.,"$/"'(,"61.*,'9"3)'("E72'"
$-,."dU4Ue"$/"'$'1+"'.1#,"-1+7,"2,87.,#":=".,'1)+,.2"
+)*,"A61[$%4"

31.7%

68.3%

2021

37.8%

62.2%

2022

38.3%

61.7%

2023

39.4%

60.6%

2024

41.2%

58.8%

2025
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MUSIC CHARTS 

A/',."1"8$7<+,"$/"5)*5$*S<$3,.,#":.,1*$7'"
2)%0+,29"A+,C"D1..,%"2612(,#"()2"31="'$"'(,"
-,.="'$<"$/"'(,"`^"8(1.'2"3)'("()2"0+$:1+"
()'"m>.#)%1.=&9".18*)%0"7<"1+6$2'"KLK6"
<.,6)76"1%#"1#S/7%#,#"2'.,1629"3()8(9"
3(,%"3,)0(',#"1%#"8$6:)%,#"3)'("$'(,."
/$.61'29"/$.6,#"1.$7%#"K4K6"8(1.'"7%)'2"'$"
'1*,"J$4T")%"'(,">c8)1+"B(1.'"B$6<1%=&2"
mKGKd">c8)1+"X)%0+,2"B(1.'&4"
?%0+)2("2)%0,.9"Z$+1"k$7%09")2"$%,"$/"'(.,,"
W.)')2("/,61+,2"'$":.,1*")%'$"'(,"'$<"KG"
X)%0+,2"B(1.'")%"KGKd"12"2(,"'$$*"'(,"
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.,8$.#,#4""
?+2,3(,.,9"/,++$3"W@!5"X8($$+"0.1#71',9"
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8$<),29".,<.,2,%')%0"dU4he"$/"$-,.1++"21+,24
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,%$70("'$"'$<"'($2,"2,<1.1',"/$.61'"
8(1.'2"'$$4"
\,2<)',":,)%0".,+,12,#")%"A7072'"KGKf9"
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8$%')%7,#"'$".,'7.%",%$.6$72"2'.,16)%0"
%76:,.2"'(.$70("KGKd9"3)'("dTU*"8(1.'"
7%)'2".,8$.#,#9"Ud4Fe"$/"3()8("3,.,"
2'.,1624
5(,"m^M$<"\,6$%"l7%',.2&"2$7%#'.18*"
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.,<.,2,%')%0"jF4Ue"$/"'(,"8$6:)%,#"'$'1+4"
>%8,"101)%9"8+122)8"8$++,8')$%2"+)*,"
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m\)16$%#2&"1%#"A::1&2"m]$+#"S"].,1',2'"l)'2&"
1++"61#,"'(,"=,1.&2"'$<"KG9"<$3,.,#"1+6$2'"
,C8+72)-,+=":="'(,"2'.,16)%0"61.*,'4

OFFICIAL SINGLES CHART 2025

Title Artist Total Units Corp. Group

1 Ordinary Alex Warren 2,178,737 Warner Music

2 Messy Lola Young 1,440,652 Universal Music

3 Pink Pony Club Chappell Roan 1,387,366 Universal Music

4 Golden Huntr/X/Ejae/Audrey 
Nuna/Rei

1,332,632 Universal Music

5 Apt Rose & Bruno Mars 1,323,833 Warner Music

6 That's So True Gracie Abrams 1,172,051 Universal Music

7 Beautiful Things Benson Boone 1,142,560 Warner Music

8 Love Me Not Ravyn Lenae 1,126,386 Warner Music

9 Man I Need Olivia Dean 1,099,756 Universal Music

10 Die With A Smile Lady Gaga & Bruno 
Mars

1,094,330 Universal Music/
Warner Music

11 Birds of a Feather Billie Eilish 1,005,638 Universal Music

12 The Days Chrystal 1,002,927 Universal Music

13 Good Luck Babe Chappell Roan 978,441 Universal Music

14 Lose Control Teddy Swims 975,442 Warner Music

15 Back to Friends Sombr 911,082 Warner Music

16 Undressed Sombr 874,927 Warner Music

17 Espresso Sabrina Carpenter 868,023 Universal Music

18 Sailor Song Gigi Perez 862,961 Universal Music

19 Taste Sabrina Carpenter 843,817 Universal Music

20 Bad Dreams Teddy Swims 839,339 Warner Music

Source: Official Charts Company
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TOP 20 ALBUMS CHART 2025

Title Artist Total 
Units

Corp. Group Combined 
Physical 
Albums

Digital 
Albums

Album 
Streams

1 The Life of a Showgirl Taylor Swift 642,469 Universal 
Music

376,825 20,491 245,153

2 Short n' Sweet Sabrina 
Carpenter

517,967 Universal 
Music

73,853 2,051 442,062

3 Kpop Demon Hunters Original 
Soundtrack

442,311 Universal 
Music

18,115 9,157 415,039

4 + - = Divide X - Tour 
Collection

Ed Sheeran 409,836 Warner 
Music

18,507 532 390,797

5 Time Flies - 1994-2009 Oasis 379,318 Sony Music 19,485 1,670 358,162

6 50 Years - Don't Stop Fleetwood Mac 369,677 Warner 
Music

2,335 214 367,129

7 The Highlights Weeknd 349,258 Universal 
Music

3,614 100 345,544

8 What's the Story Morning 
Glory

Oasis 312,472 Sony Music 67,241 3,771 241,461

9 Man's Best Friend Sabrina 
Carpenter

304,617 Universal 
Music

84,185 1,559 218,873

10 You'll Be Alright Kid 
(Chapter 1)

Alex Warren 285,337 Warner 
Music

20,565 4,885 259,888

11 People Watching Sam Fender 278,766 Universal 
Music

149,082 7,319 122,365

12 The Art of Loving Olivia Dean 278,453 Universal 
Music

79,123 3,305 196,025

13 Diamonds Elton John 274,023 Universal 
Music

19,634 1,476 252,913

14 The Rise and Fall of a 
Midwest Princess

Chappell Roan 262,155 Universal 
Music

45,557 3,156 213,443

15 The Essential Michael Jackson 260,411 Sony Music 1,979 489 257,944

16 So Close to What Tate Mcrae 258,422 Sony Music 23,666 2,251 232,505

17 Stick Season Noah Kahan 249,681 Universal 
Music

12,233 701 236,747

18 Hit Me Hard and Soft Billie Eilish 248,948 Universal 
Music

41,116 1,080 206,752

19 Brat Charli Xcx 240,207 Warner 
Music

27,793 967 211,447

20 Gold - Greatest Hits Abba 239,111 Universal 
Music

18,318 3,344 217,449

Source: Official Charts Company
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TOP 20 STREAMED TRACKS 2025

