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Introduction

The creative media are some of the most vibrant industries in our economy 
and a huge success story globally. They are changing shape rapidly and 
trading in an increasingly competitive marketplace. The pace of change 
and heightened activity as a result of tax reliefs means there is a growing 
need for more people with the right mix of skills and experience.

Our latest Creative Media Workforce survey is the largest survey of its kind.  It offers real insight from 
people currently working in these industries, from their working patterns and training needs to the 
barriers they experience in progressing their career. This iteration also contains new data and insight 
on the socio-economic background and sexual orientation of people working in the sectors. 

Degrees remain a very important route into the industries – it is crucial that higher education produces 
work-ready graduates and works  with our industries in an effective way.  At the same time a lot more 
needs to be done to diversify career paths and opportunities into the Creative Industries.

Fair access and equal opportunities has to be an absolute priority for our industries. At Creative 
Skillset we believe that a diverse workforce brings different perspectives and ideas to address today’s 
and tomorrow’s challenges, and that such diversity fosters creativity and fuels economic growth.

This report looks at the results for the television industry. For information about 
downloading reports for the remainder of the creative media industries, please see the 
appendix to this report.



4 

Entering the industry

•  74% of the workforce are educated to degree level, 
compared with 63% in 2010.  This is higher in 
independent production (79%), than in cable and 
satellite TV (73%) and terrestrial TV (72%).

•  There has been a rise in the proportion of the TV 
workforce who had work experience prior to their  
first creative media job (46%, compared with 39%  
in 2010). 

•  82% of the TV workforce undertook unpaid work 
experience before entering the industry.

•  There has also been a rise in the proportion of the  
TV workforce undertaking unpaid work whilst working 
in the creative media industries (49%, compared with 
38% in 2010).  

Employment

•  The most common genres of work amongst the TV 
workforce are factual/fact ent (45%), entertainment 
(33%), drama (29%) and news/current affairs (24%).

•  The average income of the TV workforce is £38,800 
(a rise of 7% on 2010). Permanent staff earn on 
average £7,500 more than freelance workers, while 
women earn £2,250 less than men.

Career development

•  50% of the TV workforce received training in the 
12 months prior to the survey (down 8 percentage 
points on 2010). The terrestrial TV workforce (62%) 
and permanent staff in TV (57%) are more likely  
to have received training, with freelancers less  
likely (41%).

•  The average number of days training received fell 
from 11 in 2010 to 7 in 2014. This has fallen  
sharply in independent production, from 15 in  
2010 to 7 in 2014.

•  The most common subject of training was craft or 
technical skills (41%, rising to 51% of TV freelancers) 
followed by leadership and management (21%).

•  47% of the TV workforce has a skills need, a fall  
of 5 percentage points on 2010. Freelancers (55%)  
are more likely than permanent staff (42%) to have 
such a need. 

•  Those with a disability (61%) and the Black Asian 
Minority Ethnic (BAME) workforce (57%) are also 
much more likely to have a skills need.

Diversity

•  64% of the TV workforce are aged 35+ (similar to 
2010, 63%). Men in the TV workforce (70% are  
aged 35+) tend to be older than women (59%).

•  5% of the TV workforce have a disability, consistent 
with 2010 (but low compared with the estimated 
11% of all UK employees)

•  8% of the TV workforce identify themselves as 
lesbian, gay or bisexual (LGB).

•  44% of the TV workforce have at least one parent 
educated to degree level, while 15% attended  
a private school.

1.  Executive summary
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This section looks at the educational background 
of and qualifications achieved by the TV workforce 
as well as any work experience undertaken prior to 
entering the industry.

2.1  Qualifications

Degrees and post-graduate qualifications

Three quarters (74%) of the TV workforce is educated 
to at least degree level. This varies from 79% of the 
independent production workforce, down to 73% of 
the cable and satellite TV workforce and 72% of the 
terrestrial TV workforce. The overall TV figure is slightly 
lower than the proportion of graduates within the wider 
creative media workforce (78%). 

Table 2.1 shows that the proportion of graduates within 
the wider TV industry (74%) is the highest it has been 
since Creative Skillset started measuring such data 
through surveying the workforce. Other than a decrease 
in 2010, there has generally been a steady increase  
in the proportion of graduates within the TV industry 
since 2003.

