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About this document 
This document provides an in-depth study of the findings from the Digital Day 2016 
children’s consumer research. It focuses on the data from the children’s quantitative three-
day diary study, and includes some comparisons to the adults’ study and Digital Day 2014. 
Key findings from the main adults’ study were published in August as part of our 
Communications Market Report 2016. 

The research provides a snapshot of media and communications behaviour over a three-day 
period, exploring when and how children use services and devices throughout the day, 
covering both personal and study use; in and away from the home.  

The Communications Act 2003 placed a responsibility on Ofcom to promote, and to carry out 
research into, media literacy. This report on children’s digital day contributes to Ofcom’s 
work in this area and will be published alongside Ofcom’s Children’s and Parents’ Media Use 
and Attitudes and Children’s Media Lives reports.  

The data can be accessed by visiting www.digitaldayresearch.co.uk. This interactive site 
allows you to explore the data yourself and to create and download custom-built slides and 
chart packs.  

 

  

http://www.digitaldayresearch.co.uk/
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Section 1 

1 Introduction 
While Ofcom makes use of a wide range of industry research that allows us to understand 
how people consume broadcast media and how they use websites, there is little current 
insight into how people use media and communications services and devices together, and 
how these form a central part of a consumer’s day.  

Therefore, in March to April 2016, Ofcom conducted an in-depth study on UK adults’ and 
children’s total media and communications activities to provide an overview of the role of 
media and communications in people’s lives. The research provides a snapshot of people’s 
media and communications behaviour over a seven-day period, exploring when and how 
people use services and devices throughout the day, covering both in- and out-of-home use. 

1.2 Methodology for the children’s study 

A nationally representative sample of 1,512 UK adults aged 16+ participated in the main 
Digital Day study in March-April 2016, completing seven-day media diaries. However, 
alongside the adults’ study, a children’s sample of 238 primary school aged children (aged 6- 
11) and 238 secondary aged school children (aged 11-15) also took part, completing a
three-day media diary including two weekdays and one weekend day. The dataset analysed
in this report focuses on these participants1.

The survey recorded when participants undertook any of the 28 media and communications 
activities listed in Figure 1.1 and what device they were using, including any concurrent use, 
over three days. Participants recorded all their media behaviour in a paper diary, and these 
data were captured on a daily basis online.  

This study complements other Ofcom research into children’s use of media and 
communications services and devices. In particular, Ofcom has an ongoing study into 
children’s media literacy, with annual reports published on the website here: 
http://stakeholders.ofcom.org.uk/market-data-research/media-literacy-pubs/ 

1 For further detail on the methodology, questionnaires and findings from the full quantitative adults’ 
study, please refer to the technical appendix and the overview of findings, published in the 
Communications Market Report 2016. 
(https://www.ofcom.org.uk/__data/assets/pdf_file/0020/45515/technical_appendix.pdf) 

http://stakeholders.ofcom.org.uk/market-data-research/media-literacy-pubs/
https://www.ofcom.org.uk/__data/assets/pdf_file/0020/45515/technical_appendix.pdf
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Figure 1 Activities, definitions and abbreviations 

Activity Abbreviation used 

W
AT

CH
IN

G 

TV (live – at the time it is broadcast, including using the red button) Live TV 

Recorded TV (programmes or films stored on your personal/ digital recorder box using 
e.g. TiVo, Sky+ or Freeview+)

Recorded TV 

On-demand / catch-up TV or films (free) 
e.g. BBC iPlayer, All 4, Sky or Virgin on demand

Free On-Demand 

Downloaded or streamed digital TV or films (paid-for) e.g. Amazon Instant Video, 
Netflix, iTunes, Blinkbox, Sky Store, Disney Life 

Paid On-Demand 

TV or films  on DVD, Blu-ray, VHS video DVD/Bluray 

Short online video clips on e.g. YouTube, News sites 
(including those through Social Networking sites) 

Online video clips 

LIS
TE

NI
NG

 

Radio (at the time of broadcast) Live Radio 

On-demand/’Listen again’ radio programmes or podcasts On-Demand Radio 

Personal digital music or audio collection 
(e.g. on an ipod, smartphone, computer etc.) 

