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Topics for today’s session

1. Media behaviours and attitudes
2. Online knowledge and understanding

3. Digital exclusion
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Media behaviours and attitudes

Caroline Cason & Adam Capstick

| Makmg sense Of media #MakingSenseOfMedia



We adapted and expanded our research programme in 2021

o5

Pre-2020

Subject: All topics Subject: All topics

Fieldwork: Sep - Nov Fieldwork: Oct 2020 — Jan 2021
Sample: 1,883 adults aged 16+ | Sample: 3,015 adults aged 16+

Colour key

Face-to-face only

Online panel only

Mixed post-to-web,
post-to-paper & online panel

Core survey

Subject: breadth of internet use, device use and attitudes
Fieldwork: Oct — Dec 2021

Sample: 3,660 adults aged 16+

Online behaviour and attitudes

Subject: social media, gaming, online attitudes
Fieldwork: Jun-Jul 2021(W1) + Sep-Oct 2021 (W2)
Sample: 6,566 adults aged 16+ (3,552 W1 + 3,014 W2)

Online knowledge and understanding

Subject: critical understanding, personal data, trust, advertising
Fieldworl: Nov — Dec 2021

Sample: 3,095 adults aged 16+
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Pre-2020

Subject: All topics
Sample: 3,243 children
aged 5-15 & parents
of children aged 3-15

Colour key

Face-to-face only

Online panel only

Mixed post-to-web &
online panel

OfFcom

making communications work
for everyone
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Survey 1

Subject: multiple topics inc. online
and device access

Sample: 2,972 children aged 3-15
& parents of children aged 3-15

Survey 2
Subject: online activities

Sample: 1,919 children aged 3-15
& parents of children aged 3-15

2021 Yotnddtacomparicon
Parents only

Subject: parents’ attitudes, concerns and mediation
strategies

Sample: 2,444 parents of children aged 3-17

Fieldwork: Post-to-web and online panels - Oct/Dec 2021

Online behaviours and attitudes
Subject: online and other media use and attitudes

Sample: 6,622 children 8-17 & parents of children 3-17
Fieldwork: Online panels - Jul/Aug and Sep/Oct 2021
Online knowledge and understanding

Subject: understanding of online platfroms

Sample: 2,113 children aged 8-17
Fieldwork: Online panels - Nov/Dec 2021
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Use of VSPs was the most prevalent activity among children

" osn | Y \'d A
95Y% S

48%

Watches / posts /] Uses apps / sites to Uses social media | Uses live streaming| USES ALL FOUR
shares content on | send messages or apps or sites apps or sites to TYPES OF SITE
any video sharing | make voice or video watch or post / sharg

platforms calls content )

\__ AL N AN

89% 50% 32%
93% 59% 39%
Aged 8-11 95% 84% 54%
Aged 12-15 98% 97% 73%
Aged 16-17 98% 99% 79%

P
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More than half of adult internet users watch live stream
videos and it’s a particularly popular media among 16-34s

LIVE 01:02:13 E 532 ®

Among internet users

60%
watch live
video streams

90% of 16-24s
83% of 25-34s
69% of 35-44s
57% of 45-54s
39% of 55-64s
19% of 65+s
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Post or share their
own live streams

16%

26% of 16-24s
29% of 25-34s
20% of 35-44s
12% of 45-54s

5% of 55-64s
1% of 65+s
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Social media preferences vary significantly by age Ofcom

making communications wor
for everyone

8.7

Average no. of
online

communication Main social media account

platforms used

3.0

Average no. of
online
communication
platforms used

30% Instagnam 4%
24% snapchat -

0000000000 (127 facebook s3%
0000000000 [T I

( X X X )
'YYXI N twitter 4%
( X X X X X X X X X J 79 Other 8%
( X X X X X X |
'Y X X XXX 1% Don’t know 1% Y XX XXXXX

*among the 98% of 16-24 *among the 67% of 65+
internet users using social media internet users using social media.

J
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Significant proportions of younger Ofcom

children have social media profiles o
81% of (RSS2l 58% gave incorrect
parents | Bl age or did not know

aware of | .
min. age NL
requirement :

8-12-year-olds

5-7-year-olds 33%

31% of parents of 3-12 year-
olds are willing to let their
child have a profile while

3-4-year-olds 24%

IlI
(/

X

under age
\- /
O%@
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Parents’ agreement that the benefits outweigh the risks of child ... Ofcom

making communications work
for everyone

y
using social media, playing games using the internet
messaging & to gather
video sharing information
M /. A\ /. VL,
\
%of parents =
with Chl|d aged Agree Disagree Agree Disagree Agree Disagree
-7 I B = s
i
>
B-11 =
-t
16-17 B
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Most adult internet users agreed that the benefits of being
online outweigh the risks, although some were cautious
about the long-lasting consequences of what is said online.