2.  Entering the industry

1 ONS, Labour Force Survey quarterly average Jan-Dec 2014

The TV workforce is highly qualified, particularly in 
comparison to the UK working population, where 32% 
of the workforce hold a degree or equivalent level 
qualification.1 There is very little difference between the 
proportion of TV freelancers who are graduates (76%) 
and the proportion of the permanent TV workforce 
(75%). 

Members of the TV workforce who are aged under 35 
(89%) are much more likely than those aged 35+ (68%) 
to be a graduate. A high proportion of Black Asian 
Minority Ethnic (BAME) (89%) and women (80%) within 
the TV workforce are graduates, however, this could 
be linked to the younger age profile of these groups. 
Graduates in the TV workforce are fairly evenly split 
between holding a non-media related degree (48%) and 
a creative/media-related degree (45%). The remaining 
7% did not specify the subject of their degree. Those 
working in cable and satellite TV (52%) are the most 
likely to hold a media-related degree.

25% of the TV workforce have a post-graduate 
qualification – this is highest in cable and satellite TV 
(29%) and lowest in independent TV production (21%).

Table 2.2 shows the vocational qualifications held 
by the TV workforce. While 20% have a technical or 
vocational qualification, just 3% have an NVQ/SVQ and 
only 2% completed an apprenticeship. The cable and 
satellite TV workforce are much more likely to have a 
technical or vocational qualification (28%).

Table 2.1 Percentage of graduates in the TV industry 
2003-2014 (%)

2014 2010 2008 2005 2003

All TV 74 63 70 66 N/A

• Terrestrial TV 72 58 68 65 65

•  Cable and 
satellite TV

73 60 72 67 70

•  Independent 
production

79 68 72 66 58

Technical/
Vocational 

Qualification

National/Scottish 
Vocational 

Qualification
Apprenticeship

Foundation 
Degree

All TV 20 3 2 6

• Cable & Satellite TV 28 2 2 4

• Independent Production 18 3 1 8

• Terrestrial TV 18 3 3 6

Table 2.2 Percentage 
of TV workforce holding 
other qualifications (%)
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2.  Entering the industry

2.2 Work experience

Close to half (46%) of the TV workforce undertook work 
experience prior to getting their first job in the industry 
(an increase from 39% in 2010). Those working in cable 
and satellite TV (50%) and independent production 
(49%) are more likely than those working in terrestrial 
TV (39%) to have done so. This compares to 41% of 
the wider creative media workforce.

Those aged under 35 (61%) are much more likely 
than those aged 35+ (39%) to have undertaken work 
experience prior to getting their first job in the industry. 
Graduates (52%), women (51%), members of the 
workforce who consider themselves to have a disability 
(51%) and freelancers (49%) are all more likely than 
average to have undertaken work experience prior to 
getting their first job in the industry (see Table 2.3).

Eight in ten (82%) of the TV workforce who had 
undertaken work experience prior to getting their first 
job in the industry had not been paid for it (unchanged 
since 2010). There was only slight variation by sub-
sector with those working in terrestrial TV (84%) the 

most likely to have undertaken unpaid work experience. 
This compares to 77% of the wider creative media 
workforce. Those aged under 35 (89%) and graduates 
(85%) within the TV workforce were more likely to have 
received no pay for their work experience.

The TV workforce was also asked whether they had 
ever undertaken any unpaid work whilst working in the 
creative media industries. Half (49%) had undertaken 
unpaid work, varying from 55% of the cable and 
satellite TV workforce and 53% of the independent 
production workforce, down to 39% of the terrestrial 
TV workforce. The overall TV figure represents a sharp 
increase from 2010, when just 38% of the TV workforce 
said that they had undertaken unpaid work.

Those aged under 35 (63%) are much more likely than 
those aged 35+ (42%) to have undertaken unpaid work 
within the creative media industries. Disabled (57%), 
lesbian, gay or bisexual (LGB) (55%), freelance (54%) 
and graduate (53%) members of the TV workforce are 
also all more likely than average to have undertaken 
unpaid work in the creative media industries  
(see Table 2.3).