Personal digital audio 

Streamed online music (e.g. Spotify, Apple Music, Amazon Music and Google Play) Streamed music 

Personal music collection on CD, record or tape CD/Vinyl 
Music videos (i.e. music video channels or sites that you mainly used for background 
listening such as through YouTube or on MTV) 

Music videos 

CO
MM

UN
IC

AT
IN

G 

Through a Social Networking site 
e.g. Facebook, Twitter (excluding checking updates)

Social networking 

By Instant Messaging (e.g. Facebook Messenger, WhatsApp, BBM) Instant messaging 

By email (reading or writing emails) Emailing 

By text message (SMS, including iMessage, reading or writing) Texting 

By photo or video messages (MMS, viewing or sending) or Snapchat Photo or video messaging 

By phone call Phone calls 

By video calls (including Skype, Facetime, etc) Video calls 

Games (on an electronic device e.g. phone, games console) Video games 

RE
AD

IN
G/

BR
OW

SI
NG

/U
SI

NG
 

A newspaper/article (printed or online/digital including apps) Newspapers (print or digital
A magazine /article  (printed or online/digital including apps) Magazines (print or digital) 
Other online news e.g. BBC News, Sky News (not through a newspaper site) Other online news 

Sports news /updates (not through a newspaper site) Sports news/updates 

A book (printed or eBook) Books (print or digital) 
Online shopping or ticketing site/ app Online shopping/ticketing 

Other websites or apps - including checking updates on a social networks 
(e.g. Facebook, Twitter), online banking, etc 

Other websites or apps 

Other activities such as creating office documents/spreadsheets, creating or editing 
videos/music/audio, etc  or other apps or software/programs 

Other activities 



Average daily media and communications time

Adults 16+

8h 45m
2h 07m

5h 24m
1h 10m

4h 49m
0h 31m

6h 20m
2h 12m

Children 6-15 Children 6-11 Children 11-15

Actual time spent Simultaneous activity

Proportion of media and communications time attributed to activity

52% 32% 39%

8% 11% 19%

5% 27%

19%

22%
17%

4%

Watched Listened Communicated Played Read or
browsed

13%
12%

19%

Children 6-11 Adults16+Children11-15

Average time spent on activity by time of day

6pm-9pm3pm-6pmmidday-3pm9am-midday6am-9am 9pm-midnight

50%

75%

25%

Peak time for engagement in media and communications
Children 6-11 Children 11-15

6.30pm 8.15pm

89%
engaged

93% 
engaged

All children 6-15
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Proportion of children who are watching, per week

Live TV
Recorded TV
Free On-Demand
Paid On-Demand

Online video
DVD/Blu-Ray

Children 6-11 Children 11-15

80% 45%29% 27% 31%39% 73% 58%39% 26% 26%19%

Newspapers &
Magazines

Online newsSports news
& updates

Books
(print & digital)

Online (shopping,
websites & apps)

Other
activities

62% 40% 33% 58% 26% 36% 3% 3%2%9%4% 14%

Proportion of children that are reading/browsing/using, per week
Children 6-11 Children 11-15

NEWS

NEWS

KIDS

6pm-9pm3pm-6pmmidday-3pm9am-midday6am-9am 9pm-midnight

Peak times for reading books

20%

15%

10%

5%

Children 6-11 Children 11-15

Proportion of children
using social media, 

per week
Children 6-11

Children 11-15

51%

88%

10% of all media use

21% of all media use Music
streaming

3% 8%

Gaming
1% 5% NEWS

News
0% 3%

42% 57% 6% 54% 9% 15%

Short online clips Browsing/
checking updates

Social
networking Music videos

25%
2%

Activity on social media
Children 6-11 Children 11-15

Children’s Digital Day 2016 
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Section 3 

4 Overview of children’s media and 
communications use 
4.1 Time spent using media and communications 

Children have the lowest daily levels of media and communication time among all age 
groups 
Taking into account activities that are performed simultaneously (i.e. instant messaging a 
friend on a phone while watching a TV programme on a TV set), the total media and 
communications time undertaken by children aged 6-15 equates to 6 hours 34 minutes every 
day. But as some of these activities are undertaken simultaneously, they are compressed 
into 5 hours 24 minutes of actual time. 

