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Introduction

Ofcom has a principal duty to further the interests of citizens, and this includes seeking to ensure that people have access to the 

services and content they need in order to participate fully in society. 

This report provides an update to our 2015 Internet Citizens publication and gives an overview of UK adults’ online use of services and 

content in a range of citizen-orientated areas.

It is challenging to create a fully comprehensive and universally-accepted list of online citizen-related content and services. We do not 

claim such comprehensiveness here. While this report focuses on readily-available metrics such as comScore, Ofcom surveys and the 

DCMS Taking Part survey, there is a wealth of more granular activity that may not be captured by these means, so feedback on what 

else might be included is welcomed. 

Nonetheless, we have selected five core categories that, taken together, can be seen to represent a landscape of broadly citizen-

orientated content and services that enable participation in society. These are: government and politics, health information, education, 

participatory media and arts, culture and libraries.

The main data source used is the comScore online measurement system, supplemented with a selected range of published survey 

research. Where possible, we compare findings over time, although changes to the way the data are collected mean that such 

comparisons are limited. It should be noted that the report focuses largely on the more mainstream or major providers of this type of 

content. This is in mainly because measuring smaller, grassroots citizen initiatives is, by definition, more difficult. Despite their 

potentially limited scale, we note that these grassroots providers may nevertheless generate significant value to citizens. 

Executive summary: introduction 
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Methodology and sources

We draw from a range of data sources including comScore, the online measurement system. We have used ComScore’s multi-platform 

data (MMX Multi-Platform) in order to capture internet activity across mobiles and tablets, as well as desktops and laptops. Data are de-

duplicated to provide information on the number of individual users, regardless of whether those users are accessing websites across 

multiple devices or from multiple browsers. Due to methodological changes in the way that consumption on mobile devices is 

measured, we focus on data predominantly from October 2016. These changes also mean it is not possible to compare comScore data 

with the data in the 2015 report. 

The data for the Government and politics section is drawn from an number of sources, including the data services departments of the 

UK and devolved governments. For the UK Government, data were drawn from GOV.UK, with additional data from the Cabinet Office. 

For Scotland, data were drawn from GOV.SCOT, which covers the responsibilities of the Scottish Government, and from mygov.scot, 

which provides access to public services. For Wales data were drawn from GOV.WALES, the website for the Welsh Government, 

communicating its policies and activities. For Northern Ireland, data were drawn from nidirect.gov.uk, the official government website 

which provides access to government information and services, and also from northernireland.gov.uk which provides information on the 

Northern Ireland Executive. 

We also draw on a range of other data sources:

– Ofcom: Adults’ media use and attitudes report http://stakeholders.ofcom.org.uk/binaries/research/media-literacy/media-lit-

10years/2015_Adults_media_use_and_attitudes_report.pdf

– Ofcom: Technology Tracker survey

– DCMS: Taking Part survey – data on participation in digital cultural activities in England 

https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/539312/Taking_Part_2015-

16_Quarter_4_Report_-_FINAL.pdf

– Kickstarter: https://www.kickstarter.com/help/stats

As data are drawn from numerous sources, is it not possible to make direct comparisons. However, where 

possible, data relating to the month of October was used to try to create a common frame of reference. 

Executive summary: methodology and sources

http://stakeholders.ofcom.org.uk/binaries/research/media-literacy/media-lit-10years/2015_Adults_media_use_and_attitudes_report.pdf
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comScore methodology

The UK Online Measurement Company (UKOM) was formed in 2009 with a mandate from the advertising industry to establish measurement standards 

for digital media. In 2011, comScore was appointed as the sole data supplier for UKOM on a contract extending to March 2018. ComScore MMX Multi-

Platform is used to analyse website and app use across laptop/desktop computers, mobiles and tablets. The digital audience is an unduplicated unique 

audience between each of these devices, and the unique viewers of videos on laptop/desktop computers. Its methodology combines internet traffic, 

captured from a panel of internet users, with website interaction data from website publishers, in order to provide a projection of which websites people 

are visiting and how long they are spending browsing web pages. This is comScore’s Unified Digital Measurement™ (UDM) methodology.

Certain datasets used in this report rely on sites meeting a threshold of interaction data received from publishers of between 30% and 75%. These web 

entities are reported as ‘Partially Unified’. Web entities are ‘Fully Unified’ when 75% or more traffic is tagged with comScore. Web entities not meeting 

these thresholds are reported using ‘Panel Only’ data. Throughout this report web entities are followed by a letter in square brackets e.g. [C]. This letter 

designates where, in a hierarchy of web entities, a particular entity sits. This hierarchy is comScore’s dictionary. A property [P] is the legal parent of any 

web entity that sit within it, such as a media title [M], channel [C], or group [G]. How the entities of a property are defined in comScore’s dictionary is 

determined by the properties themselves. As such, while there are similarities between different entities at a similar dictionary level, they are not always 

equivalent.

The comScore metrics used in this report are:

– Unique audience: the total number of unique persons who have visited a website or used an application at least once in a given month. 

Persons visiting the same website more than once are therefore counted only once in this measure.

– Active reach (%): the unique audience of a website as a proportion of the total number of people who visited any website, or used any 

internet-connected application, at least once in a given month (the active audience).

– Time spent per month: the average time spent browsing a website per unique visitor per month.

This report draws on two comScore sources: 

1. For analysis of laptop and desktop computer internet activity only, we use comScore Media Metrix (MMX) which employs comScore’s Unified 

Digital Measurement (UDM) methodology. We have also used MMX in this report to examine use of educational websites by children aged 

between 6 and14. 

2. For analysis of internet activity across platforms, we use comScore MMX Multi-Platform which provides unduplicated metrics across laptop and 

desktop computers, mobile devices and video. 

Executive summary: comScore methodology
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Key findings

This section provides an overview of metrics relating to UK adults’ online participation in citizen-orientated content and services; in other 

words, those elements of online activity which further societal or democratic participation. It is important to note that our activities as 

citizens and consumers often overlap and blur. Nonetheless, we have selected some core categories that, taken together, can be seen 

to represent a landscape of broadly citizen-orientated content and services that enable participation in society.

