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Your response 
Question Your response 

Question 1: Is it clear which types of 
organisations the 10 proposed recom-
mendations are aimed at? Please pro-
vide reasons and evidence to support 
your answer.   

Confidential? – N 

The draft statement clearly identifies the main catego-
ries of services the recommendations are aimed at, and 
Internet Matters welcomes the breadth of organisations 
captured. Each category has an important role to play in 
supporting children’s media literacy, and we welcome 
Ofcom’s recognition of this. While children are increas-
ingly encountering information on social media plat-
forms, with 68% of children aged 11-17 reporting they 
get their news from social media, our research also 
shows that news outlets and broadcasters which are reg-
ulated and have editorial oversite continue to play a cen-
tral role in in how young people verify information. For 
example, 58% of 15-17 year olds report checking social 
media content against established news outlets to build 
their understanding and assess accuracy (Informed or 
Overwhelmed?, 2025, link). It is therefore positive to see 
Ofcom’s statement targeted towards a wide range of or-
ganisations, including established news and broadcast 
services, social media platforms and generative AI ser-
vices. We make three recommendations below to 
strengthen Ofcom’s proposal. 

Firstly, while we welcome Ofcom’s inclusion of genera-
tive AI services, Ofcom can go further than merely stat-
ing that these services are “well-placed to embed me-
dia literacy practices early”. Ofcom should explicitly 
state that they should, given the pace at which they are 
reshaping children’s digital lives. Our research highlights 
this rapid change: 64% of children aged 9-17 are now us-
ing AI chatbots, with use having grown significantly since 
January 2024 (Me, Myself and AI, 2025, link).  

Secondly, Ofcom should explicitly recommend that gen-
erative AI services used in children’s education embed 
media literacy principles, as they are increasingly being 
used in schools and by children for learning and home-
work. Only 29% of parents hold an optimistic view about 
the use of generative AI in education (Artificially Intelli-
gent?, Internet Matters, 2024, link). Yet, among UK chil-
dren who use AI chatbots, 47% of 15-17 year olds report 

https://www.internetmatters.org/hub/research/impact-online-news-childrens-wellbeing/
https://www.internetmatters.org/hub/research/me-myself-and-ai-chatbot-research/
https://www.internetmatters.org/hub/research/generative-ai-in-education-report/
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using them for support with schoolwork (Me, Myself and 
AI, Internet Matters, 2025, link).  

Children’s trust in these tools is also high: 40% of chil-
dren who have used AI chatbots have no concerns about 
following advice from them, and a further 36% are un-
certain if they should be concerned. This is even higher 
for vulnerable1 children, with 50% reporting no concerns 
about following their advice (Me, Myself and AI, 2025, 
link). As with other forms of media literacy education, 
provision in schools on AI is inconsistent: only 57% of 
children report having spoken with teachers about AI, 
and just 18% recall having done so more than once (Me, 
Myself and AI, Internet Matters, 2025, link). 

Given these high levels of use and trust among children, 
coupled with parental concerns and the significant influ-
ence generative AI may have on how children learn, 
think and access information, we recommend that 
Ofcom explicitly include education-focused AI services, 
and ed-tech services more broadly, in its final state-
ment and encourage them to adopt the media literacy 
principles. Embedding media literacy practices into ed 
tech tools will help ensure that children’s engagement 
with these technologies actively develops their critical 
thinking and information evaluation skills, rather than 
undermining them. 

Lastly, several organisations told us they found it difficult 
to determine which recommendations apply to them. 
We suggest that Ofcom present this information more 
clearly to support clarity and adoption. Paragraph 4.4, 
where Ofcom outlines this information, may not be suffi-
ciently visible or accessible. To address this, Ofcom 
should consider producing an illustrative grid or matrix 
mapping service categories to the recommendations. 

 
1 We refer to children who have an Education, Health and Care Plan (EHCP), who receive special educa-
tional needs (SEN) support, or who have a physical/mental health condition which requires professional 
help as ‘vulnerable’.  
 

 

https://www.internetmatters.org/hub/research/me-myself-and-ai-chatbot-research/
https://www.internetmatters.org/hub/research/me-myself-and-ai-chatbot-research/
https://www.internetmatters.org/hub/research/me-myself-and-ai-chatbot-research/
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Question 2: Do you have any com-
ments on whether they should apply 
to all organisations, including those of 
different sizes and operating models? 
Please provide reasons and evidence 
to support your answer.   

Confidential? – N 

Internet Matters supports Ofcom’s intention for the pro-
posed recommendation to apply proportionately to ser-
vices based on size. However, while smaller or emerging 
services may not be able to implement every recom-
mendation immediately, they should still be expected 
to adopt the core principles of clarity, transparency and 
safety-by-design that underpin the recommendations. 
It is also important to recognise that smaller services can 
grow rapidly; an approach that does not set clear mini-
mum expectations risks embedding a culture in which 
media literacy is retrofitted later rather than integrated 
from the outset. Ensuring a baseline of good practice 
across all services, regardless of current scale, will help 
future-proof the ecosystem. 

To support adoption by smaller services, Ofcom could 
develop a tiered model or illustrative framework show-
ing what proportionate implementation looks like at 
different levels for each recommendation. Ofcom could 
also indicate which on-platform media literacy inter-
ventions have the greatest impact and publish a set of 
recommended minimum standards. This would give 
smaller services a clearer starting point and help ensure 
consistency and quality across the sector. Additionally, 
as smaller organisations often lack in-house expertise 
to design or evaluate media literacy interventions, 
Ofcom could assist them by publishing a list of pre-
ferred expert providers. This would help smaller services 
identify trusted third parties who can support develop-
ment, testing and evaluation of media literacy measures, 
reducing barriers to implementation. 