Title Artist Corp 
Group

Total 
Streams

Premium 
Audio 

Streams

Ad-Funded 
Audio 

Streams

Video 
Streams

1 Ordinary Alex Warren Universal 
Music

261,920,963 200,687,487 31,957,994 29,275,483

2 Apt Rose & Bruno 
Mars

Warner Music 167,791,440 117,207,644 17,937,163 32,646,634

3 Messy Lola Young Universal 
Music

163,662,701 133,264,161 16,509,037 13,889,503

4 Golden Huntr/X/Ejae/
Audrey Nuna/
Rei

Warner Music 156,852,686 122,630,429 18,781,372 15,440,885

5 Pink Pony 
Club

Chappell Roan Universal 
Music

156,231,364 129,543,916 16,763,848 9,923,600

6 Die With a 
Smile

Lady Gaga & 
Bruno Mars

Empire 148,046,148 96,657,764 24,472,010 26,916,374

7 Beautiful 
Things

Benson Boone Universal 
Music

144,775,944 103,120,048 17,280,271 24,375,625

8 That's So 
True

Gracie Abrams Universal 
Music

137,365,452 111,880,226 23,692,643 1,792,583

9 Love Me Not Ravyn Lenae Warner Music 133,723,326 107,683,322 23,253,712 2,786,292

10 The Days Chrystal Universal 
Music

126,324,123 93,077,891 19,852,445 13,393,788

11 Birds of a 
Feather

Billie Eilish Sony Music 125,148,183 93,315,635 20,327,158 11,505,390

12 Lose Control Teddy Swims Sony Music 121,604,216 89,401,888 15,032,635 17,169,694

13 Man I Need Olivia Dean Universal 
Music

119,412,893 105,722,374 8,851,248 4,839,271

14 Sailor Song Gigi Perez Warner Music 114,525,054 79,678,892 23,757,008 11,089,154

15 Good Luck 
Babe

Chappell Roan Sony Music 111,551,928 93,689,982 14,843,897 3,018,048

16 Back to 
Friends

Sombr Universal 
Music

111,245,129 86,603,729 21,107,983 3,533,416

17 Espresso Sabrina 
Carpenter

Sony Music 104,521,211 81,142,215 15,604,532 7,774,464

18 Undressed Sombr Universal 
Music

100,799,824 84,016,249 14,031,465 2,752,110

19 Stargazing Myles Smith Universal 
Music

99,363,390 73,158,040 14,331,987 11,873,364

20 The Door Teddy Swims Warner Music 98,895,016 75,456,979 11,058,149 12,379,888

Source: Official Charts Company

CHARTS - 
STREAMING  
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TOP 20 PHYSICAL ALBUMS 2025

Title Artist Corp. Group Total 
Physical 

Units Sold

Total CD 
Units Sold

Total Vinyl 
LP Units 

Sold

Total 
Cassette 

Units Sold

1 The Life of a 
Showgirl

Taylor Swift Universal Music 376,825 226,590 147,382 2,853

2 People Watching Sam Fender Universal Music 149,082 68,070 72,667 8,216

3 Man's Best Friend Sabrina 
Carpenter

Universal Music 84,185 29,628 46,700 7,857

4 The Art of Loving Olivia Dean Universal Music 79,123 32,747 44,928 1,448

5 Short n' Sweet Sabrina 
Carpenter

Universal Music 73,853 38,272 35,526 55

6 Play Ed Sheeran Warner Music 73,380 54,507 13,088 5,785

7 What's the Story 
Morning Glory

Oasis Sony Music 67,241 11,736 55,504 0

8 Mayhem Lady Gaga Universal Music 65,292 38,139 25,118 2,035

9 The Boy Who Played 
the Harp

Dave Universal Music 56,539 21,936 18,758 15,845

10 Romance Fontaines Dc Xl Beggars 52,387 13,867 38,494 26

11 Rumours Fleetwood Mac Warner Music 48,492 9,937 38,555 0

12 More Pulp Xl Beggars 47,401 20,252 26,625 525

13 Better Man - Ost Robbie 
Williams

Sony Music 46,910 25,486 0 21,424

14 Lover (Live From 
Paris)

Taylor Swift Universal Music 46,812 0 46,812 0

15 The Tortured Poets 
Department

Taylor Swift Universal Music 46,403 35,453 10,947 4

16 The Rise and Fall of 
a Midwest Princess

Chappell Roan Universal Music 45,557 20,253 24,817 487

17 I've Tried Everything 
But Therapy - Pt 2

Teddy Swims Warner Music 44,341 36,828 7,513 0

18 Idols Yungblud Universal Music 43,373 29,001 13,237 1,135

19 Hit Me Hard and Soft Billie Eilish Universal Music 41,116 14,367 26,746 3

20 Ok Computer Radiohead Xl Beggars 40,298 12,722 27,575 0

Source: Official Charts Company

CHARTS - 
PHYSICAL  
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TOP 20 VINYL LP ALBUMS 2025

Title Artist Corp. Group Total LP 
Units Sold

1 The Life of a 
Showgirl

Taylor Swift Universal Music 147,382

2 People Watching Sam Fender Universal Music 72,667

3 What's the Story 
Morning Glory

Oasis Sony Music 55,504

4 Lover (Live From 
Paris)

Taylor Swift Universal Music 46,812

5 Man's Best Friend Sabrina 
Carpenter

Universal Music 46,700

6 The Art of Loving Olivia Dean Universal Music 44,928

7 Rumours Fleetwood Mac Warner Music 38,555

8 Romance Fontaines Dc XL Beggars 38,494

9 Short N' Sweet Sabrina 
Carpenter

Universal Music 35,526

10 Definitely Maybe Oasis Sony Music 29,637

11 OK Computer Radiohead Xl Beggars 27,575

12 Am Arctic Monkeys Domino 
Recordings

26,950

13 Hit Me Hard and 
Soft

Billie Eilish Universal Music 26,746

14 More Pulp XL Beggars 26,625

15 Mayhem Lady Gaga Universal Music 25,118

16 The Rise And 
Fall of a Midwest 
Princess

Chappell Roan Universal Music 24,817

17 In Rainbows Radiohead XL Beggars 22,879

18 The Clearing Wolf Alice Sony Music 22,041

19 Grace Jeff Buckley Sony Music 21,366

20 Wish You Were 
Here

Pink Floyd Warner Music 20,928

Source: Official Charts Company

TOP 20 CD ALBUMS 2025

Title Artist Corp. Group Total CD 
Units Sold

1 The Life of a 
Showgirl

Taylor Swift Universal Music 226,590

2 People Watching Sam Fender Universal Music 68,070

3 Play Ed Sheeran Warner Music 54,507

4 Short N' Sweet Sabrina 
Carpenter

Universal Music 38,272

5 Mayhem Lady Gaga Universal Music 38,139

6 I've Tried 
Everything But 
Therapy - Pt 2

Teddy Swims Warner Music 36,828

7 The Tortured Poets 
Department

Taylor Swift Universal Music 35,453

8 The Art of Loving Olivia Dean Universal Music 32,747

9 Now That's What I 
Call Music 120

Various Artists Sony Music/
Universal Music

31,534

10 Man's Best Friend Sabrina 
Carpenter

Universal Music 29,628

11 I've Tried 
Everything But 
Therapy - Pt 1

Teddy Swims Warner Music 29,180

12 Idols Yungblud Universal Music 29,001

13 Make 'Em Laugh 
Make 'Em Cry 
Make 'Em

Stereophonics Universal Music 27,941

14 Forever (Legendary 
Edition)

Bon Jovi Universal Music 27,629

15 Better Man - Ost Robbie 
Williams

Sony Music 25,486

16 Now That's What I 
Call Music 121

Various Artists Sony Music/
Universal Music

25,128

17 Now That's What I 
Call Music 122

Various Artists Sony Music/
Universal Music

22,703

18 Rushmere Mumford & 
Sons

Universal Music 22,437

19 The Boy Who 
Played the Harp

Dave Universal Music 21,936

20 Futique Biffy Clyro Warner Music 21,709

Source: Official Charts Company
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FOCALDATA CONSUMER TRACKER
!"#$%&'"%(&')*+%"'%,)$"%)&-(.$"/&-%0+/"%1$%$(221&*%1&%"+(%3/.4("5%').%3(36(.$%/2$'%&((-%"'%)&-(.$"/&-%0+/"%1$%-.171&*%
8'&$)3(.%6(+/71').$%/&-%"'%"+/"%(&-%9:;%<.'71-(%/%='&$)3(.%"./841&*%$(.718(%1&%8'&,)&8"1'&%01"+%>'8/2-/"/%/22'01&*%
)$%"'%/88)./"(2?%"./84%8+/&*($%1&%8'&$)3(.%6(+/71').$%/&-%<.(-18"%"+(%8+/&*($%"+/"%0122%214(2?%'88).%1&%"+(%3/.4("@