Undertaken 
Work Experience

Work Experience 
Unpaid 

Any Unpaid 
Work in the 

Creative 
Industries

All TV 46 82 49

SECTOR

• Terrestrial TV 39 84 39

• Cable and satellite TV 50 - 55

• Independent production 49 82 53

WORK  
STATUS

• Permanent 44 83 45

• Freelance 49 82 54

EDUCATION 
LEVEL

• Graduate 52 85 53

DIVERSITY 
MEASURES

• Female 51 82 51

• Under 35 61 89 63

• Age 35+ 39 75 42

• LGB 48 - 55

• Disabled 51 - 57

• BAME 46 - 43

Table 2.3 Incidence of work experience  
and unpaid work (%)

- signifies a base that is lower than 50 so data has not been presented
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3.  Employment in  
the TV industry

2 Creative Skillset (2012) Employment Census of the Creative Media Industries. For the purposes of this report, 
‘freelance’ is defined as anyone who is not employed on a contract of 365 days or more at the time of the survey.
3 LFS (2014) Annual Survey of Hours and Earnings

This section focuses on the type of work that 
the TV workforce undertakes and the income 
generated by this work.

3.1 Genre of TV work

Table 3.1 shows the TV genres that those working 
in the industry have worked in during the past 12 
months. Factual/fact ent (45%) was the most common 
genre amongst the wider TV workforce, followed by 
entertainment (33%), drama (28%) and news/current 
affairs (24%).

This pattern varies by TV sub-sector. Those working in 
independent production are particularly likely to have 
worked in factual/fact ent programming (55%) but 

less likely than the other sub-sectors to have worked 
in news/current affairs (18%). The most common 
genre amongst the cable and satellite workforce is 
entertainment (37%), whilst they are also much less 
likely than other sub-sectors to have worked in comedy 
(14%) and daytime (5%) programming. The terrestrial 
TV workforce is more likely to have worked in drama 
(34%) and news/current affairs (33%).

There are also significant differences between 
permanent staff and freelancers. More than half (53%) 
of TV freelancers have worked in factual/fact ent, 
compared to 39% of permanent staff. Conversely, 
permanent staff are more likely than freelancers to have 
worked in entertainment (36% and 29% respectively) 
and news/current affairs (29% and 17%).

• Factual/Fact ent 45 42 29 55 39 53

• Entertainment 33 31 37 32 36 29

• Drama 28 34 24 27 29 28

• News/Current affairs 24 33 23 18 29 17

• Comedy 19 21 14 21 20 18

• Outside broadcast 18 15 28 14 18 18

• High end drama 18 20 14 20 17 20

• Daytime 15 19 5 17 17 11

• Children’s 14 12 11 17 15 13

• Advertising 2 2 4 2 2 3

• Other 2 3 2 1 2 1

Table 3.1 Genre of work  
within TV industry (%)
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2  Creative Skillset (2012) Employment Census of the Creative Media Industries
3  LFS (2014) Annual Survey of Hours and Earnings

3.  Employment in the TV industry

3.2 Work status

Two fifths (39%) of the TV workforce is freelance, with 
the remaining 61% being permanent staff. Work status 
varies a great deal by sub-sector, with more than 
half (54%) of the independent production sub-sector 
working freelance, compared to 44% of the cable and 
satellite TV workforce and just 17% of the terrestrial TV 
workforce. Amongst the wider creative media industries, 
24% of the workforce is freelance.2

3.3 Contracts

A written contract is a binding agreement between an 
employer and employee which generally addresses 
important aspects of employment such as wages, 
benefits (e.g. holiday entitlement and maternity 
pay), termination procedures, and the duties and 
responsibilities of employer and employee. 

Four fifths (81%) of the TV workforce have a formal 
written contract, varying from a high of 87% within 
the terrestrial TV workforce, down to 79% of the 
independent production workforce and 77% of the 
cable and satellite workforce. This compares to 78%  
of the wider creative media workforce.

This pattern is directly linked to the work status of 
each sub-sector’s workforce, as permanent staff within 
the TV industry (91%) are more likely than freelancers 
(66%) to have a contract. Terrestrial TV has the lowest 
proportion of freelancers hence it is unsurprising that a 
higher proportion of the workforce have a contract.