Children spend less time involved in media and communications activities than adults, 
perhaps due to the amount of time children spend at school, and their earlier bedtimes than 
adults in general. Secondary school children aged 11-15 have higher usage levels than 
primary school children aged 6-11 (8 hours 32 minutes vs. 5 hours 20 minutes), but this is 
still lower than all adult age groups, including an hour less than those aged 65+ (who have 
the lowest adult usage levels overall, at 9 hours 33 minutes). Children aged 11-15 are also 
more likely to be undertaking media multi-tasking than the 6-11s (2 hours 12 minutes of 
simultaneous activity time for 11-15s vs. 32 minutes for 6-11s). 

When looking at how this has changed over time, children aged 6-15 spend 28 minutes less 
actual time, and 33 minutes less total time, engaged in media and communications than they 
did in 2014. At the same time, adults have seen a five-minute increase in actual time, but a 
decrease of 14 minutes in total time, indicating a comparatively higher decline in media 
multi-tasking. 
Figure 3: Average daily media and communications time, by age: 2016 

Base: Adults aged 16+ (1512), children aged 6-15 (476), primary 6-11 (238), secondary 11-15 (238) 

Adults 16+ Children 6-15 Primary 6-11 Secondary 11-15

8h 45m

5h  24m

9h 8m

4h 49m

6h 20m

10h 52m

Simultaneous 
activity

Actual time 
spent 6h 34m

5h 20m

8h 32m

- 14m - 33m - 16m - 1h 1m

Actual time spent

Total time spent 
Difference vs. 2014

+ 5m - 28m - 17m - 15m
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Children aged 6-11 spend more than half of their media and communications time 
doing watching activities, compared to just under a third for 11-15s 
As figure 4 shows, watching activities account for the greatest proportion of children’s media 
and communications time (42%). Although this is similar to all adults (39%), there is a 
notable difference between 6-11s and 11-15s (52% vs. 32%). 

While watching activities make up a smaller proportion of 11-15s media and communications 
time, they are spending a considerably greater proportion of time communicating than both 
the 6-11 group and all adults (27% vs. 5% and 19%), but a broadly similar proportion as 16-
24s (32%) and 25-34s (24%). The proportion of time that 11-15s spend communicating is 
broadly similar to the time they spend on watching activities (27% vs. 32%). This is perhaps 
unsurprising, given the prevalence of mobile phones among this age group, which are 
significant aids in digital communications: our quantitative data shows that 32% of 8-11s own 
a mobile phone, increasing to 79% of 12-15s2. The next section looks at these activities in 
more detail. 
Figure 4: Proportion of meda and communications time attributed to activity types: 2016 

 
Base: Adults aged 16+ (1512), children aged 6-15 (476), primary 6-11 (238), secondary 11-15 (238) 

Live TV and video games are the two most popular activities among both 6-11s and 
11-15s 
While Figure 4 shows the proportion of media and communications time children spend on 
each activity type, figure 5 shows the weekly reach of particular media and communications 
activities by age group. For 6-11s, watching activities represent six of the ten most popular 
activities, with nearly all (98%) engaging with at least one type of watching activity at some 
point during the week. While a similar proportion of 11-15s are involved in any watching 
activities (95%), these make up only three of the top ten activities. Video games are also 
very common among both age groups (81% for 6-11s and 70% for 11-15s). 

As noted above, communicating is much more popular among the older age group, with nine 
in ten (88%) saying they participate in at least one of the activities measured, compared to 
three in ten (30%) of the younger age group. Texting, social networking and instant 
messaging are all in the top ten activities for 11-15s, while no communicating activities make 

                                                
2 Children’s and Parents’ Media Use and Attitudes Report 2016 

39%

42%

52%

32%

19%

10%

8%

11%

19%

16%

5%

27%

4%

19%

22%

17%

19%

13%

13%

12%

Adults 16+

Children 6-15

Primary 6-11

Secondary 11-15 2665

2029

2274

3677

Watched Listened Communicated Played Read/Browsed/Used

Average weekly mins.
of media & comms 

activity*
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the top ten for 6-11s. Books (print or digital) are the third most popular activity for 6-11s 
(62%), while they are only the eighth most popular activity for 11-15s (40%). 

