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" In recent years among European internet users, watching online video content is becoming more popular
than reading news online. "

" In 2021 men are still more likely than women to look online for cultural content, although the gender gap
is slowly narrowing over the years. "

" Apart from printed books, cultural content on physical media is rarely purchased online, according to
2021 data. "

This article forms part of an online publication Culture statistics .

Over the years, information and communication technologies (ICTs) have become the most common way of
accessing culture for large parts of society throughout the European Union (EU) . Looking at this phenomenon via
the annual Community survey on ICT usage in households and by individuals , Eurostat focused on two
socio-economical aspects:

• use of the internet for selected cultural activities:

– watching streamed TV or videos
– reading online news sites/newspapers/news magazines
– listening to music (web radio, music streaming), downloading music
– playing or downloading games

• use of the internet for purchasing selected cultural goods and services:

– printed books, magazines or newspapers
– e-books, online magazines or online newspapers
– films or series, on DVD, Blu-ray, etc.
– films or series as a streaming service or downloads
– music on CDs, vinyl, etc.
– music as a streaming service or downloads
– games online or as downloads for various kind of devices
– tickets to cultural or other events.

In the context of this article, the term ’ internet users’ concerns all individuals in the EU aged 16 to 74 who were
actively using the internet for up to 3 months before the data on ICT usage in households and by individuals were
collected.

Please note:

• The survey is conducted yearly since 2002, aiming at collecting and disseminating harmonised and
comparable information on the use of ICT in households and by individuals. Data on some forms of online
available cultural activities (’watching streamed TV or videos’, ’listening to music (web radio, music streaming)
or downloading music’ and ’playing or downloading games’) are collected every 2 years. Therefore, as
indicated in the tables and charts, some indicators refer to 2020 data and others to 2021 data.

https://ec.europa.eu/eurostat/statistics-explained/index.php/Culture_statistics
https://ec.europa.eu/eurostat/statistics-explained/index.php/Glossary:Information_and_communication_technology_(ICT)
https://ec.europa.eu/eurostat/statistics-explained/index.php/Glossary:European_Union_(EU)
https://ec.europa.eu/eurostat/statistics-explained/index.php/Glossary:Community_survey_on_ICT_usage_in_households_and_by_individuals


Internet use for cultural purposes

Main patterns, by cultural activity
Using the internet for cultural purposes - first, to watch and read, then to listen and play games
In 2020 and 2021, around nine out of ten (88 % and 89 %, respectively) persons in the EU, aged between 16 and
74 years, used the internet (at least once within the three months prior to the survey date).1

One of the popular purposes of using the internet by individuals was to use it for activities related to culture. 74 % of
internet users in the EU used it to ’watch internet streamed TV or videos’ (2020 data). Other popular cultural
activities were ’reading online news sites/newspapers/news magazines’ (72 %, 2021 data), ’listening to music (e.g.
web radio, music streaming) or downloading music’ (61 %, 2020 data), and ’playing or downloading games’ (34 %,
2020 data).

At national level, the two most common forms of online cultural activities were usually ’reading online news
sites/newspapers/news magazines’ and ’watching streamed TV or videos’. A pattern in which one of these two
activities was the most popular cultural use of the internet, followed by the other one, has been confirmed in 22 EU
countries. However, a different pattern was observed for Bulgaria, Greece, Portugal and Romania. In these four
countries, the most popular cultural use of the internet was ’reading online news sites, newspapers and news
magazines’ followed by ’listening to music (e.g. web radio, music streaming) or downloading music’. As shown in
Figure 1, at the last position for cultural uses of the internet in the EU there was ’playing or downloading games’.
This was confirmed in all the EU countries for which data are available.

1See Digital economy and society statistics - households and individuals
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Figure 1: Use of the internet for selected cultural purposes, 2021 (% among people aged 16-74 years who
used the internet in the previous 3 months) Source: Eurostat (isoc_ci_ac_i)

Analysis by socioeconomic characteristics

The available breakdown by age, sex, level of educational attainment, household income, degree of urbanisation
and economic status shows closer patterns of cultural internet use among EU inhabitants (see Table 1).

• According to the latest available data, young people (aged 16 to 24 years) were more likely than average to
use the internet for a wide range of cultural purposes, except for ’reading online news sites/newspapers/news
magazines’. As a cultural activity, ’reading online news sites/newspapers/news magazines’ was the most
popular in the age range 25-54 years (75 %, compared with 72 % of the target population). Among internet
users aged 16-24 and those aged 55-74, this form of cultural online content consumption amounted to the
same share - 68 %.