1 Government and politics

Given the different types of government service sites, and the different types of metrics provided, it is not possible to compare these 

figures across the nations. For example, we cannot provide analysis by device across all nations, and in some instances most-visited 

pages are highlighted, while in others instances we report on the most popular themes or topics on a website.

Desktops are the most popular device for accessing public service information and government sites.

• In 2016, the majority of people who had completed government processes online said they mostly used a desktop to do this, 

although this was less likely than in 2015 (60% vs. 68% in 2015). 

• In October 2016, seven in ten of the sessions recorded on GOV.SCOT and GOV.WALES were via a desktop. Users of mygov.scot

were almost twice as likely as users of GOV.SCOT to visit via a mobile phone  (41.9% vs 21.3%). 

• The most-viewed ministerial page on GOV.UK in 2016 was the Department for Work and Pensions, and the most popular topic area 

on GOV.WALES in 2016 was Education and Skills. The most-viewed page on GOV.SCOT in 2016 was about bank holidays, while 

the most-viewed page on mygov.scot in 2016 was to check whether a vehicle had been taxed. The most popular theme on nidirect

was motoring, followed by employment.

• Four in ten (43%) internet users have ever used an online petition or campaigning site. 

• In October 2016, Change.org had an audience of 1.8 million and during the same time period women were more likely than men to

visit Freedom o Information sites and selected petition sites. Four in ten visitors to Theyworkforyou.com were aged between 25-34 

in October 2016; this age group is also well represented for Whatdotheyknow.com. 

Executive summary: key findings
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2 Health

• NHS sites were the most popular health information sites visited in October 2016, with 13.7 million unique online users.

• Over a quarter (27.2%) of the total digital population (adults who are online) used the resources available within the NHS sites, 

including NHS.uk, which enables citizens to find local health services (including GPs, hospitals and dentists), and look up 

symptoms, conditions, medicines and treatments. 

• Web MD had the second highest reach among sites within comScore’s health information category, with 16.9% reach among the 

total digital population. 

• Symptom checkers, tools for users to find out more about their ailments in place of traditional medical consultation, are prevalent in 

all of the top ranking health information sites. 

• Women are more likely than men to visit health information websites, ranging from 74% of unique visitors to the ‘everyday health’ 

sites to 63% of visitors to NHS sites.

• Visitors to health information sites were most likely to be aged between 25 and 34. 

3 Education

• The Student Room accounted for the highest number of unique users each month across 2016, with the exception of October and 

November, when BBC Learning had the highest number of unique users. Throughout 2016, BBC Learning, BBC Knowledge and 

Learning and BBC Bitesize featured in the top five most-accessed sites and were more likely to attract visitors under the age of 18 

than other age groups. The Student Room was most visited by individuals aged 18-24 (40% of unique visitors). 

• Visits to education sites via mobile devices tended to be shorter in duration than average visits on any platform. The largest 

difference between the duration of an average visit from any platform compared to a visit from a mobile platform was on TES.com 

(15 mins average vs. 3 mins for mobile) while TheStudentRoom Group, with its younger demographic, had the closest differential (6 

mins for average visit vs. 4 mins for mobile).

• Sites which provide educational resources to students tend have the lowest reach during July, although more 

specialist MOOC (Massive Open Online Courses) websites, which focus on more advanced courses, remain 

consistent during this period.

Executive summary: key findings
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4 Participatory media

• Two million online users visited fundraising site JustGiving in October 2016. Charity fundraising sites like JustGiving allow users to 

create a fundraising page to receive donations for causes they wish to support or a goal they want to achieve.  In October 2016,

JustGiving had a reach of 4.1% of the total digital population.

• 14 million people visited a WordPress blog or site in October 2016, giving WordPress a reach of 28% across the total digital 

population, ranking higher than similar platforms such as Google’s Blogger property (which had 20% reach). 

• Mobile visits to WordPress sites were also the highest among the selected platforms, with 83% of visits coming from mobile 

devices. 

• The open social forum Reddit allows users to access or create forums to discuss topics or share content. It had 6.7 million unique 

visitors in October 2016.

• In 2016, two-thirds of internet users (67%) felt confident enough to make blogs and share photos and videos online. In 2017 three 

in ten (30%) reported ever uploading or adding content to the internet. 

5 Arts, culture and libraries

• Around a quarter of adults in England use the internet for cultural purposes; three in ten (29%) said they had accessed a museum

or gallery website in the previous 12 months, while reported use of libraries (14%) and archives (10%) was lower. 

• The National Trust website, which provides information about heritage sites in the UK, has the largest reach (1.9% of the total 

digital population) among the arts and heritage sites selected for analysis using comScore methodology. 

• In general, women are more likely than men to visit the arts, culture and libraries websites selected for analysis. For a small number 

of sites, the opposite is true. The majority of unique users of the Internet Archive, the National Trust of Scotland (57%) and the 

National Library of Scotland were men (54%, 57% and 59% respectively).

• Almost half of the visitors to the National Trust of Scotland were aged between 25-34 and more than a third (34%) of visitors to the 

National History museum were aged 25-34. During the same time period, more than half (57%) of visitors to the National Library of 

Scotland were aged over 55. 

Executive summary: key findings
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2 Government and politics

This section draws on data from a range of sources, including Ofcom surveys and the data 

services departments of the UK and devolved governments. 

For the UK Government, data were drawn from GOV.UK, with additional data from the Cabinet 

Office. 

For Scotland, data were drawn from GOV.SCOT, which covers the responsibilities of the 

Scottish Government and from mygov.scot, which provides access to public services. 

For Wales, data were drawn from GOV.WALES, the website for the Welsh Government, 

communicating its policies and activities.

For Northern Ireland, data were drawn from nidirect.gov.uk, the official government website 

which provides access to government information and services, and also from 

northernireland.gov.uk which provides information on the Northern Ireland Executive.

Given the various types of government service sites, and the different types of metrics 

provided, it is not possible to compare these figures across the nations. For example, we 

cannot provide analysis by device across all nations, and in some instances most-visited 

pages are highlighted, while in others instances we report on the most popular themes or 

topics on a website.
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Key findings

Desktops are the most popular device for accessing public service information and government sites.

