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About this document 
This report is published as part of our media literacy duties. It provides data on adultsô media 
use and attitudes across TV, radio, games, mobile and the internet, with a particular focus 
on online use and attitudes.  

The research underpinning this report was first conducted in 2005 and so this yearôs report is 
our ten year anniversary edition. Therefore, although the bulk of the report focuses on the 
current wave of research conducted in autumn 2014 and any key changes compared to 
2013, the first chapter draws upon themes over the last ten years.   
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Section 1 

1 Executive Summary 

The Adultsô Media Use and Attitudes Report gives detailed evidence on media use, attitudes 
and understanding among UK adults aged 16+. It covers TV, radio1, mobile phones, games, 
and the internet, with a particular focus on the latter. 

Media literacy enables people to have the skills, knowledge and understanding they need to 
make full use of the opportunities presented both by traditional and by new communications 
services. Media literacy also helps people to manage content and communications, and 
protect themselves and their families from the potential risks associated with using these 
services. 

The research underpinning this report was first conducted in 2005 and so this yearôs report is 
our ten year anniversary edition. Therefore, although most of the report focuses on the 
current wave of research conducted in autumn 2014 and any key changes compared to 
2013, the first chapter (Section 3) looks particularly at changes over the last ten years. This 
summary therefore addresses both trends2 and current3 findings: 

Digital media take-up4 and use 
 Internet use and location 

Trend Over the last ten years internet use has increased substantially, both at 
home and elsewhere.  

Compared to 2005, there has been a 27 percentage point increase, and close to 
nine in ten adults now go online in any location (from six in ten in 2005). 
Estimated hours spent online per week have also doubled during this time, from 
around ten to over 20 hours. 

Current More adults are going online outside of the home.  

There has been an increase in the proportion of 65-74 year olds going online in 
any location (70% from 56%).  There has also been an increase in the proportion 
of all adults citing that they go online both inside and outside of the home (with a 
decrease in solus home use), and in the total estimated volume of internet use. 

  

                                                
1
 Reporting on radio is currently restricted to media concerns and online consumption. 

 
2 Trends are defined as observations from the survey data over the last five to ten years i.e. 2005-14, 2007-14, 2009-14 or 

2010-14, primarily using questions that have been asked consistently over time. 

 
3 óCurrentô include three elements of reporting - 1) Statistically significant changes from 2013 to 2014, 2) Statistically 

significant demographic differences in the 2014 data, and 3) Questions that were asked for the first time in 2014. 

 
4 The take-up figures collected for this report give useful contextual information to understand better the behavioural and 

opinion-based findings about media literacy. Official all-UK Ofcom take-up figures based on a larger survey can be found in 

the annual CMR (Communications Market Report) published in August each year e.g. http://www.ofcom.org.uk/cmr14/ 

http://www.ofcom.org.uk/cmr14/
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Internet use and devices 

Trend The computer (laptop/desktop/netbook) is still the primary device for 
accessing online content, but the use of alternative devices has 
increased substantially over the years.  

The popularity of both smartphones and tablets over the past five years have 
driven this, with two thirds (66%) of adults now using the former, compared to 
30% in 2010.  

Current Although smartphone take-up has slowed down compared to previous 
years, along with tablets they continue to influence how people go online 
both at home and elsewhere.  

The proportion of adults citing smartphone use (66%) has not increased to a 
statistically significant level since 2013 (62%). However, almost all of these 
people (61% of adults) use a smartphone to go online at home, and most (51% 
of adults) do so outside of the home. This is the only device used to go online 
in both locations by a majority of adults. The tablet has continued to increase 
as a device used to access the internet (39% vs. 30% in 2013). 

Despite this, alternative devices tend to supplement rather than substitute 
computer use, with just 6% only using other devices to go online at home or 
elsewhere. This incidence, however, rises to 10% among DEs. 

 
Communication methods 

Trend Technology based communication methods such as texting, emailing, 
and instant messaging have become increasingly popular over the last 
ten years, particularly on mobile phones.  

Text messaging is now almost universal among those under the age of 55 (at 
least 96% of mobile phone users in each age group do it at least once a week, 
compared to 70% overall in 2005). Furthermore, over half (52%) of mobile 
phone users are now emailing at least once a week on their device, compared 
to 5% in 2005; and regular instant messaging on any device has doubled from 
three in ten (30%) to six in ten (58%) internet users during this time.  

Current Eight of the ten communication methods asked about on a mobile phone 
have increased since 2013.  