Figure 5: Weekly reach of media and communications activities: 2016 

 
Base: Adults aged 16+ (1512), Children aged 6-15 (476), Primary 6-11 (238), Secondary 11-15 (238) 

4.2 Media and communications activity, by time of day 

There are two sharp peaks in children’s use of media and communications: before 
school and before bedtime 
As discussed previously, children spend an average of 5 hours 24 minutes engaged in any 
media and communication activity. The rest of the day is split between time spent asleep (10 
hours 16 minutes) and non-media and communications time while awake (8 hours 18 
minutes). 

As Figure 6 shows, there two sharp peaks in media and communications use across the day 
for children. The first one is in the morning, from 7.45am to 8.14am, when 68% of children 
are doing some form of media and communications activity, and is likely to be the time just 
before school when many children choose to partake in activities such as watching TV and 
playing video games. Once children return from school, media and communications activity 
steadily increases until it peaks between 7.45pm and 7.59pm, at 89% of children. There is a 
steady decline after this as children start to go to bed. 

For 6-11s, the overall peak is at 6.30pm when 89% are engaged in media and 
communications activities, and for 11-15s it is at 8.15pm with 93%. 

81%
80%

62%
45%

39%
39%

31%
30%

29%
27%

26%
14%

13%
11%

10%
10%

9%
7%

6%
5%
5%

3%
3%
3%

2%
2%

1%
1%

Video games
Live TV

Books (print or digital)
Online video clips

Recorded TV
Live Radio

DVD/Bluray
Other websites or apps

Free On-Demand
Paid On-Demand

Other activities
CD/Vinyl

Personal digital audio
Music videos

Instant messaging
Phone calls

Texting
Video calls

Social networking
Streamed music

Photo or video messaging
Magazines (print or digital)

Sports news/updates
Online shopping/ticketing

On-Demand Radio
Other online news

Emailing
Newspapers (print or digital)

73%
70%

58%
55%

53%
50%

43%
40%

39%
39%

36%
33%

29%
26%
26%

24%
23%

20%
19%

18%
15%

11%
10%

9%
8%

7%
4%

3%

Live TV
Video games

Online video clips
Texting

Social networking
Other websites or apps

Instant messaging
Books (print or digital)

Recorded TV
Personal digital audio

Other activities
Live Radio

Streamed music
Free On-Demand
Paid On-Demand

Photo or video messaging
Phone calls
Video calls

DVD/Bluray
Music videos

Emailing
CD/Vinyl

Newspapers (print or digital)
Sports news/updates

Online shopping/ticketing
On-Demand Radio

Magazines (print or digital)
Other online news

88%

77%

95%

70%

80%

WATCHED

LISTENED

COMMUNICATED

READ/BROWSED/USED

PLAYED30%

59%

98%

91%

80%

WATCHED

LISTENED

COMMUNICATED

READ/BROWSED/USED

PLAYED

Primary 6-11s Secondary 11-15s
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Figure 6: Proportion of children engaged in any media and communications activity, by time of 
day: 2016 

 
Base: Children aged 6-15 (476) 
 
Nearly half of 11-15s are still engaged in media and communications activities at 
10pm 
 

The time at which children switch off from media and communications activities is highly 
variable: at 9pm 29% of 6-11s are still engaged in media and communications, compared to 
86% of 11-15s. By 10pm, the vast majority of 6-11s are asleep and only 6% are still involved 
in media and communications, while nearly half (49%) of 11-15s are still active. This goes 
down to 2% of 6-11s and 12% of 11-15s by midnight. Nonetheless, as figure 7 shows, the 
overall distribution of media and communications activities across the day is largely similar 
among both age groups, and the two peaks occur roughly at the same time.  