“For me, the benefits of being
online outweigh the risks”

I
AR

N 7
— -
Agree Disagree
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“1 worry about whether something |
say online could cause me problems
in the future”

I
VM

N 7
— -
Agree Disagree
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Gaming behaviours and preferences differed among men Ofcom
and women .

WOMEN MEN
56% - 63%

Play games on any device Play games on any device

Most popular device

39%

Play on a games console

45%

Most popular device

41%

Play on a smartphone

34%

Play online Play online
more likely than men more likely than women
“ to opt for a game based to compete against others,
around completing puzzles follow a story or beat
or quizzes 7 levels/challenges
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Children are more likely to be bullied via technology, than

face-to-face

84%

Bullied via comms technology

61%

Bullied face-to-face

| Making sense Cf media

@ 36% seen worrying
or nasty content online

(8-17s)

(12-17s)
21% use privacy/ incognito mode
19% delete history of sites visited
6% i
0 get around controls for restricted access

5% use proxy servers
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Children aged 13-17 were more likely to feel positive, than Ofcom
negative, about being online

69% 53% 43% 38% 17%
feel closer to good for feel more feel better about good for
friends/peers mental health relaxed myself/improves physical health

self esteem

O Y B M km g( A

33% 33% 32% 26% 24% 21% 19% 12%  11% 8%

5“'—"a
Rod hod?
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Online knowledge and understanding

Luca Antilli & Louisa Thompson
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Around a third of adult internet users were unaware of the Ofcom
potential for inaccurate or biased information online __

Amount of factual information found online
considered to be truthful (% of internet users)

All
Don't think 6%
about it / DK
30%
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Children are more trusting of apps and sites they use for Ofcom
school and homework than they are of news apps or sites __
and social media

i'lg Apps or sites used for X\ [ News apps or sites ﬁ Social media

t—J schoolwork or homework

All
19%

Some

v LRV v

63%
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Adults who were unable to spot a fake social media profile were OfFcom

making communications work
for everyone

more likely to consider the imagery when judging veracity .

thought post was oy thought post was . .
16% GQA Among social media users

GENUINE NOT GENUINE
24% 55%

confident confident
but not able and able

al = 16:22 all & 16:22

Lucy849392945 W |Lucy849392945 W 25

85 50 4850 85 50
Posts
13% 13% 15% 28%

Lucy Scott Lucy Scott
Model & Actress 11% Model & Actress 13%
Actress living in London Actress living in London

7% 14%

not confident not confident
and not able but able

Made loads of ££££ from beauty Made loads of ££££ from beauty 779,

hacks online. To find out how, hacks online. To find out how,

follow me and click the link on my follow me and click the link on my
16%

gh. Ed85]442B W | gh. Ed8514428 ww 48% |

MQ (oo JEETIO

#WJE’ E _
=Tk Ability

to recognise whether a profile is genuine

Confidence

in judging what is true or false online
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Children were also more likely to consider imagery when
assessing the profile e

229 thought post was
°

GENUINE

al = 1622

64% NOT GENUINE

L7%
confident
and able

27%
confident
but not able

Lucy849392945 W

85 50 4850

Posts Followers Following

Lucy Scott

Model & Actress Model & Actress

Actress living in London

Made loads of ££££ from beauty
hacks online. To find out how,
follow me and click the link on my

Actress living in London

Made loads of ££££ from beauty
hacks online. To find out how,
follow me and click the link on my

9%
not confident

17%
not confident

and not able but able

gh.Ed8sj442Bvw gh.Ed8sj442Bvw 45%
QI (e ) (V) QD (e ) (v
g 2 % _;4 : L b 5
s = 3 .
= o sy

Confidence

in judging what is real or fake online

W

Ability

to recognise whether a profile is genuine
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Children also showed a confidence in recognising online Ofcom
advertising which was not matched by ability to identify S

sponsored search results

Do any of these apply to the first 5 7 % 36%

Google children’s trainers Q four results that are listed on the left?
% confident confident