Ofcom research shows that in 2016 a majority of internet users had ever looked online for public services information 

on government sites (60%) and completed government processes online (59%). The majority of people who had 

completed government processes online said they mostly used a desktop to do this, although this was less likely than 

in 2015 (60% vs 68% in 2015). 

Data from government data service departments show that in October 2016, seven in ten of the sessions recorded on 

GOV.SCOT and GOV.WALES were via a desktop. Users of mygov.scot were almost twice as likely as users of 

GOV.SCOT to visit via a mobile phone  (41.9% vs 21.3%). 

The type of information looked at on government sites varies by nation

The most-viewed ministerial page on GOV.UK in 2016 was the Department for Work and Pensions, and the most 

popular topic area on GOV.WALES in 2016 was Education and Skills. The most-viewed page on GOV.SCOT in 2016 

was about bank holidays, while the most-viewed page on mygov.scot in 2016 was to check whether a vehicle had been 

taxed. The most popular theme on nidirect was motoring, followed by employment.

Four in ten (43%) internet users have ever used an online petition or campaigning site, according to Ofcom 

data. 

Of the petition and Freedom of Information websites analysed using the comScore methodology, Change.org had the 

highest audience in October 2016, followed by 38degrees.org). 

Government and politics
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Source: Ofcom Adults’ Media Use and Attitudes report, fieldwork carried out by Saville Rossiter-Base in November to December 2016.

IN13/IN14 – Which if any of these activities have you ever done online? / And which if any of these activities have you used the internet for in the last week? 

Base: All adults 16+ who go online (1553)

Figure 1.1: Use of online public/ civic services: 2016

A majority of internet users have ever undertaken two of the public/civic activities asked about: looking online for public services information on government 

sites (60%) and completing government processes online (59%). Close to half (46%) have ever paid for their council tax or other local council service online, 

while more than four in ten have ever signed an online petition or used a campaigning website (43%).

More than one in ten internet users (15%) say they have looked online for public services information on government sites in the past week. 

Government and politics
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Source: Ofcom Adults’ Media Use and Attitudes report, fieldwork carried out by Saville Rossiter-Base in November to December 2016.

IN16 – Which one of these device do you use most for completing government processes online? (prompted responses)

Base: All adults 16+ who go online and who complete government processes online.

Figure 1.2: Device mostly used for completing government processes: 2014-2016

Six in ten internet users who ever go online to complete government processes say they are most likely to use a laptop/netbook or a desktop computer for 

this purpose. In 2016 a laptop/netbook or a desktop computer was less likely than in 2015 to be mostly used for this purpose (60% vs. 68% in 2015) and a 

tablet was more likely to be mostly used (22% vs. 16% in 2015)

Government and politics
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Source: www..gov.uk/performance, with additional data from the Cabinet Office.

Figure 1.3: Key metrics on GOV.UK

GOV.UK is a portal providing access to a range of UK government information and services. 

According to data from the UK Government, there were 89,722,084 session visits to the portal in October 2016. Nearly six in ten (55.9%) of these 

sessions were via a desktop, three in ten (34.3%) from a mobile phone and one in ten (9.8%) from a tablet.
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Source: www..gov.uk/performance with additional data from the Cabinet Office

Note: this data covers only department and policy content found on /government and /guidance URLs; mainstream content with a wider appeal (such as information 

like 'next Bank Holiday‘) is not included. In cases where content is shared between multiple departments, only one of the departments will have been recorded as 

having received a page view.

Figure 1.4: Top ten ministerial pages on GOV.UK in 2016

In 2016, the Department for Work and Pensions was the most-viewed ministerial page on GOV.UK. It received 2.7 million page views. The 

second most-visited ministerial page was the Foreign & Commonwealth Office with 2.2 million page views. 

Topic Page Annual Page views

Department for Work and Pensions /government/organisations/department-for-work-pensions 2,699,534

Foreign & Commonwealth Office /government/organisations/foreign-commonwealth-office 2,248,630

Home Office Home /government/organisations/home-office 2,232,152

Department for Education /government/organisations/department-for-education 1,795,072

Ministry of Defence /government/organisations/ministry-of-defence 1,649,763

Department for Environment /government/organisations/department-for-environment-food-rural-affairs 1,458,837

Department of Health /government/organisations/department-of-health 1,042,150

Department for Education /government/collections/national-curriculum 940,394

Department for Work and Pensions /guidance/jobcentres-where-you-can-claim-universal-credit 881,672

Department for Work and Pensions /government/publications/application-for-a-state-pension-statement 739,593

Government and politics
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Source: website analytics from Scottish Government

Note: www.gov.scot covers the responsibilities of the Scottish Government and aims to explain how the Government works, what it does and how it is performing. 

www.mygov.scot is a consumer-friendly resource for people in Scotland to access public services. It was made available in September 2015 and is included in this 

report in Figures 1.6 & 1.7. 

GOV.SCOT is the website of the Scottish Government and provides information about the devolved government for Scotland and its responsibilities. 

According to data from the Scottish Government, there were 494,102 unique users to the portal in October 2016. Seven in ten of these sessions were via a 

desktop, two in ten from a mobile phone and one in ten from a tablet.

Figure 1.5: Key metrics for GOV.SCOT
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Source: website analytics from Scottish Government

Note: This data excludes the Scottish Government Blogs, News and Consultations websites (http://blogs.scotland.gov.uk / http://news.scotland.gov.uk / 

http://consult.scotland.gov.uk).

Figure 1.6: Top ten pages on GOV.SCOT by topic: 2016

The most-viewed pages on GOV.SCOT in 2016 were bank holidays (624,423 page views), recent publications (250,803) followed by a page 

setting out an affordable housing new build scheme (210,588).