Figure 7: Media and communications activity, by time of day: 2016 

 
Base: Adults aged 16+ (1512), children aged 6-15 (476), primary 6-11 (238), secondary 11-15 (238) 
 

Any media and comms activity

Average time spent per day
8h 40m

6am 12pm
Midday

9am 3pm 6pm 9pm 12am
Midnight

3am

0%

10%

20%
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40%
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90%
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No media/comms (awake)
Average time spent per day

8h 18m
Sleep

Average time spent per day 
10h 16m

Any media and comms activity

Average time spent per day
5h 24m
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10%

20%

30%

40%

50%

60%
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80%

90%

100%

6-11s

11-15s

6am
12pm

Midday
9am 3pm 6pm 9pm 12am

Midnight
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Watching activities are the most popular activities during both the morning and 
evening media and communications peaks 

Figure 8 below shows the percentage of children involved in media and communications, by 
activity type and time of day. For example, during the evening peak, from 7.45 to 7.59, 65% 
of 6-15s are involved in watching activities, compared to 25% who are reading/ browsing/ 
using, 25% who are playing video games, 15% who are communicating and 9% who are 
listening. During the morning peak, watching activities are also by far the most common 
activity for children to be participating in. 

The types of activities that 6-11s and 11-15s are engaged in at particular times of the day 
vary. For 6-11s, the evening peak is between 6.30 and 6.44, when 89% are taking part in 
media and communications activities, with nearly seven in ten (68%) partaking in watching 
activities. For 11-15s, the evening peak is between 8.15 and 8.29, with 93% engaged in 
media and communications; watching is still the most popular activity (72%). 

As mentioned earlier, 86% of 11-15s are still awake and engaged in media and 
communications at 9pm, when the most popular activity is watching (53%), although 
communicating (29%), reading/ browsing/ using (23%) and playing video games (21%) are 
also popular. At 10pm, watching is still the most popular activity type (24%), although 
communicating (17%) is not far behind. Watching (6%) and communicating (5%) are largely 
equal at midnight for 11-15s. 

Figure 8: Media and communications activity, by time of day and activity type: 2016 

 

Base: Adults aged 16+ (1512), children aged 6-15 (476), primary 6-11 (238), secondary 11-15 (238) 
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Section 4 

5 A deeper dive into watching activities 
We have seen that watching activities make up the largest proportion of children’s media 
and communications time, and that nearly all children partake in at least one type of 
watching activity at some point during the week. This section therefore looks at watching 
activities in more detail, including differences by age and how children’s watching behaviour 
has changed since 2014. 

5.1 Weekly reach of watching activities 

Watching online video clips is much more common among children than adults 

There are some broad differences in the weekly reach of the particular watching activities 
between adults and children. While the most popular watching activity among both adults 
and children is watching live TV, adults are more likely to have done this at least once over 
the course of the week (91% vs. 77%). Adults are also more likely to have watched recorded 
TV and free on-demand content.  

Meanwhile, children are much more likely to have watched online video clips than all adults 
(50% vs. 25%). This is supported by data from the Children’s and Parents’ Media Use and 
Attitudes report, which found that YouTube in particular is popular among all children, with 
37% of 3-4s, 54% of 5-7s, 73% of 8-11s and 87% of 12-15s using the YouTube website or 
app. This research also found differences in the kind of YouTube content enjoyed by 
different age groups, with the younger children most likely to be watching TV programmes, 
films, cartoons and mini-movies, and the older ones being more interested in music videos, 
funny videos/ pranks and content posted by vloggers. The Children’s Media Lives report 
found that vloggers in particular are an important source of teen-orientated content. 

The proportion of children aged 6-11 and 11-15 who engage in the watching activities below 
is broadly similar, although the younger age group are more likely to watch Blu-ray or DVDs 
and Live TV, while the older age group are more likely to watch online video clips. 
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Figure 9: Weekly reach of watching activities, by age: 2016 

 

Base: Adults aged 16+ (1512), Children aged 6-15 (476), Primary 6-11 (238), Secondary 11-15 (238) 
 

While the weekly reach of live TV has decreased since 2014, there has been an 
increase in reach for online video clips 

Figure 10 below shows how children’s weekly reach of watching activities has changed since 
2014. There has been an eight percentage point decrease in the weekly reach of live TV 
among children aged 6-15. This decrease is supported by the Children’s and Parents’ Media 
Use and Attitudes report, which shows that children aged 5-15 are now less likely than in 
2015 to say they regularly use a TV set (80% vs. 87%). This finding is also reflected in 
BARB data: children aged 4-15 watched an average of 13 hours of broadcast television per 
week in 2015, down by 42 minutes since 2014, continuing a longer-term trend in falls in 
weekly viewing3.  