In 2010 this question was only asked of freelancers. 
At that point in time 56% of TV freelancers had a 
contract, which is 10 percentage points lower than the 
current proportion of freelancers with a contract (66%). 
Members of the TV workforce who are aged under 35 
(86%) and women (83%) are more likely than average 
to have a formal written contract. 

3.4 Income

On average the mean annual income of the TV 
workforce is £38,800. This represents a 7% increase 
since 2010 (when the TV workforce’s average income 
was £36,250). Amongst the TV sub-sectors, the 
terrestrial TV workforce has the highest income 
(£40,150), followed by independent production 
(£38,250) and cable and satellite TV (£37,750). 
However, independent production and cable and 
satellite TV have seen a greater increase in average 
income since 2010 (both increased by 8 percentage 
points to 2014, whilst terrestrial TV saw an increase  
of 3%).

These average income figures are all higher than the 
comparative figure of £33,900 amongst the wider 
creative media workforce. To put these figures further 
into perspective, the mean average income of the UK 
working population is £27,271.3

Average income also varies by work status. Within the 
TV workforce, the average income of permanent staff  
is higher than that of freelancers (£41,700 compared  
to £34,200).

Also, men (£40,050, compared to £37,800 of women), 
those aged 35+ (£43,600, compared to £30,500 of 
those aged under 35) and white members of the TV 
workforce (£39,050, compared to £34,650 of BAME 
members of the workforce) all had a higher than 
average annual income.

Figure 3.1 Average income within the TV sector in 2014 and 2010

£38,800
£36,250

£40,150
£38,850

£37,750
£34,800

£38,250
£35,300

All Television

Terrestrial TV

Cable and 
satellite TV

Independent 
TV production

2014 2010

Figure 3.1 Average income within the TV industry in 2014 
and 2010
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This section looks at training undertaken by the 
TV workforce to develop their skills, the barriers 
and obstacles to training experienced, and their 
learning and development needs.

4.1  Whether undertaken 
training in the last  
12 months

Half (50%) of the TV workforce have undertaken training  
in the past 12 months, which is very similar to the 
wider creative media workforce (51%). The terrestrial 
TV workforce are particularly likely to have undertaken 
training in the past 12 months (62%), compared to 46% 
of the independent production workforce and 41% of  
the cable and satellite TV workforce. 

As shown in Table 4.1, the proportion of the TV industry 
workforce undertaking training in 2014 is the lowest it 
has been since 2003 (most recently it was 58% in 2010). 
The proportion of the cable and satellite TV workforce 
receiving training has fallen in 2014 from a previously 
fairly stable level of 55%. The independent production 
workforce also saw a drop in 2014, but this is from a 
spike of 56% in 2010, before which levels have remained 
fairly consistent with the current level. There is less 
variation historically within the terrestrial TV workforce.

Permanent TV workers (57%) are more likely than 
freelance TV workers (41%) to have undertaken training 
in the past 12 months. 

The workforce with a disability (55%), the LGB workforce 
(54%), non-graduates (54%) and those aged 35+ (53%) 
are also all more likely than average to have undertaken 
training in the past 12 months.

4. Career development

4  Training includes formal and informal training, structured self-tuition, on-the-job 
training, mentoring and self-taught skills.

Figure 4.3 Average days training received within the TV industry in 2014 and 2010 (%)

0 3 6 9 12 15

All Television

Terrestrial TV

*Cable and 
satellite TV

Independent TV 
production

7
11

7
7

8
10

7
15

2014 2010

Figure 4.1 Average days training received within the TV 
industry in 2014 and 2010 

4.2  Number of days  
training received

Members of the TV workforce who had undertaken 
training in the past 12 months received an average 
of 7 days training. This is lower than the comparative 
figure for 2010 of 11 days. As shown in Figure 4.1, the 
independent production workforce is the key contributor 
to this overall drop, with workers receiving an average of 
6.7 days of training in 2014, compared to 15 in 2010. 

The average number of days training received by 
freelancers in the TV industry (9 days) is higher than the 
average for permanent staff (6 days). 