A(36(.$%8/&%/88($$%"+1$%B'.%B.((%/$%</."%'B%"+(1.%3(36(.$+1<%$)6$8.1<"1'&@%

C+(%>'8/2-/"/%</&(2%8'&$1$"$%'B%/<<.'D13/"(2?%E5FFF%8'&$)3(.$%0+18+%/.(%&/"1'&/22?%.(<.($(&"/"17(%/&-%"+(%</&(2%1$%
$).7(?(-%"018(%/%?(/.%"'%"./84%-(718(%8+'18($%/&-%6(+/71').%/8.'$$%3)$18%71-('%/&-%*/3($5%/$%0(22%/$%&(0(.%/.(/$%$)8+%
/$%/)-1'6''4$%/&-%<'-8/$"1&*@

AUDIOBOOKS
GHI%'B%EJKGL%?(/.%'2-$%+/7(%
-'0&2'/-(-%/&%/)-1'6''4%
1&%"+(%2/$"%H%3'&"+$

Male 20.6%

Female 14.3%

GENDER

AGE

16-17       18 -24       25 -34       35- 44       45 - 54      55 - 64         65+

 5.3%

22.4%

36.0%

25.8%

13.7%

8.5%
6.0%
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AUDIOBOOKS
!"#$%#$&%'(&)'*&%+,-&)%.,)/$'0"1*%234%',5"6+6670%"1%
#$&%8'0#%9%:61#$0

;15%0.&15"1*%'..)6<":'#&8-%
=>>%"1%#$&%8'0#%9%:61#$0

16-17       18 -24       25 -34       35- 44       45 - 54      55 - 64         65+TOTAL          MALE      FEMALE

16-17       18 -24       25 -34       35- 44       45 - 54      55 - 64         65+TOTAL          MALE      FEMALE

5.4

£22.44

£25.61 £26.07

£21.15

£17.01 £16.80£15.98

£10.21

£22.61£22.32

5.9

5.2 5.0 5.1 5.0

5.7

2.2

5.2
5.6
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AUDIOBOOKS

FICTION: MYSTERY, THRILLER 
& SUSPENSE

FICTION: SCI-FI / FANTASY 

FICTION: ACTION & 
ADVENTURE

FICTION: ROMANCE

FICTION: HISTORICAL

HISTORY

TRUE CRIME

MONEY, FINANCE, BUSINESS 

COMEDY & HUMOUR

FICTION: CLASSICS

BIOGRAPHIES / MEMOIRS

POLITICS

SELF HELP / PERSONAL 
DEVELOPMENT

HOME & GARDEN

CHILDREN’S

OTHER

                                                                                                                                                                                     43.3%

                                                                                                                                               34.4%

                                                                                                                                           33.4%

                                                                                                                                         32.9%

                                                                                                                                      32.2%

                                                                                                     24.4%

                                                                                                23.2%

                                       22.7%

                                                                                             22.6%

                                                                                         21.6%

                                                                                  19.9%

                                                                                 19.9%

                                                                     17.0%

     14.7

        11.2

0.6%

!"#$%:-0#&)-%'15%#$)"88&)0%#$&%:60#%.6.,8')%*&1)&
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Podcasts
MFI%'B%/*(%EJKGL%?(/.%'2-$%+/7(%21$"(&(-%"'%/%
<'-8/$"%1&%"+(%2/$"%H%3'&"+$

Male 50%

Female 43%
16-17       18 -24       25 -34       35- 44       45 - 54      55 - 64         65+

46% 46%

70%

58%
47%

41%

23%

GENDER

AGE

16-17       18 -24       25 -34       35- 44       45 - 54      55 - 64         65+

2.8

4.0
4.8

4.4

3.0 3.2
2.3

TOTAL          MALE      FEMALE

3.3
4.2

3.8
C+(%/7(./*(%<(.%
0((4%21$"(&1&*%"13(%
1$%G@N%+').$

;&-%"+(%3'$"%
<'<)2/.%*(&.($%/.(%
$<'."%/&-%8'3(-?

SPORT
COMEDY

CURRENT AFFAIRS
MUSIC

TRUE CRIME
HEALTH & WELLBEING

FILM & TV
TECHNOLOGY

HISTORY
SELF HELP / PERSONAL DEVELOPMENT

CULTURE
VIDEOGAMES

OTHER

                                                                                                                                         38.7%
                                                                                                                                 36.7%
                                                                                                                   33.4%
                                                                                                        30.6%
                                                                                                       30.3%
                                                                                        26.6%
                                                                                    25.6%
      23.6%
                                                              20.3%
                                                   17.5%
                                              16.3%
                                12.8%
5.0%
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Playlists
O(2BK$(/.8+5%$(2(8"1'&%/&-%<(.$'&/2%<2/?21$"%8.(/"1'&%8'33/&-%3'.(%21$"(&1&*%"13(%
/3'&*%$".(/3(.$%"+/&%<2/?21$"$%8.(/"(-%6?%"+(%$(.718($%"+(3$(27($

Video Subscription
P("Q1D%+/$%"+(%+1*+($"%&)36(.%'B%$)6$8.16(.$%01"+%MRI%'B%"+(%<'<)2/"1'&%+/71&*%)$(-%
1"%1&%"+(%2/$"%H%3'&"+$@%C+(%-/"/%$)**($"$%"+(%/7(./*(%ST%$)6$8.16(.%+/$%E@R%71-('%
$)6$8.1<"1'&$

MUSIC SEARCHED FOR AND 
SELECTED MYSELF

PLAYLISTS CREATED BY 
MYSELF

LISTEN TO ARTIST 
CHANNELS/PLAYLISTS

PLAYLISTS CREATED BY 
STREAMING SERVICES

PLAYLISTS CREATED BY 
OTHER USERS

78% 3%

67% 13%

43% 23%

36% 33%

34% 36%

?,:%6@%A"0#&1"1*%#6%BC@#&1%D%E60#%6@%#$&%F":&G%(&)0,0%?HE%6@%A"0#&1"1*%
#6%BI')&8-%D%J&(&)G

  SUM: OFTEN / MOST OF THE TIME      SUM: RARELY / NEVER

NETFLIX AMAZON VIDEO DISNEY+ ITV X APPLE TV+ PARAMOUNT+ NOWTV OTHERS 
(COMBINED)