As live TV viewing time falls, children are spending more time watching content online. As 
Figure 10 shows, there has been an 18 percentage point increase the in weekly reach of 
online video clips among 6-15s. The quantitative report corroborates this, showing that there 
has been an increase among both 3-4s and 5-15s in estimated hours spent online (6 hours 
48 minutes to 8 hours 18 minutes for 3-4s and 13 hours 42 minutes to 8 hours 0 minutes for 
5-15s). As a consequence, for the first time 5-15s overall now spend more time online than 
watching television on a TV set (15 hours vs. 13 hours 36 minutes). This differs by the age of 
the child, with 5-7s continuing to spend more time watching TV, 8-11s spending similar 
amounts of time online as watching TV and 12-15s continuing to spend more time online 
than watching TV on a TV set. 

 

                                                
3 Children’s and Parents’ Media Use and Attitudes Report 2016 
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Figure 10: Weekly reach of watching activities, 2014 vs. 2016 

 
Base: Adults aged 16+ (1512), children aged 6-15 (476), primary 6-11 (238), secondary 11-15 (238) 
 
5.2 Watching online video clips 

The majority of time that 6-11s spend watching online video clips is via a tablet, while 
11-15s are most likely to be using either a tablet or a mobile phone 

In the previous section we saw that there has been a considerable rise in the proportion of 
children watching online video clips. We explore this media activity in more depth in this 
section. 

Figure 11 below shows the proportion of total time spent watching online video clips on 
specific devices (e.g. 36% of 11-15s’ time spent watching online video clips is via a tablet). 
Clearly, there are some quite big differences in the devices different age groups use for this 
activity: tablets represent the largest proportion of time for the youngest age group (60%), 
while mobile phones (38%) and tablets (36%) take over for 11-15s, and laptops (31%) for all 
adults. 
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Figure 11: Proportion of total time spent watching online video clips, by device and age: 2016 

 
Base: Adults aged 16+ (1512), children aged 6-15 (476), primary 6-11 (238), secondary 11-15 (238) 

 
The peak time for 11-15s to watch online video clips is between 7.30 and 9.15pm 

The proportion of children who are watching online video clips at any one time is quite 
variable. However, for 11-15s, the peak is from 7.30 to 9.15pm, when between 16% and 
18% are engaged in this activity. By 10pm, watching online clips is the most popular 
watching activity among 11-15s (8%). For 6-11s, the peak is slightly earlier, between 6.45 
and 7.45pm, when 13% of this age group are watching online video clips. 
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Section 5 

6 A deeper dive into reading/ browsing/ 
using activities 
This section explores the reading/ browsing/ using activity type further, with a particular 
focus on reading. Earlier, we found that reading books (print or digital) was the third most 
popular activity for those aged 6-11. We explore this media activity in more depth in this 
section, which looks at differences by age, year-on-year changes and time-of-day patterns. 

6.1 Weekly reach of reading/ browsing/ using activities 

Reading books is more likely among 6-11s than among 11-15s and all adults 

The most popular reading/ browsing/ using activity for children aged 6-15 is reading books 
(print or digital) with over half (54%) having done this at least once during their diary week, 
compared to 46% of all adults. In comparison, the most popular activity in this category for 
adults is browsing websites or apps (61%), compared to nearly four in ten (37%) of children 
who had done the same. The only other reading/browsing/using activity which more than 5% 
of children had done is ‘other activities’ (30%) which can include things such as 
creating/editing music or creating documents and spreadsheets. ‘Other activities’ may 
capture some of the more creative aspects of children’s media time; for example, the 
quantitative report shows that 45% of 5-7s had made a drawing on a digital device, 60% of 
12-15s had edited a photo and 44% of 12-15s had made a video4. 