Table 4.1 Percentage of TV industry workforce 
undertaking training 2003-2014 (%)

2014 2010 2008 2005 2003

All TV 50 58 55 57 47

• Terrestrial TV 62 63 64 64 59

•  Cable and 
satellite TV

41 55 53 55 49

•  Independent 
production

46 56 47 46 42

*  Cable and satellite TV data should be treated with caution due to low base sizes 
(39 in 2014 and 44 in 2010)
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4.3 Subject of training

Two fifths (41%) of the TV workforce who had 
undertaken training in the past 12 months had received 
this training in craft or technical skills. This is followed by 
leadership and management skills (21%) and business 
skills (17%). There were some differences by TV sub-
sector, as can be seen in Figure 4.2, though craft or 
technical skills was the most common subject of study 
for all three sub-sectors. Of the three TV sub-sectors, 
the terrestrial TV workforce is the most likely to have 
undertaken training in leadership and management 
(24%) and business (21%). Meanwhile the independent 

Figure 4.3  Subjects of training during the last 12 months by work status

0 10 20 30 40 50 60

Craft or 
technical

Leadership/ 
management

Business
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talent
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11
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4.  Career Development

production workforce is the most likely to have 
undertaken training in health and safety (17%).

The subject of training varies greatly between 
freelancers and permanent staff within the TV industry. 
As shown in Figure 4.3, freelancers are more likely to 
have received craft or technical skills training (51%, 
compared to 37% of permanent staff) and creative 
talent related training (19%, compared to 8% of 
permanent staff). Permanent staff are more likely to 
have received training in leadership and management 
skills (25%, compared to 11% of freelancers), and 
business skills (22%, compared to 6% of freelancers).

Figure 4.3 Subjects of training during the last 12 months by work status (%)

Figure 4.2 

0

10

20

30

40

50

All Television Terrestrial TV Cable and 
satellite TV*

Independent 
TV production

41

21
17

11 11

39
45

41

20

13 12

24

17 1719
13

21

9 8 7

Craft or technical Leadership/management Business Creative talent Health and safety

Figure 4.2 Top 5 subjects of training during the last 12 months (%)

* Cable and satellite TV data should be treated 
with caution due to a low base size (41)
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4.4  Mode of training  
and source of funding

Those receiving training were also asked about the 
mode of training. Seven in ten (70%) of the wider TV 
workforce had received formal training in a classroom 
(which is higher than the creative media average of 
64%). A third (32%) of the TV workforce received 
on-the-job training, which might take the form of 
mentoring, an internship or an apprenticeship. This is 
lower than the wider creative media workforce figure of 
37%. Online courses were a mode of training delivery 
for 11% of the TV workforce (slightly lower than the 
wider creative media figure of 14%).

The majority of the TV workforce said that their 
employer had paid the fees for their training (57%), 
which increased to 66% amongst the terrestrial TV 
workforce (compared to 53% of the wider creative 
media workforce). A further 18% said that they had 
paid the fees themselves (increasing to 25% amongst 
the independent production workforce, perhaps 
unsurprising given the higher proportion of freelancers). 
A further 9% had received funding from Creative Skillset 
(again higher amongst the independent production 
workforce at 17%). A quarter (24%) of the TV workforce 
said that there had been no fees for their training.

4.5  Barriers or obstacles  
to training

A total of 63% of the TV workforce has experienced 
a barrier or obstacle to training in the past year, which 
is very similar to the corresponding figure for the 
wider creative media workforce (61%). The cable and 
satellite TV workforce (73%) is the most likely to have 
experienced a barrier, followed by the independent 
production workforce (65%). Just 52% of the terrestrial 
TV workforce has experienced barriers to training in the 
past year.

Fees being too high (30%) was the most common 
barrier to training for the TV workforce (particularly for 
cable & satellite TV (36%) and independent production 
(34%) sub-sectors). Opportunities being at inconvenient 
times (20%), a lack of training courses locally (17%), 
fear of losing earnings or work (17%) and employers 
not being willing to pay for training (15%) were the next 
most common barriers amongst the TV workforce.

