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UK Internet connections
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Digital technologies are entering the mass market 

Current position of major technologies on the adoption curve 

Source: Ofcom
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Speed of change since Ofcom was created
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Broadband prices are falling as competition grows
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Reasons for not having access to each technology

Source: Ofcom Consumer Panel, October 2004

% adults without or not intending 
to obtain each technology



©Ofcom 6

PC penetration of UK households
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Disclosed LLU Investment
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Content creation industries

Contribution of Creative Industries to Gross Added Value and GDP
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