• Men were more likely than women to use the internet for cultural purposes. This pattern was confirmed for all
four selected cultural activities. Among internet users, more men than women watched internet-streamed TV
or videos (77 % compared to 72 %), listened to music online or downloaded music (64 % compared to 58 %),
and played or downloaded games (38 % compared to 31 %). The smallest difference between men and
women was recorded for ’reading online news sites/newspapers/news magazines’, where the share for men
amounted to 74 % and was 3 percentage points (p.p.) higher than that for women.

• People with high formal education were generally more likely to use the internet for cultural purposes than
those who had not achieved such a level of education. It was the most notable for ’reading online news
sites/newspapers/news magazines’, where 85 % of the EU internet users with a high formal education used
the internet for this purpose. Of the four cultural activities, only using the internet for playing or downloading
games had a different pattern. This cultural activity involved the most internet users with the lowest level of
formal education (42 %), followed by internet users with a medium level (33 %) and those with a high level of
formal education (31 %).
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• EU internet users in the fourth income quartile made greater use of the internet than those with lower incomes
for reading the news, watching streaming TV or videos, or listening to or downloading music. By contrast, the
share of internet users playing or downloading games was relatively similar across all four income quartiles.

• Internet users living in cities were more inclined to use the internet for cultural purposes than those living in
towns and suburbs or rural areas. This pattern held for all 4 analysed cultural activities.

• Regarding the economic status (employed, unemployed, students, and economically inactive people other
than students), students used it for cultural purposes more widely than people with other economic statuses.
Almost all students (who were internet users) watched online TV or videos (92 %), or listened to or
downloaded music (89 %). In addition, more than half of them played or downloaded games (62 %). In turn,
of all internet users with different economic statuses, employed people were most likely to ’read online news
sites/newspapers/news magazines’ (76 %).

Table 1: Use of the internet for selected cultural purposes, by socioeconomic characteristic, 2021 (% among
people aged 16-74 who used the internet in the previous 3 months) Source: Eurostat (isoc_ci_ac_i)

Focus on the two most popular online cultural activities
Watching online video content is growing more than reading news online
According to the latest available data, the most popular forms of online cultural participation are ’reading online
news/ newspapers/news magazines’ (2021) and ’watching internet streamed TV or videos’ (2020). When
comparing the latest data with 2016, the growing popularity of both types of cultural use of the internet can be
observed in almost all analysed socioeconomic categories. This increase, however, was more pronounced for the
online watching of video contents. This pattern was noticeable for all age groups, and for both women and men
(see Figure 2a).

Between 2016 and 2021, ’reading online news sites/newspapers/news magazines’ increased most among internet
users aged 25-54 (by 3 p.p.), accounting for 75 % of this age group. The proportion of young internet users (16-24
years old) was the same in 2021 as it was in 2016 (68 %).

Watching video contents remained the most popular among those aged 16-24. The share of young internet users
consuming this kind of cultural content online increased between 2016 and 2020 by 5 p.p. , reaching 91 %. This
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activity was the least popular among those aged 55-74 (58 %), although this age group of internet users registered
the highest increase (by 10 p.p.) in watching internet-streamed TV or videos.

In the two types of cultural activities analysed here, men’s proportion of internet users was greater than women’s,
with a noticeable reduced gap in 2021 compared to five years before. In 2021, 71 % of women and 74 % of men
had read online news sites/newspapers/news magazines, with an increase of 3 and 2 p.p. compared to 2016,
respectively. For what concerns watching internet-streamed TV or videos, in 2020 72 % of women and 77 % of men
consumed this kind on-line cultural good, with an increase of 7 p.p. for women and 6 p.p. for men compared to
2016.

Figure 2a: Use of the internet for watching internet streamed TV or videos and reading online news
sites/newspapers/news magazines, by socioeconomic characteristic, EU, 2016 and 2021 (% among people
aged 16-74 years who used the internet in the previous 3 months) Source: Eurostat (isoc_ci_ac_i)

The number of internet users living in cities, towns, suburbs and rural areas who watched internet-streamed TV or
videos increased similarly in 2020 compared to 2016 (by 7 p.p. among those living in cities, towns and suburbs, and
by 6 p.p. among those living in rural areas). In 2020, on-line video and streamed TV concerned 78 % of internet
users who lived in cities, 75 % of those who lived in towns and suburbs and 68 % of those living in rural areas.