As shown in Table 4.2, there are considerable 
differences between permanent staff and freelancers 
within the TV workforce. Freelancers (75%) are 
much more likely than permanent staff (55%) to have 
experienced a barrier to training in the past year. 
They are also much more likely to have experienced 
specific barriers relating to fees being too high (44%, 
compared to 21%), fear of loss of earnings (34%, 
compared to 6%), opportunities being at inconvenient 
times (25%, compared to 17%) and it being hard to 
assess the quality of courses (20%, compared to 10%). 
Permanent staff were more likely than freelancers to 
have experienced barriers relating to employers  
not being willing to pay (17% and 12% respectively) 
and employers not allowing time off (14% and  
6% respectively).

4. Career Development

Table 4.2 Barrier or obstacle to training during the last 
12 months by work status (%)

Barrier or  
obstacle

• Fees are too high 30 21 44

•  Opportunities are at 
inconvenient times

20 17 25

•  Lack of suitable training 
courses locally

17 16 20

•  Fear of loss of earnings/
work

17 6 34

•  Employer not willing to 
pay

15 17 12

•  Hard to assess quality of 
courses

14 10 20

•  Lack of available 
information

12 11 14

•  Lack of suitable training 
courses in the UK

12 11 14

•  Employer won’t allow 
time off

11 14 6

•  Domestic/personal 
arrangements

10 8 12

•  Lack of materials online 6 7 6

•  Lack of time 2 3 1

•  No barriers or 
obstacles experienced

37 45 25
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4.  Career Development

4.6 Skills needs

Nearly half (47%) of the TV workforce have a current 
training or skills development need, which is the same 
as the wider creative media workforce (47%). The 
independent production (51%) and cable and satellite 
TV workforce (50%) are more likely than the terrestrial 
TV workforce (40%) to have current training or skills 
development needs. 

As shown in Table 4.3, the proportion of the TV 
workforce with a training need has continued with a 
pattern of steady decline since 2005, when 60% of the 
TV workforce had a training or skills development need. 
The three TV sub-sectors also generally follow this 
same broad pattern, though the cable and satellite TV 
workforce is slightly more likely to have a training need 
in 2014 than in 2010 (50% and 47% respectively).

Freelancers (55%) are more likely than permanent staff 
in the TV industry (42%) to have current training or skills 
development needs. 

Workers that have a disability (61%), are BAME (57%) 
and those aged under 35 (52%) are all more likely  
than average to have current training or skills 
development needs.

4.7 Areas of skills need

In addition to being the most common subject of 
training undertaken, craft or technical is also the most 
common area of skills need (mentioned by 49% of the 
TV workforce). This is followed by software packages 
(36%). There were some differences by TV sub-sector, 
as can be seen in Figure 4.4, though craft or technical 
was the most common area of skills need for all three 
sub-sectors. The cable and satellite TV workforce is 
particularly likely to need training in these two areas. 
The third most common area of skills need is creative 
talent and the independent production workforce is the 
most likely to cite this subject (24%).  

Table 4.3 Percentage of TV industry workforce  
with a training need 2003-2014 (%)

Figure 4.4 Top 5 areas of skills need (%)

2014 2010 2008 2005 2003

All TV 47 52 53 60 64

• Terrestrial TV 40 48 52 58 63

•  Cable and 
satellite TV

50 47 51 67 72

•  Independent 
production

51 59 54 60 63

*  Cable and satellite TV data should be treated with 
caution due to a low base size (49)
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This section provides a summary of the diversity 
of the TV workforce, including age, disability 
status and sexual orientation. For data relating 
to gender and ethnicity of the TV workforce see 
Creative Skillset’s Employment Census of the 
Creative Media Industries (2012).