While text messaging has seemingly hit saturation point, email and instant 
messaging have continued to increase on mobile phones. As well as text based 
methods there have also been sizeable increases since 2013 in the use of VoIP 
calls (27% to 43%) and uploading videos and photos online (38% to 50%). 

 
Social media 

Trend The use of social media has risen substantially over the years.  

Nearly three quarters (72%) of internet users have a social media profile, 
compared to 22% in 2007. Furthermore, four fifths (81%) of these people use 
social media at least once a day; an increase from 30% in 2007. 

Although 16-24s have always shown the highest levels of social media use 
compared to older ages, the most marked increase over the last eight years 
has been among the 35-44s - a 68 percentage point increase from 12% to 
80%. 
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Current The proportion of internet users who have a social media profile has 
increased since 2013, with half of those aged 55-64 now having one.  

The 72% of internet users who have a social media profile represents an 
increase from 2013 (66%). This is driven by increases for females (from 67% to 
74%) and 55-64s (from 33% to 49%); this age group is the only one except for 
aged 65+ (28%) where the minority have a profile. 

 
Watching audio-visual content 

Trend Following the ubiquity of digital TV, and increased DVR ownership over 
the years, watching through a TV set still remains hugely popular. 
However, this is less true for younger people, and viewing is increasingly 
being done online. 

While just one in ten (11%) adults had a DVR in 2005, around half now have 
one (51%). Along with this, the TV set has proved resilient over the last ten 
years - 37% say they would miss their TV set more than any other device in 
2014. However, this differs substantially by age - from 17% of 16-24s to 68% of 
75+ year olds - and for the younger age group it now comes a distant second to 
the mobile phone (which has risen from 28% in 2005 to 59% in 2014). 

Over a quarter (27%) of internet users now watch TV or films online at least 
once a week, compared to one in ten in 2007, while watching video clips online 
has doubled during this time from 21% to 39%. Having been launched in 2005, 
YouTube is now cited by a third (32%) of internet users as an important source 
for information. 

Although the laptop/netbook is the device used most often for watching TV or 
films online, close to a fifth cite a tablet, and a tenth a smartphone (rising to 
18% among DEs) 

Current DVR ownership has remained stable, while online and mobile viewing has 
continued to grow in popularity.  

Half of adults say they own a DVR in 2014 (51%), which is unchanged from 
2013 (55%). However, the proportion of internet users citing watching TV 
programmes or films online at least once a week (27%) has increased since 
2013 (22%).  

Furthermore, watching TV programmes on a mobile phone has also increased 
both weekly (12% from 8%) and less frequently (18% from 13%). Weekly 
viewing of short video clips on a mobile has risen more substantially, from 29% 
in 2013 to 40% in 2014. 

 Gaming 

Trend Over the last ten years gaming has become more popular and 
increasingly mobile; driven by smartphones and tablets.  

Since 2005, online and mobile gaming have both doubled in terms of weekly 
usage. The incidence of playing games on any device has increased since 
2007, from 31% to 44%. 

While those aged 16-24 are still the most active gamers (73%), the majority of 
those aged 25-44 now play games to some extent (62% vs. 44% in 2007 for 
25-34s, and 51% vs. 37% in 2007 for 35-44s). 
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Current Although the volume of gaming remains unchanged from the previous 
year, there has been an increase in doing so on a smartphone and tablet.  

Over a quarter (26%) of adults say they ever play games on a smartphone, 
compared to 19% in 2013. While gaming on a tablet has increased from 10% to 
15%, there have been decreases on both a console connected to a TV (17% 
from 24%) and a handheld games player (7% from 12%). 

 Other digital media activities 

Trend The majority of other online activities have increased over the last ten 
years é  

There has been a noticeable increase in the use of the internet at least weekly 
for news (25% to 42%), and for banking and paying bills (31% to 42%).  

éwhile other activities have remained static, or even decreased.  

Weekly use of the internet for information relating to work or studies has seen a 
decrease from 52% to 45%, while searching for health information (16% in 
2014) and maintaining a website or blog (8% in 2014) have remained at similar 
levels among internet users since 2005. 

Current Going online to undertake public or civic activities is more likely than it 
was in 2013.  

All six individual public or civic activities asked about have increased since 
2013. For example, seven in ten (69%) internet users ever complete 
governmental processes online compared to 61% in 2013. The increase in this 
activity is most substantial among 25-34s (61% from 77%). 

As well as completing governmental processes, two other public or civic 
activities have now ever been undertaken by a majority of internet users: 
finding information about public services provided by local or national 
government (78%), and looking at websites/ apps for news about or events in 
the local area/ the local community (69%). 