In turn, among internet users, the share of people who ’read online news sites/newspapers/news magazines’
evolved differently, depending on the degree of urbanisation in the place they lived. Compared to 2016, the share of
people using the internet for reading news content among those living in the city increased by 2 p.p. and reached
76 % in 2021. Among people who lived in rural areas, this share increased by 4 p.p., reaching 69 %. Among those
who lived in towns and suburbs, the ’reading online news sites/newspapers/news magazines’ activity was shared by
70 % of people, unchanged from 2016 (see Figure 2b).

The popularity of both online cultural activities has increased in all groups of internet users broken down by level of
educational attainment. However, the increase was moderate for reading news content. Compared to 2016, in
2021, online news content was read by 85 % of people with high formal education (an increase of 2 p.p.), 70 % of
people with medium formal education (an increase of 1 p.p.) and 57 % of people with no or low formal education
(an increase of 1 p.p.).

The growth rate of online video content watching was significantly greater. In 2020, 82 % of internet users with
higher formal education watched internet-streamed TV or videos (an increase of 8 p.p. compared to 2016), 72 % of
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users with medium formal education (an increase of 8 p.p.), and 70 % of those with no or low formal education (an
increase of 3 p.p.).

Figure 2b: Use of the internet for watching internet streamed TV or videos and reading online news
sites/newspapers/news magazines, by socioeconomic characteristic, EU, 2016 and 2021 (% among people
aged 16-74 years who used the internet in the previous 3 months) Source: Eurostat (isoc_ci_ac_i)

Internet use to purchase cultural goods and services

E-commerce in cultural contents on physical media vs on-line media was significant only for printed books
Among the selected cultural goods and services available online, in 2021, internet users in the European Union
most frequently purchased access to ’films or series as streaming service or downloads’ (20 %) and access to
’music as streaming service or downloads’ (16 %). For online purchases, internet users chose streaming or
downloadable video content 5 times more and music streaming or downloadable contents 4 times more than the
same kind of product on physical media (20 % compared to 4 %, and 16 % to 4 %, respectively). The opposite
effect was observed for purchasing books: 16 % of internet users in the EU used the ICT to purchase ’printed
books, magazines or newspapers’, while ’e-books, online-magazines or online-newspapers’ were chosen only by 8
% (see Figure 3).
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Figure 3: Use of the internet for purchasing cultural goods and services, EU, 2021 (% among people aged
16-74 years who used the internet in the previous 3 months) Source: Eurostat (isoc_ec_ibgs)

Purchase of digital cultural content was most popular in Denmark, Ireland, the Netherlands and Sweden
In 2021, among selected types of cultural items available online, internet users in most EU countries most
frequently purchased ’films or series as a streaming service or downloads’ and ’printed books, magazines or
newspapers’ (see figure 4).

At least 20 % of internet users in 11 out of 27 EU countries purchased access to films or TV series streaming
services or downloads in the 3 months preceding the survey. Paid access to these services was the most popular in
the Netherlands (54 %) and Denmark (53 %). Access to streaming services and downloads for films and TV series
was purchased less by internet users in Poland, Romania (both 7 %) and Bulgaria (2 %).

In nine of 27 EU countries, at least 20 % of internet users purchased online ’printed books, magazines or
newspapers’. Most often, internet users bought online ’printed books, magazines or newspapers’ in Ireland, the
Netherlands (both 30 %) and Luxembourg (26 %). Buying online ’printed books, magazines or newspapers’ was
the least popular choice (less than 5 %) in Romania, Bulgaria and Cyprus.

Regarding the rest of the types of selected cultural services purchased online:

• access to platforms with musical content, access to playing or downloading games, or access to e-books,
magazines or newspapers - these cultural items were usually the most popular among internet users in
Denmark, Ireland, the Netherlands and Sweden.

• ’Tickets to cultural or other events’ was the most frequently purchased in Luxembourg (16 %), Spain (15 %),
Denmark (12 %) and Belgium (11 %).

• In the vast majority of the EU countries, less than 5 % of internet users were interested in buying online
physical copies of films or series and music on DVD or CD. The outlier is Malta, where this percentage was
just over 10 % for both types of goods.
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Figure 4: Use of the internet for purchasing cultural goods and services, 2021 (% among people aged 16-74
years who used the internet in the previous 3 months) Source: Eurostat (isoc_ec_ibgs)

Analysis by socioeconomic characteristics

In 2021, EU internet users aged 16-24 were more likely (than people in other age groups) to make online purchases
of access to streamed or downloadable video or music content and games (29 %, 26 %, 19 %, respectively).