5. Workforce diversity

Aged 
35+

Disabled LGB

•  UK Working 
Population

65 11 65

•  All Creative Media 52 5 7

•  ALL TV 64 5 8

•  Terrestrial TV 66 4 6

•  Cable and satellite TV 63 3 14

•  Independent 
production

62 6 6

•  Permanent 63 4 8

•  Freelance 65 6 9

Table 5.1 Workforce 
diversity summary (%)

5  This figure is for the UK population rather than the working population.
6  ONS, Labour Force Survey Quarterly Average Jan-Dec 2014 

Figure 5.1 Percentage of TV

0

20

40

60

80

100

2003 2005 2008 2010 2014

46

63 65 63 64

Figure 5.1 Percentage of TV workforce aged 35+ 
2003-2014 (%)

5.1 Age 

The TV workforce has an older age profile than the 
wider creative media workforce (64% and 52% 
respectively are aged 35+). This varies a little by TV 
sub-sector, with the terrestrial TV workforce having the 
oldest age profile (66% are aged 35+), compared to 
63% of the cable and satellite TV workforce and 62% 
of the independent production workforce. As shown 
in Figure 5.1, the age profile of the TV workforce has 
remained fairly consistent since 2005. Prior to then 
the proportion of the TV workforce aged 35+ was 
considerably lower (46% in 2003). 

The age profile of the TV workforce is also very similar to 
the UK working population, where 65% of the workforce 
is aged 35+.6 Freelancers in the TV workforce (65%) 
are slightly more likely than permanent staff (63%) to be 
aged 35+. 

As has been noted in previous Creative Skillset research, 
there are considerable differences in the age profiles of 
men and women. Specifically, the age profile of men 
working in TV is higher – 70% of men are aged 35+, 
compared to 59% of women.  The age profile of white 
members of the TV workforce is also higher than BAME 
members of the workforce (64% and 58% respectively 
are aged 35+).
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5.  Workforce Diversity

5.2 Disability

Just 5% of the TV workforce considers themselves to 
have a disability7 (which has remained unchanged since 
2008, prior to which it fluctuated from 3%-5%, see 
Figure 5.2), the same proportion as in the wider creative 
media workforce.  This varies a little by TV sub-sector, 
with the independent production workforce having the 
highest proportion of individuals with a disability (6%), 
followed by terrestrial TV (4%) and cable and satellite TV 
(3%).

The proportion of the TV workforce that have a disability 
is considerably lower than the UK working population, 
where 11% of the workforce has a disability (defined 
by the equality act as having a physical or mental 
impairment that has a ‘substantial’ and ‘long-term’ 
negative effect on an individual’s ability to do normal 
daily activities).8 

Freelancers in the TV workforce (6%) are slightly more 
likely than permanent staff (4%) to have a disability. 
Those aged 35+ (6%) and white members of the 
workforce (5%) are also more likely than average to  
have a disability. 

5.3 Sexual orientation

For the first time, information has been collected 
regarding the sexual orientation of the creative media 
workforce. In total, 8% of the TV workforce is lesbian, 
gay or bisexual (LGB), compared to 7% of the wider 
creative media workforce. The cable and satellite TV 
workforce (14%) has the highest proportion of LGB 
workers, compared to 6% of both the terrestrial TV and 
independent production workforce. The proportion of 
LGB workers in the TV industry is higher than the UK 
population, of which 6% is LGB.9  

Permanent staff in the TV workforce (9%) are more likely 
than freelancers (5%) to be BAME, and are also more 
likely to be women (48% compared with 41%).

Men working in the TV industry (12%) are more 
likely than women (6%) to be LGB. Likewise, BAME 
members of the TV workforce (13%) are more likely 
than white members of the workforce (8%) to be LGB.

Figure 5.2 Percentage of TV
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Figure 5.2 Percentage of TV workforce with a disability 
2003-2014 (%)

5  This figure is for the UK population rather than the working population.
6  ONS, Labour Force Survey Quarterly Average Jan-Dec 2014 
7  Defined as ‘suffering from any long term illness, health problem or disability which 

limits your daily activities or the work you can do’.  

8  ONS, Labour Force Survey Quarterly Average Jan-Dec 2014.
9 DTI (2004) Government’s Civil Partnership Act Impact Assessment 
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Figure 5.3 Type of school attended by TV workforce (%)
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5. Workforce Diversity

5.4 Type of school attended

Respondents were asked about the type of school 
they attended and whether any of their parent(s) or 
guardian(s) had completed a university degree course or 
equivalent. These questions were collected as a means 
to indicate the socio-economic background of people 
working in the creative media industries. 