K"5&6%?,+0/)".#"610%
,0&5%"1%.'0#%9%:61#$0

79%

63%

48%

29%
20% 20%

14%
24%
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INDEPENDENT RETAILERS 
CONFEDERATION 
U&(%'B%9:;#$%4(?%</."&(.$%1&%"+(%1&-(<(&-(&"%.("/12%$</8(%1$%"+(%
!&-(<(&-(&"%:("/12(.$%>(-(./"1'&5%0+18+%<.'71-($%/%2'66?1&*%
<2/"B'.3%B'.%214(%31&-(-%"./-(%6'-1($%1&%"+(%1&-(<(&-(&"%
.("/12%$</8(@%%A)8+%'B%"+(%B'8)$%1&%EFEJ%0/$%$<(&"%2''41&*%/"%
0/?$%"'%$)<<'."%$3/22%6)$1&($$($%1&%"+(%8)..(&"%(8'&'318%
(&71.'&3(&"@%%C+1$%1&82)-(-%2'66?1&*%'&%6)$1&($$%./"($5%
<'$"/*(5%9S%.(*)2/"1'&%("8@

THE ALLIANCE FOR IP
9:;%+/$%6((&%/%3(36(.%'B%"+(%;221/&8(%B'.%!V%$1&8(%1"$%1&8(<"1'&%1&%
WRRN@%C+(%;221/&8(%1$%/%ST%6/$(-%8'/21"1'&%'B%'7(.%EF%'.*/&1$/"1'&$%
.(<.($(&"1&*%6)$1&($$($%/&-%8.(/"'.$%B.'3%"+(%0'.2-$%'B%/)-1'%
71$)/25%3)$185%"'?$%/&-%*/3($5%$<'."$5%<)621$+1&*%/&-%3/&?%3'.(@%
C+(%;221/&8(%8/3</1*&$%"'%(&$).(%"+/"%8'&$)3(.$%/.(%/62(%"'%
(&,'?%"+(%8'&"(&"%/&-%<.'-)8"$%"+(?%2'7(%0+12$"%/2$'%8/3</1*&1&*%
B'.%"+(%7/2)(%'B%!V%.1*+"$%1&%"+(%ST@%X).1&*%EFEJ%"+(%;221/&8(%
'&8(%/*/1&%+'$"(-%/%$)88($$B)2%Y')$(%'B%='33'&$%:(8(<"1'&%
/&-%<.'71-(-%1&<)"%1&"'%/%&)36(.%'B%4(?%<'218?%/.(/$%1&82)-1&*%
;."1Z81/2%!&"(221*(&8(%/&-%='<?.1*+"@

THE INDUSTRY TRUST
C+(%!&-)$".?%C.)$"%1$%/&'"+(.%'B%9:;#$%4(?%2'66?1&*%</."&(.$%
0+'%/--.($$%"+(%'&*'1&*%8+/22(&*($%'B%Z23%/&-%C[%8'<?.1*+"%
1&B.1&*(3(&"%6?%1&$<1.1&*%/)-1(&8($%"'%8'&$)3(%8'&"(&"%71/%
2(*1"13/"(%$').8($@%C+(1.%A'3(&"$%\'."+%V/?1&*%>'.%8/3</1*&%1$%
&'0%0(22%($"/621$+(-%/&-%-.17($%8'&$)3(.$%"'%.($<(8"%"+(%7/2)(%
'B%"+(%8.(/"17(%8'&"(&"%"+(?%8'&$)3(%6?%0/"8+1&*%'&2?%'&%2(*/2%
/&-%*(&)1&(%$1"($%1&82)-1&*%9:;%3(36(.%-1*1"/2%$(.718($%/&-]%
'.%2(*1"13/"(%<+?$18/2%B'.3/"$@%%C+(%C.)$"%/2$'%<.'71-($%1&$1*+"%
1&"'%8'<?.1*+"%1&B.1&*(3(&"%/$%0(22%/$%0'.41&*%'&%1&1"1/"17($%01"+%
'.*/&1$/"1'&$%$)8+%/$%=.13($"'<<(.$%"'%(-)8/"(%1&B.1&*(.$@%%%

ERA MEMBER SERVICES /  POLICY AND ADVOCACY

!&%/--1"1'&%"'%').%'0&%<'218?%/*(&-/%0(%/.(%/2$'%/%3(36(.%'B^
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:(8'.-%O"'.(%X/?%/&-%:(8'.-%C'4(&$%8'&"1&)(-%"'%0'.4%"'*("+(.%"+1$%?(/.5%<.'3'"1&*%7/.1')$%
8/3</1*&$%1&82)-1&*%>/"+(.#$%X/?5%=+.1$"3/$%/&-%:(8'.-%O"'.(%X/?%8(2(6./"1'&$%"+.')*+')"%;<.12@

:(8'.-%C'4(&$%/.(%"+(%<(.B(8"%*1B"%B'.%3)$18%2'7(.$5%B.'3%Z.$"K"13(%8'22(8"'.$%"'%$(/$'&(-%6)?(.$@%
;88(<"(-%/8.'$$%"+(%ST%6?%/%$(2(8"1'&%'B%1&-(<(&-(&"%.(8'.-%$+'<$5%"+(%"'4(&$%/.(%.(-((3/62(%
6'"+%'&21&(%/&-%1&%$"'.(@%C+(%<(.B(8"%0/?%"'%6(*1&%/&%13<.($$17(%21B(K2'&*%.(8'.-%8'22(8"1'&_

O'81/2%8/3</1*&$%1&82)-(-%>/"+(.#$%X/?5%=+.1$"3/$5%/%$<(81/2%8'22/6'./"1'&%01"+%`'0(.$%a%
\1241&$%/&-%(7(&%/%+1--(&%/26)3$%8'7(.%1&1"1/"17(%"'%.1&*%1&%8(2(6./"1'&$%B'.%P/"1'&/2%;26)3%X/?%
EFEJ@%\1"+%"+(%+(2<%'B%$"'841$"$%/8.'$$%"+(%ST5%:(8'.-%O"'.(%X/?%<.'-)8(-%(?(K8/"8+1&*%/$$("$%
B(/").1&*%"+(%<(.$'&/21"1($%B.'3%6(+1&-%"+(%8')&"(.%b%01"+%=./$+%:(8'.-$%/&-%;$$/1%1&%c2/$*'0%
$"/..1&*%1&%8'3(-18%/-7(."$%"'%8/"8+%"+(%(?(%'B%"+(%3)$18%8'33)&1"?@%
C'"/2%/8"171"?%/8.'$$%/22%:(8'.-%C'4(&$%8'&"(&"%/3')&"(-%"'%'7(.%
HNR4%"'"/2%13<.($$1'&$5%/%WFJI%1&8.(/$(%B.'3%EFEJ@

;$%(7(.5%"+(%:(8'.-%C'4(&$%"(/3%')"-1-%"+(3$(27($%01"+%:(8'.-%
O"'.(%X/?%$)<<'."%1&%"+(%.)&%)<%"'%"+(%8/3</1*&@%>.'3%&(0$2(""(.%
B(/").($%"'%8(2(6./"'.?%<'$"$5%"+(1.%-1*1"/2%8+/&&(2$%Q(0%"+(%:(8'.-%
O"'.(%X/?%Q/*_%C+(%:(8'.-%O"'.(%X/?%"(/3%/.(%*./"(B)2%B'.%"+(1.%
8'&"1&)(-%$)<<'."%/&-%8/&#"%0/1"%"'%$((%0+/"%EFEH%0122%6.1&*@