Although making transactions online has remained unchanged as a 
whole since 2013, use of a mobile phone for checking a bank balance or 
making purchases has increased.  

A third (33%) of mobile phone users now check their bank balance on their 
phone at least weekly, compared to less than a quarter (23%) in 2013. Making 
purchases through their device has also increased from 10% to 15%. 

A majority of mobile phone users now use their phone use for content 
searching and content creation.  

The proportion of adults taking photos (54% from 48%) or videos (29% from 
23%) at least once a week on a mobile phone have both increased since 2013. 
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Media attitudes and critical understanding 

 Media concerns 

Trend Despite having fallen considerably since 2005, concerns with content on 
the internet are still at higher levels than for other media.  

There have also been decreases in concerns relating to TV content and mobile 
phones during this time among users. While violence (12%), bad language (9%) 
and sex (7%) are still prominent concerns for TV content, they have all roughly 
halved (23%, 17%, and 15% respectively). For mobile phones, the decrease in 
overall concern (from 42% to 24%) is chiefly driven by lower concern for health 
risks (4% vs. 21% in 2005). 

The proportion of internet users citing any internet related concerns has 
decreased from seven in ten (70%) in 2005 to half (51%) with the most 
significant decrease by age being among 35-44s (from 80% to 54%). 

Current Concerns about media among users are broadly unchanged since 2013, 
though concerns about apps have increased.  

Three in ten (28%) of those who use them now have any concerns with apps, 
compared to two in ten (20%) in 2013. This is driven by increases in concern for 
security/ fraud or privacy issues (20%) and offensive content (9%).  

Half of internet users cite any concerns with the internet, and this is unchanged 
since 2013. Although concerns about offensive or illegal online content (38%) still 
dominate, those relating to risks to others/society have doubled from 15% to 
28%. The top three specific concerns are content unsuitable for children (21%), 
strangers contacting children (19%) and sexual content/ pornography (18%).  

 Media funding 

Trend Awareness of how both types of TV channel (BBC and commercial) are 
mainly funded have been consistently high since 2005, but the former has 
fallen slightly over this time.  

Awareness that BBC programmes are funded by the licence fee has decreased 
from 84% in 2005 to 78% in 2014.  

In contrast, a minority have tended to be aware of how types of website are 
funded (BBC and search engines), but both have increased over time. 

This is particularly the case for awareness of search engine funding, where 
correct responses applied to 45% of adults, nearly double the 2005 figure (25%). 

Current More adults are aware how commercial TV programmes and search engine 
websites are funded, compared to 2013.  

The former has increased from 67% to 72%, and the latter from 36% to 45%. 
However, there has been no change in the proportion of adults who are able to 
correctly state how BBC TV programmes and the BBC website are funded.  

Adults are less likely than they were in 2013 to agree that as long as the 
internet provides good websites it doesnôt really matter who owns them or 
how they are funded.  

Unlike in previous years, there is no clear consensus as to whether internet 
users agree overall (36%) or disagree overall (35%) with the statement. Those 
aged 25-34 (22%) are more likely to agree strongly than other age groups. 
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 Media regulation 

Trend Awareness of regulation is higher for both TV and radio than it was in 
2005. Although awareness for the former is higher than the latter, the 
increase for radio has been more substantial.  

The proportion who believe that TV programmes are regulated has increased 
in the last ten years from 81% to 88%, while for radio it has increased from 
59% to 79%. 

Current More adults are aware of broadcasting regulation than in 2013. 

The proportions of adults who say that TV programmes (88% vs. 84%) and 
radio (79% vs. 72%) are regulated have increased since 2013.  

Although most  internet users feel that the internet needs to be 
regulated, opinions about freedom of expression are relatively balanced. 

When asked ñAs far as you know, how much of what can be seen or read 
online is regulated?ò one in ten (9%) said óallô of it, with twice as many (20%) 
saying ómost of itô. Close to half (46%) gave the broadly correct response 
ósome of itô, although this was much lower (24%) among those aged 75+.  

Despite this, a majority agree strongly (58%) that it needs to be regulated 
(with a further 21% agreeing slightly).  

Furthermore, internet users are more likely than in 2013 to strongly agree they 
must be protected from inappropriate or offensive content. This figure has 
increased from five in ten (51%) to six in ten (60%). 

Despite this, a similar proportion of adults agree (40%) and disagree (39%) 
with the statement ñI should be free to say and do what I want onlineò. 

 Confidence online 

Trend 
Nearly all internet users perceive themselves as confident in various 
aspects of using the internet, but the levels have remained similar over 
the years.  