Topic Page Page views

Bank Holidays in 

Scotland /Topics/People/bank-holidays 624,423

Scottish Government -

Recent Publications /Publications/Recent 250,803

Scottish New Build 

Shared Equity Scheme /Topics/Built-Environment/Housing/BuyingSelling/help-to-buy 210,588

Getting it right for every 

child (GIRFEC) /Topics/People/Young-People/gettingitright 208,452

Technical Guidance /Topics/Built-Environment/Building/Building-standards/publications/pubtech 173,746

Building Standards /Topics/Built-Environment/Building/Building-standards 165,132

Scottish Government -

subjects by topic /Topics 144,675

The Scottish Government 

- Home Page /Home 143,724

Scottish Welfare Fund 

(SWF) /Topics/People/fairerscotland/scottishwelfarefund 132,669

SWF - Where to apply /Topics/People/fairerscotland/scottishwelfarefund/howtoapplytothescottishwelfarefund 125,904

Government and politics
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Source: Data provided by the Scottish Government. MYGOV.SCOT was made available as a live product in September 2015. It is a consumer-friendly resource for 

people in Scotland to access public services.

Figure 1.7 Key metrics for mygov.scot

Mygov.scot was launched in September 2015, and is a consumer-friendly resource for citizens to access public services.

According to data from the Scottish Government, 131,050 unique users visited mygov.scot in October 2016. Desktop and mobile were the most 

common devices used to access the services, with both being used by four in ten people (desktop 43.4%, mobile 41.9%).
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Source: Data provided by the Scottish Government. MYGOV.SCOT was made available as a live product in September 2015. It is a consumer-friendly resource for 

people in Scotland to access public services.

Figure 1.8: Top ten pages on mygov.scot, by topic: 2016

Topic Page Page views

Check if a vehicle is taxed - mygov.scot /check-if-a-vehicle-is-taxed/ 274,524

Business rates calculator - mygov.scot /business-rates-calculator/ 255,120

Car tax: Tax or renew your vehicle 

online - mygov.scot /car-tax-renew/ 116, 781

Apply for or renew a Blue Badge in 

Scotland - mygov.scot /apply-blue-badge/ 107,714

Change the address on your driving 

licence - mygov.scot /change-address-driving-licence/ 102,828

Check the MOT history of a vehicle -

mygov.scot /check-mot-history/ 95,759

Funding opportunities - mygov.scot /funding-opportunities/ 61,607

Change the address on your driving 

licence - mygov.scot /change-the-address-on-your-driving-licence/ 53,287

Access to public services in Scotland -

mygov.scot / 47,169

Car tax: Tax or renew your vehicle 

online - mygov.scot /car-tax-tax-or-renew-your-vehicle-online/ 44,754

The most-viewed page on mygov.scot in 2016 was to check whether a vehicle had been taxed (274,524 page views). This was followed by a 

business rates calculator (255,120 page views) and taxing or renewing vehicle tax online (116,781).

Government and politics
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Source: Data provided by Welsh Government. Figures exclude internal use by Welsh Government staff/ web team

Figure 1.9: Key metrics for GOV.WALES

GOV.WALES is the website for the Welsh Government, communicating its policies and activities. The site also acts as a signpost to many 

transactional services available to people living in Wales.

In October 2016, GOV.WALES was accessed by 179,219 unique users. 70% of these users accessed the service via a desktop, 20% via mobile 

and 10% via tablet.  
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Source: Data provided by Welsh Government 

Figure 1.10: Top topic areas and pages on GOV.WALES: 2016

In 2016 the most popular topic area for people to visit was Education and Skills (1,400,054 page views). This was followed closely by Environment and 

Countryside (1,358,858), and the third most viewed topic area was Health (812,868). 

Topic Page Page views

Education and Skills
/educationandskills/ 1,400,054

Environment and Countryside /environmentcountryside/ 1,358,858

Health /health/ 812,868

Transport
/transport/ 537,077

People and communities /people-and-communities/ 509,843

Planning /planning/ 487,527

Housing and Regeneration /housing-and-regeneration/ 371,179

Science and Technology /science-and-technology/ 235,716

Local Government /localgovernment/ 133,669

Tourism /culture-tourism-sport/ 104,780

Government and politics
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Source: Data provided by nidirect Central Editorial Team from Google Analytics

*A period of time (max 30 mins) when a user is interacting with the site. Can consist of several page views or just one.

Figure 1.11: Key metrics for nidirect.gov.uk: October 2016

Nidirect.gov.uk is the official government website for people living in Northern Ireland. It provides information on a wide range of topics including 

motoring, money and employment. It can also be used to access and complete a number of government services online, such as booking a 

driving test, reporting a problem with a road or street and paying rates. 

In October 2016, nidirect had nearly two million sessions* in total. The number of users across the month was 1.5 million, while the total number 

of page views was 3.7 million. 

Sessions* Users Page views

nidirect.gov.uk 1,916,395 1,513,506 3,672,486

Government and politics
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Source: Data provided by nidirect Central Editorial Team from Google Analytics

Figure 1.12: Top topic areas and pages, nidirect.gov.uk: October 2016

The most popular topic on the nidirect website in October 2016 was motoring (376,385 sessions), followed by employment (239,015) 

and money, tax and benefits (150,646). 

Topic Sessions Page views

Motoring 376,385 653,918

Employment 239,015 343,528

Money, tax and benefits 150,646 252,761

Pensions and retirement planning 131,821 217,987

Travel, transport and roads 102,892 148,768

Government, citizens and rights 82,837 127,970

Leisure, home and community 81,430 170,273

Crime, justice and the law 80,227 176,154

Parents 73,189 103,120

People with disabilities 65,700 110,128

Government and politics
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Source: Data provided by nidirect Central Editorial Team from Google Analytics

Figure 1.13: Top topic areas and pages, nidirect.gov.uk: October 2016

The article with the most page views was about calculating state pension age (39,065). Two of the articles with the greatest number of page 

views related to motoring; book, change or cancel your MOT test appointment (38,819 page views) and book, change or cancel your theory 

test appointment (37,642). 

Articles Page views

Calculate your State Pension age 39,065

Book, change or cancel an MOT/vehicle test appointment                                                                       38,819

Book, change or cancel your theory test appointment 37,642

Dangerous and restricted items: what you cannot take on board a flight      37,603

Winter Fuel Payment - how much you can get and when you'll be paid 29,207

Disability Living Allowance (DLA) 26,829

Sick pay rights 23,681

Employee's health and safety responsibilities 22,319

The National Minimum Wage 21,965

The photocard driving licence explained 21,957

Government and politics
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Source: Data provided by nidirect Central Editorial Team from Google Analytics

Figure 1.14: Top ten departmental sites, nidirect.gov.uk: October 2016

The most-visited departmental site in October 2016 was the Department of Agriculture, Environment and Rural Affairs. This was followed by 

the Department of Finance and then the Department of Education. 