C'%Z&-%')"%3'.(%/6')"%:(8'.-%C'4(&$5%+(/-%"'%"+(1.%0(6$1"(

LLL3)&/6)5#67&103/63,7

RECORD TOKENS
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EFEJ%3/.4(-%:(8'.-%
O"'.(%X/?#$%WN"+%
/&&17(.$/.?%/&-%1"$%
3'$"%$)88($$B)2%?(/.%
"'%-/"(@%>.'3%"+(%
/&&')&8(3(&"%'B%O/3%
>(&-(.%/$%"+(%?(/.#$%
/36/$$/-'.%"'%/%.(8'.-%
&)36(.%'B%1&-(<(&-(&"%
.(8'.-%$+'<$%,'1&1&*%
"+(%8(2(6./"1'&$5%:OX%
EFEJ%$+'08/$(-%"+(%
8'&"1&)(-%$".(&*"+%
/&-%8)2")./2%.(2(7/&8(%
'B%"+(%ST#$%1&-1(%.(8'.-%
$+'<%8'33)&1"?@%\1"+%
)&<.(8(-(&"(-%$/2($%Z*).($5%+1$"'.18%
8+/."%13</8"%/&-%3'.(%"+/&%MF%'d81/2%
1&K$"'.(%(7(&"$%&/"1'&01-(5%1"%0/$%/%
$"/&-')"%?(/.%B'.%"+(%8/3</1*&@

C+1$%?(/.%$/0%/&%/22K"13(%.(8'.-%'B%EMN%
1&-(<(&-(&"%.(8'.-%$+'<$%"/41&*%</."5%
)&-(.$8'.1&*%"+(%1&8.(/$1&*%+(/2"+%'B%
"+(%$(8"'.@%[1&?2%/26)3%$/2($%"+.')*+%ST%
1&-1(%.(8'.-%$+'<$%.(/8+(-%"+(1.%+1*+($"%
0((42?%"'"/2%$1&8(%/"%2(/$"%WRRL5%3/.41&*%
/%$1*&1Z8/&"%312($"'&(%B'.%<+?$18/2%
3)$18%.("/12@

X).1&*%:OX5%71&?2%/26)3%$/2($%1&%
1&-(<(&-(&"$%.'$(%"'%3'.(%"+/&%EMFI%
/6'7(%"+(%0((42?%/7(./*(%B'.%EFEJ5%
0+12(%'7(./22%ST%71&?2%$/2($%K%1&82)-1&*%
&'&K1&-1(%.("/12(.$%K%*.(0%6?%NFI%0((4%
'&%0((4@%='3</.(-%01"+%2/$"%?(/.5%:OX%
EFEJ%-(217(.(-%/&%13<.($$17(%WNI%)<21B"%
1&%"'"/2%$/2($5%'d81/22?%3/41&*%1"%"+(%
3'$"%$)88($$B)2%1&%"+(%(7(&"#$%+1$"'.?@%
!&-(<(&-(&"%$+'<$%/2$'%$/0%"+(1.%
$+/.(%'B%0((42?%71&?2%$/2($%.1$(%
-./3/"18/22?%K%B.'3%/%"?<18/2%GL@HI%"'%
/%.(3/.4/62(%ME@WI%-).1&*%"+(%0((4%
'B%:(8'.-%O"'.(%X/?@

;%3/,'.%+1*+21*+"%'B%
"+(%8/3</1*&%0/$%
"+(%/&&')&8(3(&"%
'B%O/3%>(&-(.%/$%
"+(%'d81/2%:(8'.-%
O"'.(%X/?%ST%EFEJ%
/36/$$/-'.@%C+(%
&(0$%*(&(./"(-%
01-($<.(/-%
&/"1'&/2%3(-1/%
8'7(./*(%/&-%
+)*(%$'81/2%
(&*/*(3(&"5%
</."18)2/.2?%
/3'&*%?')&*(.%
/)-1(&8($@%>(&-(.#$%$)<<'."%B'.%
1&-(<(&-(&"%.(8'.-%$+'<$%+(2<(-%
/3<21B?%"+(%8/3</1*&%/&-%6.')*+"%
.(&(0(-%/""(&"1'&%"'%"+(%13<'."/&8(%'B%
2'8/2%3)$18%.("/12(.$@

:(8'.-%O"'.(%X/?%/2$'%3/-(%1"$%3/.4%
'&%"+(%Ud81/2%=+/."$5%01"+%"+(%:OXK
(D82)$17(%<.($$1&*%'B%U/$1$#$%!"#$%&'"$(%)%
*++,)-..+%.(/8+1&*%P'@G%'&%"+(%Ud81/2%
;26)3$%=+/."@%P'"/62?5%&1&(%'B%"+(%"(&%
"'<K$(221&*%/26)3$%'&%"+(%-/?%0(.(%
6?%ST%/."1$"$%b%/%&'"/62(%/8+1(7(3(&"%
1&%/%*2'6/21$(-%$".(/31&*%(./%/&-%/%

Record Store Day

Johnny Marr at Piccadilly Records 

receiving his RSD Legend Award

Just look how much RSD stock there is to umpack!

"($"/3(&"%"'%"+(%-/?#$%8)2")./2%
13</8"@

;8.'$$%"+(%ST5%3'.(%"+/&%MF%'d81/2%
(7(&"$%6.')*+"%:(8'.-%O"'.(%X/?%
"'%21B(5%1&82)-1&*%217(%<(.B'.3/&8($5%
Xe%$("$5%/."1$"%$1*&1&*$%/&-%(D82)$17(%
.(2(/$(%-.'<$@%O'81/2%(&*/*(3(&"%
$).*(-%&/"1'&01-(5%01"+%$1*&1Z8/&"%
1&8.(/$($%/3'&*%?')&*(.%/&-%B(3/2(%
/)-1(&8($5%.(Q(8"1&*%"+(%01-(&1&*%
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.(/8+%/&-%1&82)$171"?%'B%"+(%8/3</1*&@

C+(%$<1.1"%'B%:(8'.-%O"'.(%X/?%8'&"1&)(-%
"+.')*+')"%"+(%?(/.%1&%`(+1&-%"+(%
=')&"(.5%"+(%'.1*1&/2%71-('%$(.1($%
8.(/"(-%6?%:(8'.-%O"'.(%X/?%/&-%=2/$$18%
;26)3%O)&-/?$%1&%/$$'81/"1'&%
01"+%`'0(.$%a%\1241&$@%
=(2(6./"1&*%"+(%<('<2(5%+1$"'.1($%
/&-%8'33)&1"1($%6(+1&-%"+(%
&/"1'&#$%1&-(<(&-(&"%.(8'.-%
$+'<$5%"+(%EFEJ%"0(27(K</."%
$(.1($%.(/8+(-%3'.(%"+/&%J@J%
31221'&%71(0(.$5%3/.41&*%/%&(0%
312($"'&(%1&%1"$%*.'0"+%/&-%
8)2")./2%.($'&/&8(@

70 o!icial in-store 
events nationwide

278 independent 
record shops

During RSD, vinyl album 
sales in independents rose 

to more than 270% above the 
weekly average for 2025

Sales up 18% YOY

Quick look at the  
     2025 figures...