The proportion who agree that they are confident at finding things online has 
remained the same since 2007 (91% v 92%).  

Current There has been a decrease since 2013 in the proportion of internet users 
who cite confidence in using the internet to do creative things - from 
seven in ten to six in ten adults.  

This is attributable to fewer people citing that they are óvery confidentô in doing 
creative things like making blogs, sharing photos online, or uploading short 
videos to the internet (from 44% to 34%). 

 Understanding of search engine results 

Trend and 
current 

Opinions on the potential for inaccuracy or bias in search engine 
results have remained constant over the last five years, with little 
variance in age.  

Six in ten (60%) adults believe that some websites will be accurate and 
unbiased, while others wonôt be. In contrast, two in ten (23%) say that if 
results are listed by the search engine, the websites must be 
accurate/unbiased. These figures remain similar to 2009 (54% and 20%). 
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 Online privacy 

Trend The majority of internet users say they would share personal 
information online, but there is evidence of added caution in doing so 
over the ten years of tracking.  

For example, six in ten (60%) internet users say they would give out their 
home address online but have concerns about doing so, compared to 46% 
in 2005. 

Current Adults have shown signs of being more privacy conscious since 2013. 

Nine in ten (91%) internet users say they ever (always, often or sometimes) 
give the minimum amount of personal information required online, with over 
half of those aged 55-64 (54%) and aged 65+ (61%) citing that they always 
give the minimum. 

More users say they would never provide their credit or debit card details 
(21% vs. 13% in 2013) or their mobile number (26% vs. 17% in 2013) 
because of security concerns. Furthermore, the percentage who are happy 
to provide personal details online has decreased for all types asked about 
except for email.  

Six in ten Facebook users say they have changed their privacy settings to 
make them more private, while seven in ten (72%) say they only share their 
photos with friends. óFriends onlyô was also cited by two-thirds of users in the 
case of sharing opinions about people, places or the latest news stores 
(66%), their real name (64%), and their current location (64%).  

Despite this increased caution relating to privacy, internet users are more 
likely than in 2013 to say they donôt read website terms and conditions or 
privacy statements at all  (up from 21% to 26%). Furthermore, seven in ten 
(68%) say they are happy to provide personal information online to 
companies as long as they get what they want. 

 Online safety and security 

Trend The majority of internet users are using technical indications such as 
padlocks and system messages to measure website safety, and this 
has increased among adults over the age of 25 since 2005.  

The increase from 43% in 2005 to 55% in 2014 has been driven by those 
aged 35 and over. For example, the figure for adults aged 45-54 has 
increased by 15 percentage points (from 43% to 58%) 

Current Four in ten internet users say they are óvery confidentô they can stay 
safe online, and the majority are aware of, and use any online security 
measures.  

Anti-virus software is used by three quarters (75%) and firewalls by 55% of 
internet users. Furthermore, the awareness (73% vs. 63%) and use (17% 
vs. 10%) of reporting functions for inappropriate or offensive content have 
both increased since 2013.  

Despite this, two-thirds (64%) of internet users use the same passwords for 
most or all websites, and this is an increase since 2013 (from 57%).  
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Newer, narrow and non-users of the internet 

As in previous years, the final section of the report analyses in detail the behaviour and 
attitudes of three groups of adults who are less familiar with using the internet. The following 
summarises the key findings: 

Both newer (13%) and narrow users (11%) comprise around a tenth of the online 
population. There is significant overlap between the two groups ï both are 
predominantly aged 65+ and DE, and share similar online behaviour and attitudes. 

¶ Both groups of user cite a lower overall volume of internet consumption, as well as 
across the majority of online activities. Along with this comes a narrower range of 
websites used and lower confidence levels; newer users (52%) are twice as likely 
than established users (27%) to say they only use sites they have visited before.  

¶ The level of understanding how search engines operate is more restricted for these 
types of internet user; as well as having higher uncertainty levels as to the accuracy 
of search engine results they are also more likely to believe that if it is listed by a 
search engine the results will have accurate and unbiased information. 

¶ Both newer and narrow users are more likely to say they would never enter personal 
details on a website due to security concerns, but are also less likely to make 
judgements about whether a site is secure. Their awareness and use of security 
measures in general is lower than it is for those more familiar with the internet.  

¶ However, the upshot of the above is that they are less likely to have cited 
experiencing any negative events such as receiving spam or unwanted emails, and 
are generally less concerned about what content is on the internet. 

¶ Four in ten (39%) of newer users, and three in ten (28%) of narrow users believe that 
either all or most of what can be seen or read online is regulated. This compares to 
29% among all users. 