Department Sessions Users

Department of Agriculture, Environment and Rural Affairs (daera-ni.gov.uk) 94,411 61,690

Department of Finance (finance-ni.gov.uk) 86,107 61,628

Department of Education (education-ni.gov.uk) 72,698 54,538

Department of Health (health-ni.gov.uk) 67,802 50,360

Department for Communities (communities-ni.gov.uk) 51,332 35,724

Department for Infrastructure (infrastructure-ni.gov.uk) 37,690 26,094

Department for the Economy (economy-ni.gov.uk) 30,312 20,463

Department of Justice (justice-ni.gov.uk) 29,600 19,371

The Executive Office (executiveoffice-ni.gov.uk) 10,081 7,307

Government and politics
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Source: Data provided by nidirect Central Editorial Team from Google Analytics

*A period of time (max 30 mins) where a user is interacting with the site. Can consist of several page views or just one.

Figure 1.15: Key metrics for northernireland.gov.uk: October 2016

Northernireland.gov.uk is the corporate government website for people living in Northern Ireland. It provides information on the Northern Ireland 

Executive including areas such as the history of the Executive, publications, consultations and contact information. The website also provides links to 

nidirect, nibuisnessinfo.co.uk and GOV.UK on all of its pages. 

In October 2016, northernireland.gov.uk had 24,320 sessions in total. The number of users across the month was 17,825, while the total number of 

page views was 49,560. 

Sessions* Users Page views

Northernireland.gov.uk 24,320 17,825 49,560

Government and politics
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Source: Data provided by nidirect Central Editorial Team from Google Analytics

Figure 1.16: northernireland.gov.uk top sites: October 2016

The most-visited pages in October 2016 was the home page of northernireland.gov.uk. This was followed by the Northern Ireland 

Executive’s press releases.  

Department Page views

Home page 10,401

Press releases 4,751

Programme for Government 4,058

Programme for Government Consultation 2,707

Draft Programme for Government Framework 2016-21 2,680

Publications 1,915

Government departments 1,609

Consultations 1,219

Your Executive 875

McIlveen clarifies position on spreading slurry in exceptional circumstances 684

Government and politics
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Figure 1.17: Use of selected petition sites and freedom of information (FoI) sites

Citizens can use online petition services such as Change.org, 38 Degrees and Avaaz.org to create and respond to online petitions. These are often promoted 

via social media platforms. The completed petitions are then sent to the relevant organisation by the petition site operators. Change.org had the highest 

audience, at 1.8 million in October 2016 (3.6% reach), followed by 38degrees.org (1.1 million unique visitors).

Whatdotheyknow.com (accessed by 0.7% of the digital audience in October 2016) is designed to make it simple for citizens to request information held by public 

bodies within the UK, including the devolved administrations, under the Freedom of Information legislation. A related site Theyworkforyou.com allows citizens to 

search the voting records of parliamentarians across governments and track the process of legislation, and was accessed by 40,000 unique users in October 

2016. Both of these sites are run by  MySociety, a not-for-profit civic technology organisation.

October 2016 Unique

visitors 

(millions)

Active 

Reach %

CHANGE.ORG [P] 1.8 3.6

38DEGREES.ORG.UK [P] 1.1 2.1

WHATDOTHEYKNOW.COM [P] 0.4 0.7

AVAAZ.ORG [P] 0.2 0.4

THEYWORKFORYOU.COM [P] 0.04 0.1
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Figure 1.18: Unique visitors to selected petition sites and FoI sites: October 2016
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Over 55s and women formed the largest demographic groups among October 2016 visitors to petition sites such as Avaaz.org, 38Dregree.org.uk and 

Change.org.

Four in ten visitors to Theyworkforyou.com were aged 25-34 in October 2016; this age group is also well represented for Whatdotheyknow.com. Across 

both FOI and selected petition sites, women were more likely to visit than men. 

Government and politics: comScore
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3 Health information 

This section is based on data from comScore’s health information category. These groups of 

websites typically provide citizens with health information that they can choose to access 

instead of seeing a doctor.The content of these websites commonly includes symptom 

checkers, drug descriptions, details of medical conditions and health service location details. 
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Key findings

NHS sites were the most popular health information sites visited in October 2016

13.7 million unique online users visited NHS sites in October 2016, making them the most popular health information 

sites that month. More than a quarter (27.2%) of the total digital population used the resources available on the NHS 

sites, including NHS.uk, which enables citizens to find local health services (including GPs, hospitals and dentists), and 

look up symptoms, conditions, medicines and treatments. 

Symptom checkers are included in all the top health sites

The US-based website Web MD is a source of health information, including details of conditions and articles by medical 

practitioners. In the UK, Web MD has a partnership with Boots, providing UK-centric information for visitors. Web MD 

had the second highest reach among sites within comScore’s health information category; used by 16.9% of the total 

digital population. Symptom checkers are also present on all the top-ranking health information sites, providing a tool 

for users to look up their symptoms. 

Women are more likely than men to visit health information websites

Across all the top-ranking health information websites covered by comScore, women made up the greater proportion of 

unique visitors. Seventy-four per cent of unique visitors to the ‘everyday health’ sites were women; this was the highest 

proportion of female visitors compared to the other health information sites, with the NHS sites having the lowest 

proportion of female visitors (63%). The largest group of visitors to health information sites were aged between 25 and 

34.

Health information
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Figure 2.1: Top five websites in comScore’s ‘health information’ category

October 2016

Unique

visitors 

(million)

Active reach

(%)

NHS Sites [P] 13.7 27.2

WebMD Health [P] 7.9 15.6

Healthline [P] 5.2 10.4

PATIENT.INFO [P] 4.0 7.9

Everyday Health [P] 3.6 7.2

Health information sites offer citizens the opportunity to research medical conditions or investigate symptoms. NHS sites were the most widely 

accessed websites in comScore’s ‘health information’ category in October 2016; accessed by 13.7 million unique visitors and reaching 27.2% of 

the digital population. 