Another type of cultural content purchased online more frequently by younger internet users was recorded media
with music (5 %).

Internet users aged 25 to 54 years were more likely to make online purchases of cultural physical goods such as
printed books, magazines and newspapers (18 %), or films and series on recorded media (5 %). Out of all age
groups of internet users, people aged 25-54 more frequently purchased online e-books, magazines or newspapers.
Tickets to cultural or other events were equally purchased by 6 % of internet users aged 16-24 and by those aged
25-54.

In turn, internet users aged 55-74 made purchases of cultural content via the internet less often than people in
other age groups. This difference was clearly visible in the case of purchasing access to digital content: 9 % of
internet users aged 55 -74 purchased online access to films and TV series, 7 % to music, and 3 % of them
purchased access to games.

Among internet users in the EU, women were more likely than men to make online purchases of books, magazines
and newspapers (18 % compared with 15 %) and tickets for events (6 % compared with 5 %). The interest in
purchasing e-books, and online form of magazines and newspapers remained at the same level for men and
women (8 %). Men, more often bought online films, TV series, music (both, in physical media and digital access)
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and games. For games, this difference was the largest (6 p.p., i.e. 13 % for men compared with 7 % for women).

While there were relatively small differences between internet users’ preferences distinguished by age group or sex,
there was a clear contrast when the results by level of educational attainment were analysed. Online purchasing of
any kind of the selected cultural contents was more popular among people with higher formal education. In 2021,
the share of EU internet users with a tertiary level of education that made online purchases of online access and
physical copies of films and music was around twice as high as the share recorded among people with a lower level
of formal education (29 % and 23 % compared to 12 % and 10 %, respectively). This difference between internet
users with high and no more than a lower level of formal education was at least 4 times higher in the case of online
purchases of hard and digital copies of books, magazines and newspapers, and tickets to cultural or other events
(28 %, 14 % and 10 % compared to 7 %, 3 % and 2 %, respectively). Only the online purchase of access to games
gained a similar share of internet users with the highest and lowest level of educational attainment (12 % and 9 %,
respectively).

In 2021, EU internet users living in cities were more likely than users living in rural areas to make online purchases
for all the types of analysed cultural goods and services. The largest difference in their online purchases
preferences was recorded for ’tickets to cultural or other events’ and for ’music as a streaming service or
downloads’. On the other hand, the smallest difference in preferences for such purchases between internet users
living in cities and those living in rural areas was recorded for online purchases of physical media with films and TV
series, printed books, magazines or newspapers, and ’games online or as downloads for various kind of device’.

When breaking down users by economic status, the group who recorded the highest shares in the vast majority of
selected types of cultural goods and services available for online purchases were students. In 2021 students most
often purchased digital access to films, TV series and music (30 % and 27 %, respectively), games, and printed
books and press (19 %). By contrast, the group that purchased the least online cultural goods and services were
usually economically inactive people other than students. The highest gaps between these two groups of internet
users were recorded for cultural services that provided paid online access to films, music and games (see Table 2).

Table 2: Use of the internet for purchasing cultural goods and services, by socioeconomic characteristic, EU,
2021 (% among people aged 16-74 years who used the internet in the previous 3 months) Source: Eurostat
(isoc_ec_ibgs)

Source data for tables and graphs

• Use of ICT in cultural participation: tables and figures
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Data sources

All of the data in this article are derived from the Community survey on ICT usage in households and by individuals
. The survey has been conducted every year from 2002 on. An institutional mandate was set by Regulation (EC) No
808/2004 of the European Parliament and of the Council of 21 April 2004 aiming to establish a common framework
for the systematic production of EU-level statistics on the information society. Annual implementing regulations
allow for some flexibility in the content of the surveys.

The new legal basis for the 2021 EU survey on the use of ICT in households and by individuals is Regulation (EC)
No 2019/1700 as implemented by Implementing Regulation (EC) No 2020/1013 .

The aim of the ICT survey is to provide relevant statistics on areas such as: access to and use of ICTs, use of the
internet, ICT security and trust and ICT skills. The data are available according to numerous breakdown variables
including by age, by sex, and level of educational attainment. The target population is people aged 16 to 74 years
living in private households.

Context

Culture is one of Europe’s greatest assets: it is a source of values, identity and a sense of belonging. It also
contributes towards wellbeing, social cohesion and inclusion. The cultural and creative sectors also provide a
stimulus for economic growth, job creation and international trade.