Fourteen per cent of adults in the UK are non-users of the internet, and this has 
remained stable since 2013. Six in ten are aged 65+ and half are from DE households. 
 

¶ Three in ten non-users (31%) have asked someone to go online on their behalf in the 
past year, while one in ten say they will start to go online in the next year or so. Over 
half (52%) do not think there are any advantages to them being online. 
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Section 2 

2 Introduction 

2.1 Ofcomôs duties 

The promotion of media literacy is a responsibility placed on Ofcom by Section 11 of the 
Communications Act 2003. Under Section 14 (6a) of the Act we have a duty to make 
arrangements for the carrying out of research into the matters mentioned in Section 11 (1).  

Our media literacy research informs three of Ofcomôs strategic priorities: to maintain 
audience confidence in broadcast content; to promote opportunities to participate; and to 
contribute and implement public policy as defined by Parliament. 

2.2 What is media literacy? 

Media literacy enables people to have the skills, knowledge and understanding they need to 
make full use of the opportunities presented by communications services. Media literacy also 
helps people to manage content and communications, and to protect themselves and their 
families from the potential risks associated with using these services.  

Ofcomôs definition of media literacy is: 

ñThe ability to use, understand and create media and communications in a variety of contextsò.  

The key objectives of this research are: 

¶ To provide a rich picture of the different elements of media literacy across the key 
platforms of the internet, television, radio, games and mobile phones. 

¶ To identify emerging issues and skills gaps that help to target stakeholdersô resources for 
the promotion of media literacy.  

2.3 Research methodology and analysis 

This report is designed to give a detailed but accessible overview of media literacy among 
adults aged 16 and over, with demographic analysis by age, gender and socio-economic 
group.  

It draws on the data from the latest wave of the Adultsô Media Literacy Tracker with adults 
aged 16 and over. The 2014 quantitative survey was conducted by Saville Rossiter-Base 
among 1,890 adults in-home using a CAPI (Computer Aided Personal Interviews) 
methodology between October and November 2014.  

In the next section (Section 3 -Ten years: a retrospective), comparisons are made between 
the 2014 wave of research and several preceding Media Literacy surveys conducted 
periodically using a similar methodology since 2005. All previous reports can be found at 
www.ofcom.org.uk/medialiteracyresearch and the sample sizes and fieldwork periods are 
detailed as follows: 

  

http://www.ofcom.org.uk/medialiteracyresearch
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Report 
Published 

Sample size 
Adults aged 16+ 

Fieldwork months                                                                         
(Year that data is reported on) 

2014 1,642 1 wave: Oct-Nov 2013 

2013 1,805 1 wave Sep-Nov 2012 

2012 1,823 1 wave Sep-Oct 2011 

2011 2,117 2 waves: Apr-May & Sep-Oct 2010 

2010 1,824 2 waves: Apr-May & Sep-Oct 2009 

2008 2,905 1 wave: Oct-Dec 2007 

2005 3,244 1 wave: Jun-Aug 2005 

Within the subsequent sections (Sections 4 to 7) comparisons are made with the previous 
report covering data from fieldwork conducted in 2013, rather than the longer-term trends 
(although in a number of cases trends are shown in the charts for reference).  

Significance testing 

Significance testing was carried out at two different levels: 

¶ Statistically significant findings between 2013 and 2014 are indicated in the charts or 
tables by arrows. These year-on-year comparisons are undertaken at the 99% level, 
meaning that where findings are commented on, there is only a 1% or less probability 
that the difference between the samples is by chance.  

¶ In addition to reporting on differences over time, we look at adults in the different age 
groups and socio-economic groups and compare these to all adults interviewed in 
2014, to see if there are any significant differences within these sub-groups. We also 
report on differences between men and women. These demographic differences are 
highlighted at the 95% level, meaning that where findings are commented on, there is 
only a 5% or less probability that the difference between the samples is by chance. 

Take-up figures 

The take-up figures in this report give useful information to contextualise peopleôs media 
literacy-related behaviour and attitudes. Official all-UK Ofcom take-up figures based on a 
larger survey can be found in the annual CMR (Communications Market Report) published in 
the summer of each year. The latest publication can be found at the following location: 
http://www.ofcom.org.uk/cmr14/ 

 

http://www.ofcom.org.uk/cmr14/
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Section 3 

3 Ten years: a retrospective 

3.1 Section overview 

We conducted our first Adultsô Media Literacy survey in 2005. It was designed to understand 
UK adultsô use, habits and attitudes across TV, radio, the internet, mobile phones and 
games.  