Other major sites and apps in the ‘heath information’ category include the US-based WebMD Health (ranked second with 15.6% reach or 7.9 

million unique users in October 2016). WebMD Health partners with the UK chemist Boots to provide health information on its website.

Health information: comScore
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Figure 2.2: Visitors to selected health information sites, by age and gender: October 2016 
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Across the top sites for health information, the most likely age group to access them was 25-34s. Close to three-quarters of visitors to ‘everyday 

health’ sites were women, a similar proportion to visitors to all the top health information sites in October 2016. 

Health information: comScore
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4 Education

This section provides a range of data from comScore’s top websites within the education 

category, as well as a bespoke run for selected sites which offer free and paid-for online 

courses. 
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Key findings

Three of the five most-accessed education websites in 2016 were BBC sites 

The Student Room accounted for the highest number of unique users each month across 2016, with the exception of 

October and November, when BBC Learning had the highest number of unique users. Throughout 2016, BBC 

Learning, BBC Knowledge and Learning and BBC Bitesize were in the top five most-accessed sites (which are 

comScore Unified) and were more likely to attract visitors under the age of 18. The largest group of visitors to The 

Student Room were aged 18-24 (40% of unique visitors).

Visits via mobile devices tend to be shorter than average visits. 

The largest difference between the duration of an average visit from any platform compared to a visit from a mobile 

platform was on TES.com (18 mins for average visit (digital) vs. 3 mins for mobile). TheStudentRoom Group had the 

closest differential between an average visit (digital) and a mobile visit (6 mins for average vs. 4 mins for mobile).

Education websites are least popular during the summer

Sites which provide educational resources to students tend to have the lowest reach during July and August. The 

number of users accessing The Student Room Group, BBC Learning, BBC Knowledge and Learning and BBC Bitesize 

decreased by around 1 million unique visitors from May to July. More specialist MOOC websites, which focus on more 

advanced courses, remained consistent during this period.

Education
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Figure 3.1: Top five websites in comScore’s ‘education’ category

October 2016

Unique

visitors 

(millions)

Active 

Reach %

BBC Learning [C] 3.2 6.4

The Student Room 

Group [P]
3.0 5.9

BBC Knowledge & 

Learning Beta [C] 
2.0 3.9

TES.COM [P] 1.6 3.3

BBC Bitesize [C] 1.6 3.1

In October 2016, 27.6 million people visited at least one website or app in comScore’s ‘education’ category on desktops, laptops and/or on mobile 

devices. The Student Room Group (visited by 6% of the total online population) provides a range of resources for students including information, 

discussion boards and homework resources. It consistently recorded the highest number of unique visitors throughout 2016, except between October –

Novembe,r when BBC Learning was higher.  

Despite being archived, BBC Learning was visited by 3.2 million unique visitors in October 2016. This is likely to be because it is a gateway to numerous 

other BBC educational resources. TES.com (visited by 2.0 million unique visitors in October 2016) includes job and professional information for those 

working in education, and is therefore likely to attract an older audience.

Education: comScore
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Figure 3.2: Visitors to education sites, by age and gender: October 2016
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While the BBC education sites were most popular among under-18s in October 2016, these sites had broad appeal across most ages. TheStudentRoom

Group sites were most commonly visited by 18-24s, probably because the website provides information and message boards for students in further 

education. Women made up the majority of visitors to all of the top websites listed in comScore’s education category, and more than three-quarters of 

visitors to TES.com were female. 

Education: comScore
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Figure 3.3: Mobile audience and time spent on education sites: October 2016
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Over half of those who visited The Student Room websites in October 2016 did so using a mobile device (smartphone or tablet) at least once. 

TheStudentRoom Group had the closest differential between desktop and mobile users for average time spent (6 minutes for total digital users and 4 minutes 

for mobile). By comparison, average desktop visits to TES.COM lasted more than 15 minutes, and visits via mobile devices lasted 3 minutes, potentially 

reflecting the different audiences for these sites.  

Education: comScore
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Figure 3.4: Top five websites in comScore ‘education’ 

category, among children 6-14 using laptops/desktops*

October 2016 

Unique

visitors 

(million)

Active 

Reach %

BBC Learning [C] 0.3 5.9

BBC Knowledge & 

Learning Beta [C]
0.3 4.7

BBC Bitesize [C] 0.2 3.5

Active Learn Primary [P] 0.1 1.2

TheStudentRoom Group 

[P]
0.1 1.2

Source: comScore MMX, UK, 6-14 Audience, January – December 2016

* Smartphone and tablet use is not currently captured for comScore panellists aged under 18

Among children aged 6-14 using laptops and desktops*, education websites from the BBC had the highest reach in October 2016, with 0.3 million 6-14s 

accessing at least one of: BBC Learning, BBC Knowledge and Learning Beta, or BBC Bitesize. These were followed by Active Learn Primary (a Pearson-

owned primary education resource site), and TheStudentRoom Group, both of which had 0.1 million visitors in October 2016. Use of these sites 

decreased significantly at holiday times, but rose sharply again at the start of the academic year.

Education: comScore
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Figure 3.5: Selected MOOCs

October 2016 

Unique

visitors 

(million)

Active 

Reach %

FUTURELEARN.COM [P] 0.3 0.6

KHANACADEMY.ORG [P] 0.3 0.5

COURSERA.ORG [P] 0.2 0.4

CODECADEMY.ORG [P] 0.1 0.2

EDX.ORG [P] 0.1 0.1

Massive Open Online Courses (MOOCs) are open-registration courses that are delivered online, often by educational institutions such as universities, 

and anyone can register to take part. Khan Academy (which had 0.3 million visitors in October 2016) offers free online courses for all ages and learner 

levels, including primary maths. The data shows a distinct decrease in the use of Khan Academy during the summer holiday period, while the more 

specialist MOOC websites, which focus on more advanced courses, have a more consistent level of use during this period. 

