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About the Content Industry 
Monitor

The 'Content Industry Monitor’ is a wide-reaching industry survey 
created by a collaboration between WorkShare Consulting and 
Tellycast.

The survey aims to take the pulse of the global business of TV; this 
regular survey will analyse YOUR views and find out how the TV 
business feels about the key issues it faces today.

We’ve asked everyone from producers to financiers, distributors to 
networks, and those in between.

This edition deals with the fallout and recovery from the COVID 
crisis, it also looks at working from home, virtual events, plans for 
the future and diversity.
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TellyCast

TellyCast is the 
international TV industry’s 
leading weekly podcast 
with over 20,000 
downloads to date. 

The show features 
opinionated international 
TV industry leaders and 
experts joining Boom! PR's

WorkShare Consulting offers a 100% 
managed solution and offers services across 
the media space which include:

• Bespoke Research and Whitepapers

• Consumer Surveys and Analytics

• Data Warehousing and Automation

• Data Exploration and Visualisation

WorkShare Consulting was created to 
bring together expertise from an elite 
pool of third-party consultants and 
specialists from a range of 
industries including media, devices, 
and consumer trends to name a few.

We firmly believe that by bringing 
together multiple experts, we can 
generate a solution that is greater than 
the sum of its parts.

Kit Lian – Chief Product Officer

Jonathan Broughton - MD

Justin Crosby to discuss the week's top industry 
developments. 
In each episode we discuss key TV business issues 
around the world and look forward to the big 
moments in the week ahead. 
New episode every Thursday on Apple Podcasts, 
Spotify and all major podcast platforms.



1. COVID
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Immediate Impact of COVID
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Production 
companies were 
worse affected than 
the average, with 
31% identifying very 
or extremely 
negative impacts 
due to the 
pandemic.



Immediate Impact of COVID
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Respondents who felt 
there was not enough 
support identified a lack 
of proactive action, 
despite stating that 
health and safety was 
taken seriously.

Communication and 
transparent forward 
planning was hugely 
important to creating a 
supportive working 
environment.



Immediate Impact of COVID – Government
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Production, trade and research companies 
were more likely to give a negative response 
to this question.

57% of more senior staff 
(Director level and above) 
indicated that they did feel that 
media was not dealt a fair hand 
compared to other industries.



Immediate Impact of COVID – Government
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Immediate Impact of COVID – Cost Cutting

© 2021 WorkShare Consulting

Marketers, researchers 
and trade press were 
most likely to see 
reductions in salaries, 
investment and office 
space.

Events companies, 
distributors and 
vendors were more 
likely to cut spend in 
marketing and growth 
funds first. 



Immediate Impact of COVID – Recovery
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Men tended to answer this question very positively than women, while women were more 
likely to give a more neutral response. 

31% of respondents working in production answered with worried, or extremely worried.



Immediate Impact of COVID – Recovery
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Despite a generally harder impact of COVID, production companies were more likely to 
expect a speedy recovery than the average. 

Researchers, trade press, vendors and distributors tended to answer yes to downsizing.



Immediate Impact of COVID – Recovery
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Trade press, vendors, events and distributors had generally more negative sentiments. 

While production companies did not see an immediate recovery, longer term they are 
more positive.



Immediate Impact of COVID – Recovery
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Production companies 
were the most likely to 
indicate longer than 
18 months as a 
recovery timeframe.

Researchers and 
distribution 
companies were the 
most likely to indicate 
that the COVID period 
for them had been 
relatively fruitful.



Immediate Impact of COVID – Recovery
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15% of C-Level 
respondents were 
unsure of where 
spend would be in 
2021.

Events and research 
companies were the 
most likely to indicate 
an increase in the 
spend on marketing.



2. Working From 
Home
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Working From Home
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Women were 
more likely to 
answer yes 
than men 
were, by 
around 10%.

People 
working 
longer hours 
tended to be 
more stressed 
and less 
productive.



Working From Home
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Production and events companies 
were more likely to identify 4-5 days 
working from the office as being 
optimal.