Since then the study has been periodically repeated, moving to an annual cycle in 2009. 
Inevitably, some of the content and scope of the study has shifted year-on-year to account 
for technology developments, whilst many key areas and metrics have remained consistent 
in order to ensure accurate measurement of trends. Regardless, the collective data provides 
compelling insights into how and to what extent the media landscape has evolved, and how 
peopleôs attitudes and habits have changed accordingly ï or not.  

This chapter uses the data, along with other contextual references, to demonstrate the key 
developments over the last decade. Given that age is a consistent key differentiator in terms 
of media use and attitudes, we focus in particular on the two ends of the generational scale ï 
16-24 year olds and those aged 65 and over.  

Before providing detailed commentary on the trends over the last ten years (accompanied by 
summary infographics), the first section in this chapter gives a snapshot of what the media 
landscape looked like in 2005, reminding us how much has changed since then. 

3.2 The media landscape in 2005 

In 2005, at the time of the first report,5 several established media and technology brands 
such as Virgin Media, BBC iPlayer, Netflix, Twitter, and Instagram werenôt available; neither 
were certain devices that are now embedded in the mainstream such as the tablet and the 
smartphone, and accompanying mobile operating systems such as iOS and Android. As well 
as those that didnôt yet exist there were two online services, nascent in 2005, which are 
particularly popular today: Facebook and Youtube. 

6 7 

 

  

                                                
5
 http://stakeholders.ofcom.org.uk/market-data-research/other/media-literacy/archive/medlitpub/medlitpubrss/auditdata 

6
 http://www.theguardian.com/technology/2007/jul/25/media.newmedia 

7 https://sites.google.com/a/pressatgoogle.com/youtube5year/home/short-story-of-youtube 

In February 2004 Mark Zuckerberg launched "The facebook", as it was 
originally known; Within 24 hours, 1,200 Harvard students had signed up, and 

after one month, over half of the undergraduate population had a profile. It 
became Facebook.com in August 2005. 5    

In May of 2005, a small group of early employees launched the beta test site 
www.youtube.com, a video-sharing website where users could upload, 

share, and view video files6 

http://stakeholders.ofcom.org.uk/market-data-research/other/media-literacy/archive/medlitpub/medlitpubrss/auditdata
http://www.theguardian.com/technology/2007/jul/25/media.newmedia
https://sites.google.com/a/pressatgoogle.com/youtube5year/home/short-story-of-youtube
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In 2005 television was the dominant media; it was largely watched on the TV 
set at the time of broadcast, and most homes had a VCR for manual recording.   

According to our survey nearly all adults (95%) watched TV regularly, and 44% (52% of 
those aged 65+) cited it as the media activity theyôd miss the most compared to around one 
in ten for others including listening to music on hi-fi/CD or tape (13%), listening to the radio 
(12%), using a mobile phone (10%), and using the internet (8%). This was consistent across 
all age groups except for the youngest (16-24s); for them the mobile phone was of prime 
importance at 28%, compared to 22% for TV. 

8 

 

In 2005 digital TV had been taken up by 62% of adults. Despite this, the majority (85%) still 
had a video cassette recorder (VCR) attached to any of their TV sets, with a lower proportion 
(80%) owning a DVD player. Just one in ten (ranging from 3% of 65+ year olds to 19% of 16-
24s) had a Digital Video Recorder (DVR), and these were mainly early adopters of Sky+, a 
device that had been available to subscribers of Skyôs satellite TV service since 2002 but still 
hadnôt quite entered the mainstream (around 10% of Sky customers were subscribers9).  

These types of devices were the prominent methods of time-shifting TV, and all were reliant 
on self-planning and manual recording by the user. When asked how they found what to 
watch on TV half of adults with a TV in their household said they used the guide in 
newspapers, compared to 19% for the Electronic Programming Guide (EPG). There was an 
age differential in this question that was most apparent between 16-24s and 65+ year olds, 
with older ages having a higher propensity towards traditional media - 39% v 66% for 
newspapers; 22% v 29% for the Radio Times, 19% v 6% for Teletext, and 18% v 7% for the 
EPG.  