Education: comScore
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5 Participatory media: fundraising and 

blogging 

The data analysed in the following section indicate the engagement of online users on 

platforms where they can seek funding, whether for a charity or a business, as well as share 

content and take part in wider discussions. 
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Key findings

Two million online users visited fundraising site JustGiving in October 2016

Individuals with access to the internet are using online platforms to raise funds for a variety of charitable causes, 

businesses and services. Charity fundraising sites like JustGiving allow users to create a fundraising page to receive 

donations for causes they wish to support or goals they want to achieve.  In October 2016, JustGiving had a reach of 

4.1% of the UK total digital population.

Two-thirds of internet users feel confident enough to make blogs and share photos and videos online

Ofcom’s 2016 Media Use and Attitudes survey shows that more than two-thirds of people in the UK are confident in 

their ability to make blogs and share photos or upload videos online. Data from Ofcom’s 2017 Technology Tracker

shows that three in ten internet users report ever uploading or adding content to the internet.

Fourteen million people visited a WordPress blog or site in October 2016

WordPress (a blogging platform) had a reach of 28% across the total digital population, ranking higher than similar 

platforms such as Google’s Blogger property (which had 20% reach). Mobile visits to WordPress sites were also the 

highest among the selected platforms, with 83% of visits coming from mobile devices. The open social forum, Reddit, 

which allows users to access or create forums to discuss topics or share content, had 6.7 million unique visitors in 

October 2016.

Participatory media: fundraising and blogging
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Figure 4.1: Use of fundraising websites

October 2016

Unique

visitors 

(millions)

Active 

Reach %

JUSTGIVING.COM [P] 2.0 4.1

GOFUNDME.COM [P] 0.8 1.6

KICKSTARTER.COM [P] 0.8 1.5

INDIEGOGO.COM [P] 0.3 0.6

PATREON.COM [P] 0.2 0.4

VIRGINMONEYGIVING.COM 

[P]
0.1 0.3

Fundraising websites such as JustGiving, GoFundMe and VirginMoneyGiving are a popular way for citizens to campaign and raise money for their preferred 

charities or start-up projects. JustGiving had two million unique visitors in October 2016, with a reach of over 4%. Kickstarter, Indiegogo and Patreon are 

designed for users raising funds (or donating to) a business, content creator or service. One of the most highly-funded UK-based projects is a video game 

version of a licenced board game which, as of March 2017, had secured over £3.7 million in funding by over 30,000 backers.

Participatory media: fundraising and blogging - comScore
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% respondents who say they are…  

Source: Ofcom Adults’ Media Use and Attitudes report, fieldwork carried out by Saville Rossiter-Base in November to December 2016. 

Q. IN11B. How confident are you using the internet to do things like making blogs, sharing photos online or uploading short videos to the internet?

Base: All adults 16+ who go online (1553)

Figure 4.4: Confidence in doing creative activities online: 2010-2016

Ofcom research found that the majority of internet users across the UK said that they were confident in using the internet to do things like making 

blogs, sharing photos online or uploading short videos to the internet. Nearly seven in ten people (69%) said that they are either ‘very’ or ‘fairly 

confident’ in using the internet to do these things. Although the percentage of people who feel ‘very confident’ remains the same as 2015, there 

has been an increase in those who say they are ‘fairly confident’ (23% 2015, 28% 2016).

Participatory media: fundraising and blogging 
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Source: Ofcom Technology Tracker, Half 1 2014-2017

QE5A/ QE5B. Which, if any, of these do you use the internet for?/ And, which, if any, of these activities have you used the internet for in the last week? (prompted responses, multi-

coded). 

Base: All adults aged 16+ who go online (3221 in 2017). 

Figure 4.5 Uploading content online: 2014-2017

In 2017 three in ten people (30%) use the internet for adding/ uploading content to the internet. 

Nearly two in ten people (17%) had used the internet to upload content such as photos, videos or blog posts in the previous week. This is up 

since 2014, when one in ten people (11%) who were asked the same question responded this way. There has been a gradual increase since 

2014 in how often people upload content to the internet. 

Participatory media: fundraising and blogging 
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Figure 4.2: Online blogging and forums

October 2016

Unique

visitors 

(million)

Active 

Reach %

WORDPRESS.COM* 

[P]
14.0 28

Blogger [M] 10.3 20

Reddit (w/history) [M] 6.7 13

Quora.com [P] 4.7 9

Wordpress.com offers free hosting for blogs. If the websites or blogs are set up to include the Wordpress domain in the URL, these sites are captured 

in the Wordpress.com traffic shown below. In our selected group of online blogs and forums, Wordpress.com had the largest reach, with 14 million 

people (28% active reach) across mobile and desktop users. Google’s blogging service, Blogger (which includes Blogspot) ranked second, with a 

unique audience of 10.3 million. 

Reddit, which had 6.7 million visitors in October 2016, is an online forum which gives users access to more than a million ‘sub-reddits’, or forums, 

where they can discuss topics or share content. It is a free service and has private messaging capabilities. Quora (4.7 million unique visitors in 

October) provides a similar form of social engagement where users can post questions – via a public or an anonymous profile – for other users to 

comment on. 

Unique audience (000’s)

Participatory media: fundraising and blogging - comScore
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Proportion of unique audience using mobile devices: October 2016 2015 

83%

66%

63%

42%

WORDPRESS.COM* [P]

QUORA.COM [P]

Blogger [M]

Reddit [P]

% Total unique visitors using mobile device

Source:  comScore MMX MP,UK, October 2016

Note: ‘Total digital’ is across desktop, laptop and mobile devices. 

Figure 4.3: Mobile audience, and time spent on blogging and forum sites: October 2016
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Compared to the other blogging platforms looked at, Reddit had the lowest number of unique visitors using a mobile device (smartphone or tablet) at least 

once in October 2016. The average time spent on Reddit per month (across all platforms, and via mobile) was significantly greater than on the other blogging 

platforms. 

Participatory media: fundraising and blogging - comScore
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6 Culture: heritage, arts, museums,    

archives and libraries

The selected websites contained in the following series of slides attempt to indicate the level 

of engagement online users have with heritage and arts websites. The dataset used includes 

websites that can be measured by the comScore methodology. The level of publisher census 

data used for projections can vary.