:(8'.-%O"'.(%X/?%ST%(D"(&-$%1"$%$1&8(.(%
"+/&4$%"'%/22%"+(%1&-(<(&-(&"%.(8'.-%
$+'<$5%/."1$"$5%2/6(2$%/&-%</."&(.$%0+'$(%
$)<<'."5%8.(/"171"?%/&-%</$$1'&%+(2<(-%
3/4(%EFEJ%/%".)2?%+1$"'.18%?(/.%B'.%"+(%

8/3</1*&@

Pandemonium (Bournemouth)
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O1&8(%EFEF5%C+(%:(8'.-%=2)6%+/$%8.(/"(-%/%$</8(%B'.%3)$18%2'7(.$%"'%
8(2(6./"(%&(0%.(2(/$($%B.'3%"+(1.%B/7').1"(%/."1$"$5%01"+%"+(1.%B/7').1"(%
/."1$"$@%Y'$"(-%6?%``=%A)$18#$%e($$%!$f/""5%C+(%:(8'.-%=2)6%0(28'3($%&(0%
3)$18/2%*)($"$%/&-%8+/3<1'&$%B.'3%/8.'$$%"+(%3)$18%$8(&(%01"+%61K
3'&"+2?%(<1$'-($@%

;%8'22/6'./"1'&%6("0((&%:(8'.-%O"'.(%X/?5%P/"1'&/2%;26)3%X/?5%"+(%`V!%
/&-%C+(%Ud81/2%=+/."$5%C+(%:(8'.-%=2)6%'.1*1&/22?%2/)&8+(-%-).1&*%"+(%
</&-(318%/$%/%$'2)"1'&%"'%+(2<%.(8'.-%$+'<$%B/8121"/"(%3/12%'.-(.%b%/&-%
g)1842?%/3/$$(-%'7(.%EJF4%71(0$%'7(.%1"$%Z.$"%?(/.5%B(/").1&*%*)($"$%
1&82)-1&*%`2'&-1(5%V/2'3/%>/1"+5%[1/*./%`'?$%/&-%97/&($8(&8(@

EFEJ%6.')*+"%/%<2("+'./%'B%&(0%*)($"$%/&-%</$"%B/7').1"($5%1&82)-1&*%
;e%C./8(?5%X17'.8(5%=(2($"(5%P'7/%C01&$5%;hC%`hT%9:;%/&-%`2/84%=')&".?5%
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THE RECORD 
CLUB

• 21 episodes - 21 guests 

• Total Live Broadcast Views: 

over 54,000
• Total Social Video Views: 

over 753,000 
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Tune into 
The Record Club 
now, over 
on Spotify
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ERA MEMBER SERVICES /  NETWORKING
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12 : 01 : 2026

SUPPORTED BY:

PROGRAMME

10.00     Registration and Coffee

10.30     Welcome from ERA and Meet 

the Sponsors

 10.45     Supporting WarChild

 11.00     BBC working with retail 

 11.25    Distribution in Practice – A 

Virtual tour of Bicester 

11.50     Coffee break

12.10     What else can I sell?

12.35     How can record shops improve 

their carbon footprint? 

13.00     Label Panel – Supporting new 

albums    

13.30 – 14.30   LUNCH

14.30    Speed dating (meet your reps / 

visit the stands)

17.30     Close

COIN STREET CENTRE, 

108 STAMFORD STREET, 

LONDON SE1 9NH

 
INDEPENDENT

CONFERENCE

BOOK 

YOUR TICKE
T 

HERE

or contact

beth@eraltd.org

Walt Disco

ERA INDEPENDENT 
CONFERENCE 2026



SUMMER PARTY AND 
ENTERTAINMENT CHAMPION AWARDS 
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ERA MEMBER SERVICES /  NETWORKING

This year’s honorees were:

%A6,%M'/70615%8'K'0&(.%'B%`).?%1&-(<(&-(&"%.(8'.-%$"'.(%
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%!&-1(%2/6(2%<1'&((.%R'"1%E/J'-%'B%=+(..?%:(-%:(8'.-$5%
+'&').(-%/$%/%4(?%8.(/"'.%'B%"+(%,'1&"%9:;K`V!%<.'3'"1'&%
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O".(("%h'&-'&%$"'.(%GJ%?(/.$%/*'@
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2025!26
BOARD MEMBERS

S',8%T")#$%
;:'U61%
Y/71&*%$"/."(-%+1$%8/.((.%
/$%$"'.(%3/&/*(.%/"%A=[5%
V/)2%>1."+%$<(&"%&1&(%?(/.$%
/"%9&"(."/1&3(&"%ST%0+(.(%
+(%0'.4(-%1&%6'"+%"+(%
3)$18%/&-%71-('%"(/3$5%
8)231&/"1&*%1&%/%.'2(%/$%+(/-%
'B%3)$18@%;B"(.%"0'%?(/.$%
/"%h'7(Z235%+(%"./&$B(..(-%
"'%;3/f'&%0+(.(%+(%&'0%
+(/-$%)<%;3/f'&%A)$18@

S$"8%V'88"5'-
$:(
V+12%,'1&(-%YA[%1&%e)&(%
EFEF%/B"(.%/%8/.((.%$</&&1&*%
"+(%3(-1/%/&-%<.'-)8"$%
1&-)$".1($@%Y(%+/$%6((&%AX%
$1&8(%"+/"%;)*)$"@%O1&8(%
,'1&1&*5%+(%+/$%'7(.$((&%
-(7(2'<3(&"%'B%&(0%
8/"(*'.?%(D</&$1'&$@

EXECUTIVE BOARD

2025-26  BOARD MEMBERS

;8'1%M6)5'1
I&W&<
;2/&%1$%"+(%'0&(.%'B%:(Q(D%
:(8'.-$%1&%P(08/$"2(%/&-%
=+/1.$%"+(%!&-(<(&-(&"%
:("/12(.$%c.')<%01"+1&%9:;@%

Q)&L%V"88%
TREASURER
S)6.&)%E,0"/%Q"0#)"+,#"61%%
X.(0%1$%A/&/*1&*%X1.(8"'.%
'B%V.'<(.%A)$185%+/71&*%
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THE ERA BOARD IS THE RULING BODY OF THE ENTERTAINMENT RETAILERS ASSOCIATION. 
IT COMPRISES 18 TO 20 COMPANY REPRESENTATIVES ELECTED BY THE MEMBERSHIP 
WITH SIX POSITIONS RESERVED FOR INDEPENDENT MEMBERS. THE BOARD IS 
COMPLEMENTED BY AN EXECUTIVE BOARD DRAWN FROM THE OVERALL BOARD WHICH IS 
RESPONSIBLE FOR THE STRATEGIC DIRECTION OF THE ORGANISATION.

OTHER BOARD MEMBERS

2025-26  BOARD MEMBERS
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101 Collectors Records Farnham
12 Bar Music and Social Exeter
7digital Limited London
81 Renshaw Liverpool
A Slice Of Vinyl Gosport
Action Records Preston
Amazon EU SARL London
Amazon Prime Video London
Anagram Audio Bury St Edmonds
Analogue Music Rochester
Analogue October Records Chichester
Andys Records Ceredigion
Applestump Records Nantwich
Arrow Film Distributors Shenley
ASDA Stores Ltd Southbank
Assai Records Dundee
Astonishing Sounds Burnley
Avalanche Records Edinburgh
Back To Mono Records Lincoln
Badlands Cheltenham
Banquet Records Surrey
Beatdown Records Ltd Newcastle Upon Tyne
Bella Union Vinyl Shop Brighton
Bending Sound Bangor
Beyond Vinyl Newcastle Upon Tyne
Black Circle Records Bedfordshire
Black City Records Bristol
Black Star Records Lyndhurst
Blackest Rainbow Ltd T/A 
Bear Tree Records