Accessing on-demand video content via the TV set was a new concept in 2005: 
10 

  

As such, scheduled TV watched at the time it was broadcast was very much the norm, with 
almost all time-shifted viewing being through a VCR or DVR. BARB viewing measurements 
reflected this. The two highest viewed programmes across the whole of 2005 according to 

                                                
8
 http://news.bbc.co.uk/1/hi/entertainment/4247622.stm 

9
 Ofcom Communications Market Report 2005, Television p182 

10
 http://mediatel.co.uk/newsline/2005/12/16/telewest-completes-on-demand-tv-roll-out/ 

In September 2005 the culture secretary Tessa Jowell formally 
announced plans for the 'digital switchover', with viewers in the 

Border region having their existing TV signals switched off in three 
years, followed by the rest of the UK, region by region, until 2012. 7 

In December 2005 the cable TV provider Telewest completed its 
roll out (having regionally piloted it earlier in the year) of the 

first true Video On-Demand (VoD) service in the UK. The service 
was branded 'Teleport' and allowed a selection of 'catch-up' TV 

programmes, movies and other 'on-demand' content to be 
ŀŎŎŜǎǎŜŘ ōȅ ŎǳǎǘƻƳŜǊǎ Ǿƛŀ ƛǘǎ Ψ¢±5ǊƛǾŜΩ ōƻȄΦ8 

http://news.bbc.co.uk/1/hi/entertainment/4247622.stm
http://stakeholders.ofcom.org.uk/binaries/research/cmr/tv.pdf
http://mediatel.co.uk/newsline/2005/12/16/telewest-completes-on-demand-tv-roll-out/
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BARB11 were Coronation Street and Eastenders, with over 12 million UK adults watching 
their most viewed episodes. 

Just over half of adults had internet access, with over a third using dial-up. It 
was used mainly for email and browsing information. 

In 2005 the internet was being used at home by 51% of UK adults, ranging from 21% of 65+ 
year olds to 70% of 35-44s (the figure was 61% for 16-24s). Close to two thirds (64%) of 
adults with home internet access had broadband, with the remaining 36% still using dial-up; 
a fifth (19%) used a wireless (Wi-Fi) connection. Outside of the home the internet was 
accessed by just over a third of adults (36%). 

The main reason given by respondents for getting the internet was to access information, 
cited by 46% of those who already had it, and 43% of those who were planning to get it in 
the future. Communication was the second highest reason (28% and 20% respectively). 
Entertainment was cited by just 16% and 13%. 

This was reflected in the popularity of activities that people used the internet for at least once 
a week - the highest response was 70% for email followed by finding information for work/ 
study (52%) and finding information for leisure time or holidays (34%).  

The majority of adults regularly used a mobile phone, but they were 
predominantly used for calls and texts. 

Nearly three quarters (73%) of UK adults said they regularly used a mobile phone. While this 
figure was close to universal amongst 16-24s (92%) it decreased by age to 33% of those 
aged 65+. In 2005, even among 16-24s, mobile phones were predominantly used for calls 
and text messages - 93% and 94% respectively said they did these activities at least once a 
week, compared to 19% for accessing the internet and 8% for using email. Among adult 
mobile phone users of all ages these figures were just 7% and 5%. Taking photos was the 
most popular non-communication activity on a mobile for 16-24s, with six in ten saying they 
did this (58%). 

In terms of mobile technology, 3G was a relatively new advancement. Although UK coverage 
had reached around 90% in 200512 this wasnôt yet reflected in take-up figures. Eleven per 
cent of mobile phone owners cited having it on their phone, only half of all adults had heard 
of it, and less than half of these people (23%) said they could describe what it meant.  

Another example of the comparatively limited functionality of mobile phones in 2005 is 
demonstrated by the fact that the most popular motivation for getting one in the first place 
was ófor emergenciesô (56%, rising to 82% amongst those aged 65+). Furthermore, listening 
to music or recording videos on their phone were activities we didnôt ask about on the 
survey, as these functions barely existed. Instead we were measuring the ownership of 
relatively new technologies such as mp3 players (owned by 23%), digital cameras (50%) 
and camcorders (22%). All of these were very much considered standalone devices. 

The landline phone was still a very prominent part of social communication, 
but the mobile phone was already taking precedence for younger adults.  

When asked the preferred method for people to make contact to arrange to meet; exactly 
half of respondents nominated the landline, compared to 27% text messaging, and 19% a 
mobile phone call. However, again highlighting the increased importance of the mobile 
phone among 16-24s, 57% of this age group cited text messaging, and 29% a mobile phone 

                                                
11

 See Annex: websites visited and top 20 television programmes 
12

 http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-reports/cm06/ 

http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-reports/cm06/
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call, compared to 13% for landline. This very much contrasted with over 65+s where the 
landline was cited by 89%, the mobile phone by 5%, and text messages by a mere 2%. 

Although most people had access to digital radio, it was only being used by 
around a quarter of adults. 