Women were more likely to indicate 
slightly fewer days in the office as their 
preference.

Senior and mid-level staff tended to 
want to work from the office more, 
while director level and above 
presented a mix of results, but 
generally wanted more days from 
home.



Working From Home
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Women were more likely to answer yes than 
men, by 17%.

95% of those who experienced a negative 
work-life balance were working longer hours.



3. Working Virtually
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Video Conferencing
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Events
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Average attendance decreased overall, despite events being easier to attend. From just over six, 

the average attendance fell to five.

29% of mid-level staff stopped going to events entirely.



Events
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Primary networkers were more likely (29%) to identify as Event Bunnies (10+ events) during COVID, 

than before (21%). However, 14% of them also stopped attending conferences entirely.

Those who identified their primary attendance reason as marketing, learning or catching up were 

the most likely to maintain some attendance. 



Virtual Events – Vs Physical Events
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82% of respondents indicated that events would remain, and either 

be niche, or a larger part of the industry. The least likely to agree with 

this were the events companies themselves.

Buyers and networkers wanted longer events, while those interested 

in learning and trends tended to want shorter conferences.



Virtual Events – Vs Physical Events
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While 26% of respondents indicated that virtual events enabled selling well, this rose to 38% for 

the production subset, while “poor” responses remained at 19%.  

Event goers who identified as primary networkers were more likely to indicate that virtual events 

did this poorly, while primary sellers indicated that virtual events generally did this well.



When Live Events Return
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Respondents who indicated that they were 

planning to attend larger events tended to 

indicated that they wanted more stringent 

safety measures in place; 64% of MipTV

and Edinburgh TV Festival respondents 

indicated that events should be for 

vaccinated attendees only.

Those who attended conferences 

the most were more concerned than 

those who attended the fewest 

conferences. 20% of Event Bunnies 

indicated that they would not attend 

conferences until the pandemic has 

run its course.  



Digital Sales Platform
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Among production companies, 38% said they would like to use a mix of virtual and traditional 

sales mechanisms, while 44% said they had not heard of them. Distributors generally knew 

about the platforms, but did not want to work with them.



4. RoadMap – Plans 
for the Future
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Future Planning - Topics
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Finance and Investing
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Those who said they would not be spending more in 2021 indicated that a few key areas would 

still see investment, notably business intel, technology and international expansion. Of those 

who indicated they would increase spend in 2021, content, marketing and staff were core. 



Finance and Investing
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Research, distribution and broadcasters indicated that their spend was already higher than 

before COVID. The majority of production companies indicated that they anticipated a return 

to spend in 6-12 months. 



4. Leadership and 
Equality
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Leadership
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Respondents from production companies 

were more likely to indicate that leaders 

were visionary and more likely to indicate 

incompetent leaders. Among research, 

events, marketers and trade press, 

industry leaders were generally seen as 

average, but never incompetent.



Leadership
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Men and women largely answered these questions in the same way. Men were 

slightly more likely to answer that women made better bosses than men. There was 

a slight trend for more senior staff to indicate a preference for female leadership.



Diversity
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Respondents from a production 

background tended to answer this question 

more positively. Excluding production, 52% 

of respondents felt that women were at a 

disadvantage. 



Diversity
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Respondents from a production company 

again tended to answer this question more 

positively. Excluding production, 71% of 

respondents felt that people from a BAME 

background were at a disadvantage. 



Contact US

We hoped you found this results brief interesting 
and informative.

For any questions regarding this presentation or for 
further interest in the TellyCast or WorkShare
Businesses please reach out to:

Jonathan Broughton – MD WorkShare Consulting

Jonathan@WorkShareConsulting.com

Kit Lian – Chief Product Officer

Kit@WorkShareConsulting.com

Justin Crosby

justin@boomdialogue.com

© 2021 WorkShare Consulting

mailto:Jonathan@WorkShareConsulting.com
mailto:Kit@WorkShareConsulting.com
mailto:justin@boomdialogue.com