Sheffield

Blitzkriegshop Calton
Blood Records Towcester
Boiler Room Records Poole
Book Stop Tavistock
Bscene Pwllheli
Café Luna Baldock
Capsule Records Hove
Carnival Records Malvern
Castle Sounds Christchurch
Cavern Music Services Richmond
CentreSoft Birmingham
Chalkys Banbury
Chameleon Glasgow
Chepstow Records Chepstow
Choons Bangor
Clocktower Records Bridport
Core Of The Poodle Haverfordwest
Crash Records Leeds
Crazy Beat Records Upminster
Dales Music Store Tenby
Dark Circles St. Leonards on Sea
Dark Earth Records Wallasey

Dash The Henge Store London
Davids Music Letchworth
Dead Cloud Altrincham
Dead Sea Records St Davids
Dead Wax Vinyl Rayleigh
Deezer London
Defend Vinyl Liverpool
Derricks Music Swansea
Dig In Records Woking
Diverse Music Newport
Domino Recording Company London
Dream Street Records Brighton
Dreamhouse Records London
Earworm Records York
Eclipse Records Walsall
Eel Pie Records Twickenham
Empire Records St Albans
Europa Music Stirling
Far Land Penzance
Fatmod Records Ware
First Press Belfast
Five Rise Records Bingley
Flashback Records Limited Islington
Fountain Records Manchester
Frank Harvey Hi-Fi 
Excellence

Coventry

Friendly Records Bedminster
Future Audio East Grinstead
Game Basingstoke
Gardners Books Eastbourne
Gatefield Sounds Whitstable
Global Groove Hanley
Good Vibes Neighbourhood 
Store

Edinburgh

Google London
Grinning Soul Records Monmouth
Grooves Records Orkney
Grove Collective Records Weston-super-Mare
Harbour Records Emsworth Emsworth
Head Records Leamington Spa
Heathen Chemistry Records Fareham
Hectic Records Belfast
Hey Joe Brentwood
HMV London
Honest Jons London
Hub Sheffield
Hundred Records Romsey
Intense Records Chelmsford
Its For You Vinyl & Vintage Wolverhampton
IYK New York
Jacaranda Records Liverpool
Jam Falmouth

Jumbo Records Leeds
Just Dropped In Coventry
Kaleidoscope Records St. Helens
Keep Audio Co Launceston
Keymailrecords Camberley
KiTbetter Los Angeles
Lasgo Worldwide Media Norwich
Le Freak Dundee
Left For Dead Shrewsbury
Level Crossing Records London
Lion Vibes London
Loafers Vinyl Halifax
Logo Fiasco Records Carshalton
Longwell Records Keynsham
Lost In Vinyl Cambridge
Lovemusic Glasgow
Low Port Music Linlithgow
Luckys Record Bar Redruth
Maidinvinyl Aberdeen
Martian Central Exmouth
Mathew Street Records Liverpool
Mint and Sealed Newport
Mixed Up Records Glasgow
Mo Fidelity Montrose
Monorail Music Glasgow
Morrisons Bradford
Mudshark Records Bangor
Museum Vinyl St Austell
Music and Goods Exchange 
Ltd

London

Music From Big Blue Glasgow
Music Glue London
Music Magpie Macclesfield
Music Mania Clacton-on-Sea
Music Mania (Hanley) Stoke-on-Trent
Music Nostalgia Truro
Music on the Rise Richmond
Musics Not Dead Ltd Bexhill On Sea
Napster Luxembourg Sarl  Luxembourg
Novel Sounds Maldon
Number One Records Larne
Off The Beaten Tracks Louth
Off The Record Milton Keynes
Olafs Record Store Sevenoaks
One Road Records Colchester
Our Price Littlehampton
Out Of The Attic Music Hull
P & C Music Harrogate
Pandemonium Bournemouth
Peckham Soul London
Phoenix Sounds Newton Abbot
Phonica Records London

ERA MEMBERS

ERA MEMBERS
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Piccadilly Records Manchester
Pie & Vinyl Southsea
Planet of Sounds Haslemere
Polar Bear Birmingham
Pop Classics Reading
Powerhouse Music Southampton
Presto Classical Leamington Spa
Prime Direct Distribution Brighton
Probe Records Liverpool
Proper Music Distribution Dartford
Pure Vinyl Records London
Qobuz France
Quicksilver Music Merseyside
Rakuten London
Ranger Computers Northampton
Rarekind Records Brighton
Rarewaves London
Raven Records London
Raves From The Grave Frome
Record Collector Sheffield
Record Corner Godalming
Record Culture Stourbridge
Record Junkee Sheffield
Record Plant Leeds
Record Revivals Scarborough
Record Vault Broadwindsor
Reflex Newcastle
Regency Records Stockton-on-Tees
Reggies Retro Record Store Isle of Wight
Relevant Records Cambridge
Replay Records Grimsby
Resident Brighton
Resurrection Records Manchester
Reverence Music Greenock
ReVibed Records Wrexham
Revived Vinyl Records Northwich
Revo Records Halifax
Revolution Records Halesowen
Revolution Records London London
Revolution Records Royston Royston
Richer Sounds London
Rival Records Tavistock
Roan Records Teddington
Rock Box Records Ltd Camberley
Rockabuy Records Oakham
Roker Records Sunderland
Rook Records London
Rough Trade London
RPM Music Newcastle Upon Tyne
S.T. Records Dudley
Sandbag Ltd Reading

Saturnalia Records Faversham
Second Line Glasgow
Seismic Records Leamington Spa
Serenade Beaconsfield
Sick Boi Brighton and Hove
Sister Ray London
Sky Store Isleworth
Slide Record Shop Bedford
Slow Century Records Knowle
Slow Progress Edinburgh
Some Great Reward Glasgow
Soul Brother Records London
Sound Knowledge Marlborough
Sound Records (IOM) Isle of Man
Sound Records (Stroud) Gloucestershire
Soundclash Norwich
SoundCloud London
Sounds Of The Universe London
South Record Shop Southend-on-Sea
Specialist Subject Records Bristol
Spencer's Record Barn Whitchurch
Spillers Records Cardiff
Spin Sounds Dorking
Spin The Black Circle Worcester
Spinning Around Records Telford
Spinning Discs Sheffield
Spotify London
Spun Worthing
Square Records Wimborne
SRD Upminster
Starr Records Belfast
Stewarts Music Shop Co Tyrone
Sticky Black Tarmac Leigh
Stranger Than Paradise 
Records

London

Stylus Records Lichfield
Tallbird Records Chesterfield
Tangled Parrot Carmarthen
Tasty Records Altrincham
The Beat and Track Sherborne
The Drift Record Shop Totnes
The Left Legged Pineapple Loughborough
The LP Café Watford
The Musical Box Liverpool
The Orpington Orpington
The Record Café Bradford
The Record Shop Ltd Amersham
The Record Store Ashford
The Second 45 Llanelli
The Turntable Coffee & Vinyl Huddersfield
The Vault Collective Ebbw Vale
The Vinyl Countdown Whitchurch

The Vinyl Factory London
The Vinyl Whistle Ltd Leeds
Thirteen Records Dundee
thirtythree45 Neath
Thorne Records Edinburgh
To Have and to Hold Records Tewkesbury
Toms Records Hay-on-Wye
Tough Love St Leonards St Leonards-on-sea
Townsend Records Great Harwood
Travelling the Groove 
Records

Bourne

Truck/Rapture Oxford
Turn It Up Records Harrogate
Underground Solution Edinburgh
Union Music Store Lewes
Universal Music UK 
eCommerce