This is why culture is becoming more important in the EU. Article 167 of the Treaty of Lisbon states that the EU
must contribute to thecontribute to the flowering of the cultures of the Member States, while respecting their
national and regional diversity and at the same time bringing the common heritage to the fore .

The EU supports these objectives through the Creative Europe programme, as well as a number of policy actions
set out in the Work Plan for Culture (2015-2018) and the Work Plan for Culture (2019-2022) . The latter, adopted by
EU culture ministers in November 2018, sets out the main priorities for European cooperation in cultural
policymaking:

• sustainability in cultural heritage

• cohesion and wellbeing

• an ecosystem supporting artists

• cultural and creative professionals and European content

• gender equality

• international cultural relations.

The production of reliable, comparable and up-to-date cultural statistics, which provide a basis for sound cultural
policymaking, is a cross-sectoral priority in the latest work plans. Eurostat compiles culture statistics from several
different data collections to provide policymakers and other users with information on the main developments in the
field of culture, covering issues such as education, employment, business, international trade, and participation and
consumption patterns.

Notes
Other articles

• Culture (all Statistics Explained articles on culture)

• Digital economy and society (all Statistics Explained articles on the digital economy and society)

• Digital economy and society statistics - households and individuals

• E-commerce statistics for individuals
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Database

• Population and social conditions, see:

Culture (cult)
Cultural participation and expenditure (cult_pcs)

Use of ICT for cultural purposes (cult_pcs_ict)

Individuals - internet activities (isoc_ci_ac_i)

Internet purchases - goods or services (2020 onwards) (isoc_ec_ibgs)

Internet purchases by individuals (until 2019) (isoc_ec_ibuy)

Individuals - use of cloud services (isoc_cicci_use)
Purpose of mobile internet use (isoc_cimobi_purp)

Dedicated section

• Culture

• ICT

Publications

• Culture statistics — 2019 edition

• Guide to Eurostat culture statistics — 2018 edition

Methodology

• Guide to Eurostat culture statistics — 2018 edition

• Cultural participation and expenditure (ESMS metadata file)

• European statistical system network on culture (ESSnet-Culture final report (2012))

• ICT usage in households and by individuals (ESMS metadata file)

• ICT survey methodological manuals

Legislation

• European Council Work Plan for Culture (2019-2022)

• European Council Work Plan for Culture (2015-2018)

• Regulation (EU) No 1295/2013 of the European Parliament and of the Council of 11 December 2013
establishing the Creative Europe programme (2014-2020)

• Regulation (EU) 2021/818 of the European Parliament and of the Council of 20 May 2021 establishing the
Creative Europe Programme (2021 to 2027) and repealing Regulation (EU) No 1295/2013

• Regulation (EC) No 808/2004 of the European Parliament and of the Council of 21 April 2004 Community
statistics on the information society)

• Summaries of EU Legislation: Statistics on the information society

• Regulation (EC) No 2019/1700 establishing a common framework for European statistics relating to persons
and households, based on data at individual level collected from samples

• Implementing Regulation (EC) No 2020/1013 pursuant to Regulation (EU) 2019/1700
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https://ec.europa.euhttps://ec.europa.eu/eurostat/data/database?node_code=isoc_cicci_use
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http://ec.europa.eu/eurostat/web/culture/overview
http://ec.europa.eu/eurostat/web/digital-economy-and-society/overview
http://ec.europa.eu/eurostat/product?code=KS-01-19-712&amp;language=en
http://ec.europa.eu/eurostat/product?code=KS-GQ-18-011&amp;language=en
http://ec.europa.eu/eurostat/product?code=KS-GQ-18-011&amp;language=en
http://ec.europa.eu/eurostat/cache/metadata/en/cult_pcs_esms.htm
https://ec.europa.euhttps://ec.europa.eu/eurostat/documents/341465/3199631/essnet-culture.pdf/a6518128-69b3-4d89-82b8-060a3ad0d1d5
http://ec.europa.eu/eurostat/cache/metadata/en/isoc_i_esms.htm
https://ec.europa.euhttps://circabc.europa.eu/faces/jsp/extension/wai/navigation/container.jsp
https://ec.europa.euhttps://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:52018XG1221(01)&amp;from=EN
https://ec.europa.euhttps://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:52014XG1223(02)&amp;from=EN
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:32013R1295:EN:NOT
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:32013R1295:EN:NOT
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:32021R0818:EN:NOT
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External links

• European Commission — Culture and creative sectors

• European Commission — Creative Europe

• European Commission — Data on the cultural sector

• Digital Agenda for Europe
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