These are adverts/they've but not able and able

been paid to be here 2

These are the most
popular results

4% 4%
not confident not confident
and not able but able

These are the
best results

Don't know

in recognising online advertising

Confidence

ONLY GAVE

CORRECT RESPONSE T L
Ability

to recognise paid-for results returned by Google searches
(all only giving the carrect response)
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There was a gap between adults’ confidence in being able to Ofcom

making communications work
for everyone

recognise advertising online and actual awareness -

Among

43% 42% search engine

confident confident users
but not able and able

Go |e walking boots )
¢ 5 63%: adverts/ paid to be here
Q Al @ shopping (& Images  © Maps
PR , 48%: only gave correct response

0,000 results (0.80 seconds)

Ads * Shop walking boots

&Q‘&&.

Boot 1 Boot2 Boot 3 Boot4 Boot5 >
£29.99 £85.25 £150 £50.99 £170.00 £130
Shop 1 Shop 2 Shop 3 Shop 4 Shop5 sort
(266) (1k+) 251)
| By Producthero | | By Google | | By Google | | By Kelkoa | | By Redbrain

10% 5%
not confident not confident
and not able but able

Ad « http://www.superboots.com/

Walking & Hiking Boots - Sale - Up to 50% Off

Shop for all the outdoor clothing and equipment you need...
Ad « http://walkwalkwalk.co.uk

Get Up To 50% Off - Footwear

Sylish & Comfortable. Shop Online Today

Ad « http://www.upthemountain.com

The Mega Hiking Boot - Free next day delivery

An outdoor collection made for the swiss alps

http://www. hiking-boots-4U.co.uk

Confidence

in recognising online advertising

Walking Boots | Waterproof & Lightweight
All the major brands

Ability
to recognise paid-for results returned by Google searches
(all only giving the correct response)

| Makmg sense Df media #MakingSenseOfMedia



But the majority of children were able to recognise a Ofcom
commercial motive behind a sponsored Instagram post S

Which, if any, of these are reasons o
why they might say good things 2 7% 6"‘ A

all & Charlidamelio about these products or brands?

%
She is being paid by the
company or brand to say this
41
34
42

confident confident

e but not able and able

She thinks this product or
brand is cool / good to use -
She wants to share this -
info with her followers

Don't know [A

3% 6%
not confident not confident
and not able but able

Confidence

in recognising online advertising

3,830,432 likes ONLY ‘BEING PAID’
charlidamelio justa girl and her new face drink it's the
remix! try the -J:harli Euld foam!! my fave - a cold brew with R ESPONSE

three pumps of caramel, now topped with sweet cold

foam and cinnamon sugar @dunkin #charlidunkinremix A ] u
- bility

to recognise potential product endorsements
by influencers (NB not exclusive response)
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When judging suspicious messages, one in ten adult internet users Ofcom

making communications wor

for ever yone

claimed to be confident but did not take appropriate actions _

Among

ull 14:49 : 9% 7 5% internet

& ++44 12345789 confident confident e

but not able and able
Add to contacts Block Number

Tuesday, 18 May 2021

@ HSBC ALERT: Request for

NEW payee MRS K ADAMS
has been made on your
account. If this was NOT done
by you, visit: hsbc.onlines

curity securepayees.com/
login

3% 13%

not confident not confident
and not able but able

Confidence
in judging a suspicious text/email

Ability
to take appropriate actions
(those mentioning only a valid response)
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Digital exclusion

Eleanor Johnston & Caroline Cason
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Ofcom considers digital exclusion to have three aspects that Ofcom

A A

Affordability

are often intertwined

A

\_

Those who are
digitally excluded
because they have
no access to the
internet at home
or elsewhere.

J
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Those who lack the Those who

digital skills and/or struggle to afford

confidence to access to the

navigate the online internet, and so

environment safely either go without

and it, or experience

knowledgeably. other financial
strains to retain
access.

\_ / \_ /
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1.7 million households continue to not have internet access Ofcom
at home _

Do not have internet access at home

18 24  25-34  35-44  45-54 55-64 65-74 75+ AB C1 c2 DE Working Not working
1% <1% 3% 2% 3% 8% 26% 2% 3% 5% 14% 2% 13%

<
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Proxy use remained an important gateway to completing online
activities for half of those who did not use the internet at home

In the past year, have you asked
someone else to do something
for you on the internet?

What did you ask someone else to do for you?