London

Up North Records Chester
Ventnor Exchange Ventnor
Venus Vinyl Norwich
Vinilo Record Store Southampton
Vintage & Vinyl Folkestone
Vinyl Attraction Newark
Vinyl Café Carlisle
Vinyl Eddie York
Vinyl Exchange Manchester
Vinyl Frontier Eastbourne
Vinyl Guru Newcastle Upon Tyne
Vinyl Hunter Suffolk
Vinyl Man Enterprises Saffron Walden
Vinyl Nirvana Bracknell
Vinyl Tap Huddersfield
Vinyl Underground Limited Northampton
Vinyl Van Dorchester
VinylFetishes Manchester
Vinylfinders Southport
Vinylstore Jr Canterbury
Virgin Media Store London
VOD Music Mold
VoxBox Music Ltd Edinburgh
Wax and Beans Ltd Bury
WH Smith PLC Swindon
What Records Burton Hastings
World Of Echo London
Wrecking Ball Music and 
Books

Hull

Yew Tree Records Ashbourne
Yoto London
Zavvi Winsford

ERA MEMBERS
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ERA MEMBERSHIP

GET CLOSER TO THE PEOPLE REALLY 
DRIVING THE ENTERTAINMENT BUSINESS
For more than 35 years, ERA – the digital entertainment and retail 
association – has been the voice of the digital entertainment services and 
retailers who drive the £12bn UK music, video and games sectors.

HJIRK;AAPQ%
JPF!CIZRJY

ERA provides numerous 
opportunities for even the fiercest 
competitors to meet and discuss 
the issues and trends of common 
concern. Our Indie Conference, 
AGM and ERA Champion 
Awards are diary fixtures for 
entertainment’s digital and retail. 
community.

>4D`%IP?P;INVa%
YICHJQOIP;ZRJY%RJ?RYVF

From its industry standard, 10 year 
mass consumer tracking study to its 
shareholding in video and music data 
source the Official Charts Company, to 
bespoke research for individualmembers, 
ERA provides essential tools to help your 
team better understand the entertainment 
landscape. Our groundbreaking work 
on defining Superfans has set the tone 
for entertainment industry’s next leap 
forward.

;J%PTTPNFRKP%KCRNP%
FC%YCKPIJEPJF

The enormous scale and success 
generated by streaming and digital 
entertainment services means it is 
increasingly important to ensure their 
voice is heard with a dedicated in-house 
team and external consultancies 
working to engage with both Government 
and the wider creative industries.

SI;YE;FRN%;JQ%
NCEEPINR;A

In a business driven by passion 
– and sometimes emotion – 
ERA provides a pragmatic, 
commercially-grounded 
counterbalance, always seeking 
common ground and win-win 
solutions.

RJQH?FIX\AP;QRJY%
T;J%SICECFRCJ?

ERA has been the driving force 
behind Record Store DayUK for 
15 years , turning it into the most 
successful new music promotion of 
the millennium so far, sparking a 
dramatic revival in indie store numbers 
and spawning the vinyl revival. ERA 
has also co-ordinated National 
Album Day for the last 7 years.

IPSIP?PJFRJY%;%
=b>OJ%?PNFCI

ERA brings together over 300 
independent record shops, music, 
video and games chains as well 
as the largest digital music and tv 
services including Amazon, Spotify, 
Sky Virgin and YouTube, whose 
commercial value to the creative 
sector is over £12 billion.
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In 2025 ERA opened up its membership 
to related businesses in Entertainment 
with a revamped Affilate Scheme.

Join the hundreds of companies in 
the UK Entertainment Sector who 
access best in class industry data 
and benefit from ERA member 
networking opportunities.

;//&00%#6%bcd%-&')0%6@%/610,:&)%+&$'("6,)%5'#'
Covering purchasing and subscription data broken 
down by demographic 2x per annum.
• Hardware usage across music video and games
• Subscription Usage for music video and games 

services
• Purchasing spend and choice of retailer
• Audiobook and podcast spend, use and 

serviceto the creative sector is over £12 billion

;//&00%#6%L&&78-%:61#$8-%e,')#&)8-%"15,0#)-%0'8&0%
5'#'%@6)%:,0"/%("5&6%'15%*':&0
• Value
• Units and streams
• Top 200 Charts

O&0.67&%)&0&')/$%.)6f&/#0
Bespoke insight projects have included:
• Superfans
• New music streaming models
• Attitudes to vinyl
• Discovery
• Piracy behaviours

J&#L6)7"1*%6..6)#,1"#"&0
Affiliate members benefit from access to the 
ERA Independent Conference, the ERA Summer 
Party and Awards, ERA Insight events as well as 
the opportunity to present to ERA members. 

SIRNRJY%g+'0&5%61%/6:.'1-%#,)16(&)h

Less than £1m  £500

£1m to £10m  £1,000

£10m to £100m  £2,500

Over £100m  £10,000

VINYL LP ALBUMS: NEW RELEASE 
VERSUS CATALOGUE ! VALUE (£M) 2022 ! 2024

2022 2023 2024 change 23/24

New Release 59.9 66.8 73.6 10.1%

Catalogue 90.7 110.5 122.4 10.7%

Total LP 150.5 177.3 196.0 10.5%

New Release as % of market 39.8% 37.7% 37.5%
Source: Official Charts Company / ERA Weighted to reflect 100% of market

Venue type visited for live music by gender

Large scale arenas / stadiums

Mid range venues eg concert halls, theatres

Festivals

Pubs or clubs

Small scale venues (less than 500 capacity)

Record shops

                                                39%
                                                            47%
                                                         45%
                                            36%
                                      32%
                                         34%
                                        33%
                                  29%
                                         34%
                                  29%
  7%
6%

The smart internet connected TV is now the most used device for 
watching video content, overtaking the set top box for the first time  

TOP DEVICES USED 
FOR WATCHING VIDEO

39.0% 32.4%48.9% 19.0% 16.3%26.5% 6.4% 6.1%10.0%
TV Set-top 

box
Smartphone Computer 

/ Laptop
Tablet Amazon 

Fire Stick
DVD 

Player
Video 
Game 

Console

Blu-ray  
player

Smart, 
Internet 

Connected 
TV 

ERA Entertainment Tracker 2024

JOIN ERA NOW!

For more information contact ERA 
CEO Kim Bayley at kim@eraltd.org
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ERA SECRETARIAT

ERA WOULD LIKE TO THANK: 

Nick Francis – Fly Research

James Duvall – Futuresource

Anna Bayley – Focaldata

Sam Naji – GSD 

Jonny McDonnell, Michael Warrington – Kantar 

Dorian Bloch – NielsenIQ

Chris Austin, Gus Hully – O!cial Charts 

Steven Bailey – Omdia

Themis Kokolakakis – She!eld Hallam

Sebastien Van Vyve – Sparkers

www.eraltd.org

Kim Bayley
Chief Executive

Steve Redmond
Strategic Communications 

Consultant

Megan Page
Head of Operations

Jack le Feuvre 
Marketing Manager

 

Emily Quillin
Digital and Social Media 

Manager

Kelly Godden  
O!ce Manager

 

Luke Butler
Head of Insight and 

Research

Lucie Caswell
Chief Innovation and 

Government A"airs O!cer

Beth Perrin
PA to CEO and 

Membership Manager
 

Phoebe Scott
Head of Marketing and 

Communications
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