Ten years on from the launch of the first digital radio service in the UK from the BBC in 
199513, and with the increase of digital TV and internet connections as an alternative means 
of access, the number of people who said they had access to digital radio services was high 
at 77%. However, a third of adults were unaware that they could listen to digital radio 
services through either their TV or internet service. Around a quarter (27%) said they ever 
listened to digital radio, and of these over two-thirds (68%) said they now listened to more 
radio stations as a result.  

Gaming was predominantly undertaken through a dedicated games console, 
with just one in ten regularly doing it on a mobile phone. 

In 2005 nearly half of adults (48%) said they had a games console in their household, with 
21% saying they played on one regularly. The proportion who played games on a mobile 
phone at least once a week was around half this (13%). 

3.3 Media launches from 2006 onwards 

Since 2005, each year (particularly 2007) has seen high profile launches of products or 
services, all particularly geared around internet based delivery, and all playing a part in the 
current media and communications landscape. 

 

The following two sections will focus on the two main areas of our media literacy research: 

1. Digital take-up and use  

2. Media attitudes and critical understanding. 

Each of these sections is introduced with an overview infographic (ô10 years at a glanceô) 
containing the key findings, and is then followed by more detailed narrative. 

                                                
13

 http://www.bbc.co.uk/news/10569231 
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http://www.bbc.co.uk/news/10569231
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3.4 Digital media take-up and use (2005-2014) 
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Internet take-up  

One of the most salient changes over the last ten years has been the way in which people 
access the internet and consume online content, driven by several inter-related factors 
including evolutions in technology, infrastructure, cost/price, attitudes, etc. As a result all 
measures of internet take-up covered by our survey have increased over the years14. 

Around four fifths of adults go online in their home; an increase of 30 
percentage points since 2005. 

In 2005 just over half of adults (54%) had internet access at home through a PC or laptop, 
4% of whom said they didnôt use it; there was little evidence of access via alternative devices 
and a sizeable proportion of these people had a dial-up connection. Internet use through a 
PC/laptop now stands at 77%, but taking into account going online via other devices 84% do 
so in their home in total. Fixed broadband and Wi-Fi connections are so commonplace 
among these people now that we no longer ask about them in the survey.  

The proportion of adults who go online both inside and outside of the home 
has also increased by 40 percentage points since 2005. 

Two thirds (67%) of adults now claim to go online both inside and outside the home, 
compared to just over a quarter (27%) in 2005. This proportion has increased steadily year-
on-year, as shown in Figure 1 below. 

Figure 1: Location of internet use: 2005-14 

 
Derived from multiple questions (IN1/IN2/IN3/IN4) 
Base: All adults aged 16+ (1890 in 2014) 

The computer remains the primary means for accessing internet content, but 
the use of alternative devices has increased substantially over the years.  

As mentioned above, the number and types of devices being used to access internet content 
has expanded considerably from what was primarily restricted to the computer 
(PC/laptop/netbook). This is evident from Figure 2 which shows a substantial increase in 
going online via alternative devices (such as smartphones and tablets) since the metric was 
introduced in 2009 ï from 31% to 69%. This use still generally complements computer 
access rather than replaces it, as supported by the fact that just 6% of adults only use an 
alternative device (although this figure was 2% in 2009, so it has increased).  

                                                
14 The take-up figures collected for this report give useful contextual information to understand better the behavioural and 

opinion-based findings about media literacy. Official all-UK Ofcom take-up figures based on a larger survey can be found in 

the annual CMR (Communications Market Report) published in August each year e.g. http://www.ofcom.org.uk/cmr14/ 

http://www.ofcom.org.uk/cmr14/
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Figure 2: Use of devices to go online: 2009-14 

 
Derived from multiple questions (IN1/IN2/IN3/IN4) 
Base: All adults aged 16+ (1890 in 2014) 

The proliferation of internet access in multiple locations across devices has 
meant that 9 in 10 adults now go online, compared to 6 in 10 in 2005. 

As a result of the aforementioned factors, internet use across any device and in any location 
currently stands at 86%, an increase of 27pp (percentage points) across the ten years of 
tracking. As shown in Figure 3 the highest rate of increase by age group has been among 
the 55-64s, up 35pp to 84% in 2014. In contrast, three quarters of 16-24s already had 
access in 2005, and 9 in 10 do now, meaning the rate of increase has been comparatively 
lower (18pp). For the oldest age group (aged 65+) a majority (52%) now go online. 

Figure 3: Proportion of adults who go online anywhere, by age: 2005-14 

 
Derived from multiple questions (IN1/IN2/IN3/IN4) 
Base: All adults aged 16+ (1890 in 2014) 

  


















































































































































































































































































































