As shown in Figure 5.3, around half (49%) of the TV 
workforce attended a non-selective state school in the 
UK. A further 23% attended a selective state school 
in the UK, whilst 15% attended an independent or fee 
paying school in the UK and 12% attended school 
outside the UK. This profile is very similar amongst the 
wider creative media workforce. The proportion of the 
TV workforce attending a private school is higher than 
the UK population, 7% of whom went to private school.  

The cable and satellite sub-sector differs somewhat 
from this trend, with a much lower proportion of the 
workforce attending a non-selective state school in the 
UK (43%) and a higher proportion attending a school 
outside the UK (25%). The independent production 
workforce are most likely to have attended independent 
or fee-paying school.10

When comparing the freelance TV workforce to the 
permanent workforce, it is noticeable that freelancers 
are more likely to have attended school outside the  
UK (16% compared to 9% of permanent staff). 
Permanent staff are more likely to have attended an 
independent or fee-paying school (17%, compared to 
14% of freelancers).

Women (18%) are more likely than men (12%) to have 
attended an independent or fee-paying school, whilst 

men are more likely than women to have attended a 
selective state school (25% and 21% respectively).

LGB members of the TV workforce are more likely  
than straight members of the workforce to have 
attended an independent or fee-paying school  
(22% and 15% respectively).

BAME members of the TV workforce are much more 
likely than white members of the workforce to have 
attended a school outside of the UK (24% and 10% 
respectively). Meanwhile white workers are more likely 
than BAME workers to have attended all other types of 
school, including an independent or fee-paying school 
(16% and 12% respectively).

5.5 Parents’ education

A total of 44% of the TV workforce have a parent or 
guardian who holds a university degree or equivalent 
(or higher), the same proportion as the wider creative 
media workforce. This varies from nearly half (49%) of 
the cable and satellite TV workforce and 46% of the 
independent production workforce, down to 37% of  
the terrestrial TV workforce.

Freelancers (47%) are more likely than permanent  
staff (42%) to have a parent or guardian who holds  
a university degree or equivalent (or higher). 

Likewise, women (47%, compared to 40% of men), 
those aged under 35 (55%, compared to 38% of those 
aged 35+) and BAME members of the TV workforce 
(54%, compaed to 43% of white workers) are all more 
likely to have a parent or guardian who holds  
a university degree or equivalent (or higher).

10 Social Mobility and Child Poverty Commission (2014) Elitist Britain?
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The 2014 Creative Media Workforce Survey is the 
fifth in a series dating back to 2003.  The 2014 
survey covered those sectors within Creative 
Skillset’s footprint that we group together under 
the ‘creative media’ heading.

Methodology and sampling

Surveys were completed between September and 
December 2014. Most were completed online, with 
some paper copies completed and returned via post, 
in particular within the independent TV production and 
cinema exhibition sub-sectors.  

In order to make the findings representative, weighting 
has been applied to the data based estimates of the 
size of each sector, and the freelance workforce from 
the 2012 Creative Skillset Census.

Respondent profile

Table 6.1 shows the profile of all respondents to the 
2014 Creative Media Workforce Survey, broken down 
by sector, sub-sector, region and nation. A total of 
4,826 responses were received.  

Beyond the two largest sectors in the sample, TV and 
film, a larger response was received from all sectors 
than in any previous survey.  

In addition to this report, a summary report for creative 
media and a series of further sector reports (for 
animation, film production, VFX, games, radio and 
cinema exhibition) are available to download from  
the Creative Skillset website.12

6.  Appendix

Final  
response

All Creative Media 4,826

• Animation 362

• Digital11 338

• Facilities 138

Post Production 73

Other Facilities 64

• All Film 1,077

Cinema Exhibition 339

Film Production 626

Other Film 91

• Games 564

• Radio 304

• All Television 1,325

Cable & Satellite TV 103

Independent  

TV Production
433

Terrestrial TV 780

• VFX 332

Other Creative Media 386

• England 3,755

London 2,316

Midlands/ 

East England
314

North of England 616

South of England 509

• Wales 235

• Scotland 485

• Northern Ireland 140

Table 6.1 Final response by sector
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11  Includes anyone self-identifying as working in digital media, web development, 
digital design, software development, mobile development, user experience or 
social media.

12 www.creativeskillset.org/workforce survey
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