However, there are differences between 6-11s and 11-15s for this activity type. There is a 22 
percentage point difference between the weekly reach of reading books for 6-11s compared 
to 11-15s (62% vs. 40%). The quantitative report also found a similar pattern in reading; the 
regular use of books, magazines and comics is more likely for 5-7s (37%) and 8-11s (34%) 
than for 12-15s (26%). This suggests that as children get older, and start going to secondary 
school, their reading time decreases and is replaced by other activities such as smartphone 
use (75% of 12-15s regularly use a mobile phone or smartphone vs. 35% of 8-11s and 15% 
of 5-7s) 5. This increased use of smartphones may also explain why older children are more 
likely to have spent time browsing other websites and apps (50% vs. 30%). 

Reading newspapers, magazines, other online news, sports news and updates, and online 
shopping are all minimal among children (10% or less); this differs substantially from all 
adults. For example, while only 5% of children had read newspapers, half (50%) of adults 
had. Similarly, nearly four in ten (38%) of adults had used an online shopping or ticket site, 
but only 5% of children had. This is unsurprising, given children’s limited financial freedom. 

Unlike the majority of other activity types, there have been no changes in the weekly reach 
of all reading/ browsing/ using activities have since 2014. 

                                                
4 Children’s and Parents’ Media Use and Attitudes Report 2016 
5 Children’s and Parents’ Media Use and Attitudes Report 2016 
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Figure 12: Weekly reach of reading/ browsing/ using activities, by age: 2016 

 
Base: Adults aged 16+ (1512), Primary 6-11 (238), Secondary 11-15 (238)  

 
6.2 Proportion of time spent reading/ browsing/ using  

The reading behaviour of 6-11s most closely reflects that of the 65+ age group, while 
11-15s are most similar to 16-24s 

Figure 5.2 shows the proportion of all reading/ browsing/ using time attributed to each 
activity (e.g. 54% of 6-11s total reading/ browsing/ using time is spent reading books). This 
activity type combines a range of different things, from reading books and magazines to 
going online to shopping or ticketing websites, and the amount of time spent on each of 
these differs for different age groups. 

The proportion of reading/browsing/using time that 6-11s spend reading (including books, 
magazines and newspapers) is most similar to that of the 65+ age group (56% vs. 64%). All 
the other adult age groups, and 11-15s, spend a similar proportion of their reading/ 
browsing/ using time on reading activities (ranging from 25% for 25-34s to 36% for 45-54s). 

Meanwhile, the bulk of 11-15s’ reading/ browsing/ using time is spent on other activities (e.g. 
creating/ editing music or creating documents and spreadsheets) and browsing other sites or 
apps (65% for both activities combined), closely mirroring the time spent by 16-24s (65%), 
35-44s (64%) and 45-54s (64%). The proportion of time that 6-11s spend on these two 
activities (41%) is more similar to 55-64s (48%). Time spent on online shopping or ticketing 
sites and on other news and sports sites is minimal for children, and broadly similar to all 
adult age groups. 
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Figure 13: Proportion of time spent reading/ browsing/ using attributed to activities, by age 
group: 2016 

 
Base: Adults aged 16+ (1512), primary 6-11 (238), secondary 11-15 (238) 16-24s (129) 25-34s (189) 34-44s 
(282) 45-54s (299) 55-64s (259) 65+s (354) 
 
6.3 Weekly reach of reading books, by time of day 

The proportion of children who are reading books at any one time is variable. However, there 
are two peak times for this activity for 6-11s; at 10am when 12% are reading books, and at 
7.45pm when the figure is 21%. The morning peak may be when children are reading at 
school, or after they have woken up (if the diary was filled in over a weekend); the evening 
peak may reflect bedtime stories.  

Figure 14: Weekly reach of reading books, by time of day: 2016 

 
Base: primary 6-11 (238), secondary 11-15 (238)  
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unlikely to use any other devices for this activity (6% of book reading time is attributed to 
tablets, 2% to e-readers and 1% to smartphones). While the majority of 11-15s’ time reading 
books is also through print (86%), they are more likely to also use other devices (5% tablet, 
3% e-reader, 3% laptop, 2% smartphone and 1% desktop). Meanwhile, adults’ reading time 
is less likely to be a printed book, at 68%; they are more likely to use other devices (12% e-
reader, 11% tablet, 4% laptop, 4% smartphone, 1% desktop). 
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Section 6 

7 A deeper dive into social media activities 
Next, we explore children’s use of social media sites (e.g. YouTube, Facebook, Twitter, 
Instagram6) which includes a range of activities including watching short online video clips, 
listening to streamed music, playing games and communicating. 