Buy something / for shopping

Access other public services provided
by the Government or Council

Access other information
Access health services online

Get in touch with someone

Apply or claim for some type of benefit

| Makmg sense Of media #MakingSenseOfMedia
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Half of those without home internet access were not Ofcom
interested in getting online, but other barriers included B
perceived complicatedness and cost
Reasons for not having internet access at home
-

1L L 47% No need to go online/not interested

HEN 31% Reason related to being too complicated
(0)) ] 19% Reason related to cost

| 17% Concerned about security/fraud/privacy
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One in five adult internet users were accessing the internet Ofcom
exclusively via a smartphone __

Internet users who ONLY use a smartphone to go online

2

[ ]
P o S ~
= | -

21%

16-24 25-34 35-44 45-54 55-64 65+ ABC1 C2DE Narrow  Medium Broad

24% 32% 23% 21% 17% 9% 14% 29% 31% 21% 10%

| Makmg sense Of media #MakingSenseOfMedia




Those reliant on smartphones as their only device to access

OfFcom

making communications work
for everyone

the internet may find it difficult to use some online services _

or——

Completing forms and working on
documents is more difficult on my
smartphone than on a laptop or desktop

12% disagree

16% Neither
/don't know

18% disagree

27% Neither
/don’t know

71% agree

55% agree

Smartphone
users

Smartphone-only
internet users

| Making sense Cf media

=

Comparing products or services online

is more difficult on my smartphone
than on a laptop or desktop

24% disagree

31% disagree
23% Neither
/don’t know

33% Neither
/don't know

54% agree

37% agree

Smartphone-only

Smartphone
internet users

users

When | go online on my smartphone to
complete tasks, | tend to do this as quickly
as possible to avoid using up too much data

38% disagree 33% disagree

32% Neither/

29% Neither don't know

/don’t know

35% agree

32% agree

Smartphone-only

Smartphone
internet users

users
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Ofcom estimates that about 2 million households were Ofcom
experiencing affordability issues with either their fixed S

broadband and/or smartphone in October 2021
Trend in experience of affordability issues
Any Affordability issue —8- Fixed Broadband =—4—Smartphone Mobile
25%

20%

15%

% of UK households

10%

0%

O S, T ST, IR, IS\ Y, O, ST, S A A,
&N % & S < < N
DA R A A R - L CHEE SN R S CORNS

1 . ote: ‘Any’ affordability issue also includes issues wi #Ma ingSenseO Me ia
| Making sense Of media o # aebiiisscalsoncudesissies wio k fMed

landline, pay TV and on-demand streaming services, not
shown in the chart.




Primary school aged children were less likely to have access Ofcom
to appropriate devices for home learning ” L

5% 6%
I I

All of the Some of the Rarely Never
time time

1% 2%

All of the Some of the Rarely Never
time time
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	Those who 
	struggle to afford 
	access to the 
	internet, and so 
	either go without 
	it, or experience 
	other financial 
	strains to retain 
	access.
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	1.7 million households continue to not have internet access 
	1.7 million households continue to not have internet access 
	1.7 million households continue to not have internet access 
	at home
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	Proxy use remained an important gateway to completing online 
	Proxy use remained an important gateway to completing online 
	Proxy use remained an important gateway to completing online 
	activities for half of those who did not use the internet at home
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	Half of those without home internet access were not 
	Half of those without home internet access were not 
	Half of those without home internet access were not 
	interested in getting online, but other barriers included 
	perceived complicatedness and cost
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	One in five adult internet users were accessing the internet 
	One in five adult internet users were accessing the internet 
	One in five adult internet users were accessing the internet 
	exclusively via a smartphone 
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	Those reliant on smartphones as their only device to access 
	Those reliant on smartphones as their only device to access 
	Those reliant on smartphones as their only device to access 
	the internet may find it difficult to use some online services
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	Ofcom estimates that about 2 million households were 
	Ofcom estimates that about 2 million households were 
	Ofcom estimates that about 2 million households were 
	experiencing affordability issues with either their fixed 
	broadband and/or smartphone in October 2021
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	Note: 
	Note: 
	Note: 
	'Any' affordability issue 
	also includes issues with 
	landline, pay TV and on
	-
	demand streaming services, not 
	shown in the chart. 
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	Primary school aged children were less likely to have access 
	Primary school aged children were less likely to have access 
	Primary school aged children were less likely to have access 
	to appropriate devices for home learning
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