4848

Key findings

About a quarter of adults in England use the internet for cultural purposes 

Three in ten (29%) said they had accessed a museum or gallery website in the previous 12 months, while reported use 

of libraries (14%) and archives (10%) was lower. The National Trust website, which provides information about heritage 

sites in the UK, has the largest reach (1.9% of the total digital population) among the selected arts and heritage sites. 

In general, women are more likely than men to visit the cultural sites selected for analysis

Eleven sites, from across the cultural spectrum, were selected for analysis, based on the availability of comScore data. 

During October 2016, women were more likely than men to visit seven of the 11 websites selected for analysis. There 

was a relatively even gender split for English Heritage (51% men and 49% women). Only three of the sites had a male 

skew - the Internet Archive (54%), The National Trust for Scotland (57%) and the National Library of Scotland (59%).

Nearly half the visitors to the National Trust for Scotland were aged 25-34 

Almost half the visitors to the National Trust for Scotland were aged 25-34 and more than a third (34%) of visitors to the 

National History museum were aged 25-34. During the same period, more than half (57%) the visitors to the National 

Library of Scotland were aged over 55. 

Culture
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Source: Taking Part 2015/16 Quarter 4 Statistical release, Department of Culture, Media and Sport 

Base: Adults 16+ 2013/14 n=10355. 2014/15 n=9817 2015/16 n=9817

Definition of digital participation available from: https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/539312/Taking_Part_2015-16_Quarter_4_Report_-

_FINAL.pdf

Figure 5.1: Digital participation in cultural activities in England  

According to the DCMS Taking Part survey, about a quarter of adults in England use the internet for cultural purposes. In 2016, 29% said they had 

accessed a museum or gallery website in the previous 12 months. Reported use of libraries and archives was lower.

Culture
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Figure 5.2: Visitors to selected heritage, museum and gallery online sites

October 2016

Unique

visitors 

(million)

Active 

Reach %

NATIONALTRUST.ORG.UK [P] 0.9 1.9

ENGLISH-HERITAGE.ORG.UK 

[P]
0.4 0.8

TATE.ORG.UK [P] 0.3 0.6

VAM.AC.UK [P] 0.3 0.6

NHM.AC.UK [P] 0.1 0.3

NTS.ORG.UK [P] 0.1 0.1

Source: comScore MMX Multi-Platform, UK, January – December 2016

Entities reported National Trust NATIONALTRUST.ORG.UK [P], English Heritage ENGLISH-HERITAGE.ORG.UK [P], Natural History Museum NHM.AC.UK [P], Tate Galleries TATE.ORG.UK [P], V&A Museum 

VAM.AC.UK [P]; National Trust Scotland NTS.ORG.UK [P]

Six heritage, museums and arts sites were selected for analysis, based on the availability of comScore data. Of these, NATIONALTRUST.ORG.UK has the 

largest number of unique visitors throughout the year. The peak for 2016 was in July when NATIONALTRUST.ORG.UK reached more than 1.3 million 

unique visitors. 

Culture: heritage, arts, museums
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Source: comScore MMX Multi-Platform, UK, October 2016

Figure 5.3: Unique visitors to selected galleries, heritage and museum sites, by audience 

profile: October 2016

Over 55s amounted to over a quarter of visitors English Heritage, National Trust and V&A sites in October 2016. The Natural History Museum and the 

National Trust for Scotland were popular among 25-34s. The National History Museum had the largest proportion of female visitors compared to the 

other heritage, gallery and museum sites, at 62%. Overall, women were more likely than men to visit these sites in October 2016.

Culture: heritage, arts, museums
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Source: comScore MMX Multi-Platform, UK, January – December 2016. Entities reported UK National Archives NATIONALARCHIVES.GOV.UK [P], Internet Archive 

ARCHIVE.ORG [P], British Library BL.UK [P], Library of Congress LOC.GOV [P], National Library of Scotland NLS.UK [P]

Note: 1) Scotland and Northern Ireland hold separate national archives. The National Archives of Scotland hold government and private documents relating to Scotland, while the 

Public Records Office of Northern Ireland holds private and official records for Northern Ireland. These are not reported on comScore. There is no specific national library for 

Northern Ireland. 

Figure 5.4: Selected libraries and archives

October 2016 

Unique

visitors 

(million)

Active 

Reach %

The Internet Archive 

(US)
0.9 1.7

UK National Archives 0.8 1.6

British Library 0.2 0.5

Library of Congress 

(US)
0.1 0.2

National Library of 

Scotland
0.1 0.1

As there is no defined comScore category for libraries or archives, the organisations shown here are those considered to be either major institutions or 

provide a useful comparison, and are reported by comScore. The UK’s National Archive was visited by 0.8 million users in October 2016. This is an archive 

for England and Wales as well as for the UK Government. Around 900,000 unique visitors visited the Internet Archive (archive.org) in October 2016; this is a 

US-based not-for-profit organisation which provides a repository of video and audio media of old websites and software, as well as access to the text of 

digitised books. The British Library had over 200,000 visitors during the same period, and the National Library of Scotland had around 50,000.

Culture: archive and libraries



5353

59%

45%

45%

54%

42%

41%

55%

55%

46%

58%

National Library of Scotland

Library of Congress

British Library

Internet Archive (US)

National Archives (UK)

Male

Female

Unique audience (%)

0%

7%

9%

2%

3%

6%

31%

20%

8%

7%

10%

10%

21%

22%

21%

3%

19%

24%

24%

21%

25%

19%

12%

17%

17%

57%

13%

14%

27%

29%

National Library of Scotland

Library of Congress

British Library

Internet Archive (US)

National Archives (UK) Under 18

18-24

25-34

35-44

45-54

55+

Source: comScore MMX Multi-Platform, UK, October 2016

Figure 5.5: Unique visitors to selected libraries and archive sites: October 2016

Six in ten unique online visitors to the National Library of Scotland sites in October 2016 were aged 55 and above. Visitors to the site were more likely 

to be male. Visitors to the Library of Congress sites were predominantly aged 18-24. 

Culture: archives and libraries