We know from our other research that social media is very important in children’s daily lives. 
For example, the qualitative research found that ‘likes’ on social media are important social 
currency, with children saying they would remove posts if they didn’t quickly receive what 
they considered to be an acceptable number. This section therefore takes a closer look at 
the time children spend engaged in social media, the activities they are doing and the 
devices they are using. 

7.2 Weekly reach of social media 

Social media accounts for a fifth of 11-15s’ total media and communications time 

Figure 15 below shows the proportion of adults and children who recorded communicating 
through a social networking site or using a social media site for certain types of media 
activity across their diary week, and this activity as a proportion of their total media and 
communications time. 

Nearly nine in ten (88%) 11-15s used a social media site at least once in the week, 
compared to half (51%) of 6-11s. This is higher than the numbers saying they had an active 
social media profile in the Children’s Media Use and Attitudes report7, which found that 3% 
of 5-7s, 23% of 8-11s and 72% of 12-15s had an active profile. However, this also found that 
the biggest increase comes between ages 10 and 11, when the number with a profile 
doubles from 21% to 43%, supporting the broad overall pattern in the Digital Day findings; 
once children reach secondary school age they become more active on social media. 

When we compare the social media reach of children and adults we can see that 6-11s’ 
social media use is most similar to the 55-64 age group, 51% of whom had used a social 
media site at least once during their diary week. Meanwhile, 11-15s’ social media weekly 
reach is most similar to that of 16-24s (99%) and 25-34s (84%). 

Social media accounts for a fifth (21%) of 11-15s’ total media and communications time - this 
is the highest among all the age groups, even higher than that of 16-24s (18%). For 6-11s, 
only a tenth of their media and communications time is accounted for by social media. 

                                                
6 Many popular social media sites set an age restriction of 13 and above. 
7 Children’s and Parents’ Media Use and Attitudes Report 2016 
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Figure 15: Social media weekly reach and proportion of media and communications time, by 
age: 2016 

 

Base: Adults aged 16+ (1512), primary 6-11 (238), secondary 11-15 (238) 16-24s (129) 25-34s (189) 34-44s 
(282) 45-54s (299) 55-64s (259) 65+s (354) 
 

Watching short online clips is the most popular social media activity among both 6-
11s and 11-15s 

Watching short online clips is the most popular social media activity among both 6-11s 
(42%) and 11-15s (57%). For 6-11s, the weekly reach for all other social media activities is 
less than 10%. However, in line with their increased likelihood of using social media sites, 
11-15s are more likely to undertake a range of social media activities: over half (54%) 
communicated via social media, while a quarter browsed and checked updates and 15% 
watched music videos. 

Figure 16 Weekly reach of social media activity, by age: 2016 
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When we looked specifically at those who are communicating through a social media site, 
the peak for 11-15s was also at 8.15pm, with a reach of 18%, but by 9pm, 15% are still 
doing so. At 10pm, the percentage of 11-15s communicating via social media has decreased 
to 9% and by midnight it is 2%. Communicating on social media only ever reaches 3% for 6-
11s, at 6.15pm. 

11-15s are most likely to be using a mobile phone for social media activities 

Perhaps due to the nature of the activities conducted on social media sites (e.g. 
communicating via social media is done easily and quickly via apps such as WhatsApp on 
mobile phones) and 11-15s’  increased likelihood to own a mobile phone, the majority (59%) 
of their time on social media is spent on mobile phones, while tablets are most popular 
among 6-11s for these activities (51%). While 11-15s’ mobile phone use for social media is 
largely similar to that of all adults (59% vs. 50%), adults are more likely than 11-15s to be 
using a computer for these activities (34% vs. 9%).  

Figure 17: Proportion of total time spent on social media, by device and age group: 2016 

Base: Adults aged 16+ (1512), primary 6-11 (238), secondary 11-15 (238) 16-24s (129) 25-34s (189) 34-44s 
(282) 45-54s (299) 55-64s (259) 65+s (354) 
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