Lastly, we recommend expanding the scope of Recom-
mendation 7 as explained below. 

Question 3: Do you have any com-
ments on the proposed recommenda-
tions? Please provide comments in 
particular on their effectiveness, ap-
plicability or risks. Please provide evi-
dence to support your answer.   

Confidential? – N 

Internet Matters welcomes Ofcom’s overall framework 
and agrees that the four aims capture the right priorities 
for promoting media literacy across the digital land-
scape. We support the ambition to make the recommen-
dations relevant across a broad range of services and to 
encourage greater consistency in how media literacy is 
built into design and delivery. 



Question Your response 
Our research highlights the urgent need for stronger and 
more consistent media literacy provision. Internet Mat-
ters Pulse (May 2025, link) shows that 77% of children 
have experienced at least one harm online, ranging from 
encountering misinformation to being scammed. Chil-
dren also consistently tell us they struggle to critically as-
sess the information they encounter. Informed or Over-
whelmed? (2025, link) found that 27% of children have 
seen a fake or AI-generated news story and believed it 
was true, and a further 41% think they may have done 
so. Children should not have to navigate these risks 
alone; media literacy must be built into the services they 
use to help equip them with the skills and confidence to 
navigate the digital world safely. 

This need is heightened by the inconsistency of media lit-
eracy education in schools. A Vision for Media Literacy 
(Internet Matters, 2024, link) found that teaching quality 
and coverage vary widely by region and school type (de-
scribed by educators as a “postcode lottery”). Schools 
and parents cannot, and should not, bear sole responsi-
bility for equipping children with the skills to navigate an 
increasingly complex digital world. Services have an es-
sential role to play in embedding media literacy princi-
ples by design, and Government and regulators should 
set clear expectations on them to do so. In this context, 
Ofcom’s proposed recommendations represent an im-
portant step toward a more systemic approach that em-
beds critical thinking and digital resilience skills across 
the digital ecosystem, ensuring that all children, not just 
those in better-resourced schools or families, can bene-
fit. 

We particularly welcome Ofcom’s recognition of the im-
portant role of expert third parties in delivering media 
literacy interventions, and we are pleased that Internet 
Matters is cited as an example of an organisation well 
placed to support the UK population. Partnerships be-
tween industry, Government and civil society ensure 
that interventions reach parents, carers and children in 
accessible and meaningful ways. Users can be sceptical 
of interventions that come directly from tech companies, 
so independent third-sector expertise is essential to en-
sure interventions are credible and effective. Our work 

https://www.internetmatters.org/pulse/
https://www.internetmatters.org/pulse/
https://www.internetmatters.org/hub/research/media-literacy-report-2024/
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with Samsung is an example of a cross-sector partner-
ship that can deliver media literacy interventions directly 
to families. 

Internet Matters in collaborating with Samsung have de-
veloped The Online Together Project (link), an interactive 
educational tool that aims to prepare children (aged six 
and up) for experiences they may encounter online, 
namely online hate and gender stereotypes. The tool 
was developed in part because robust studies on gender-
based violence among young people have highlighted 
that programmes targeting attitudes and developing 
skills over time with multiple methods have the most 
positive and long-lasting prevention effects (Violence 
against women and girls in schools and among children 
and young people, UK Parliament Post, 2025, link). The 
tool, which was reviewed by experts from Global Diver-
sity Practice and Stop Hate UK, aims to equip children to 
understand harmful experiences, analyse what they en-
counter, and communicate safely. It can be used individ-
ually or in groups, at home or in the classroom. Feedback 
in 2024 from 250 parents found over 80% felt the tool 
helped their child feel more confident and capable when 
addressing online hate and gender stereotypes.  

While we broadly support all ten recommendations, sev-
eral could be strengthened through clearer guidance and 
additional specificity to better support children and fami-
lies, as outlined below. Although the recommendations 
are voluntary, Internet Matters believes that Ofcom’s 
recommendations should ultimately be made a statu-
tory requirement, at least for categorised services un-
der the Online Safety Act. Embedding these principles in 
regulation would ensure consistent and accountable de-
livery of media literacy outcomes across industry, and re-
inforce the UK’s broader ambition, which was the basis 
of the Act, to empower users and foster safer, more in-
formed online experiences for all. Therefore, we recom-
mend Ofcom makes this recommendation to Govern-
ment. 

Recommendation 1: The requirement for services to pri-
oritise “age-appropriate design” is too broad to guide 
implementation effectively. Ofcom should clarify what 
this term constitutes, including providing examples for 
different ages and developmental stages. In doing so, 

https://www.internetmatters.org/the-online-together-project/
https://researchbriefings.files.parliament.uk/documents/POST-PN-0750/POST-PN-0750.pdf
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Ofcom could draw on existing frameworks that already 
segment content and experiences by age, such as the 
ICO’s Age-Appropriate Design Code (Annex B, Infor-
mation’s Commissioners Office, link) and the BBFC’s 
well-established age-classification guidance. These 
frameworks offer structured, evidence-based ap-
proaches to age banding and could help inform clearer, 
more actionable expectations for platforms when de-
signing age-appropriate experiences. 

In addition to clarifying what “age-appropriate design” 
should entail, Ofcom should also note in its statement 
that certain core product features can actively under-
mine media literacy by discouraging critical engage-
ment or obscuring how content is shaped and deliv-
ered. Features such as infinite scroll and autoplay can 
limit users’ ability to question information, understand 
provenance, or apply critical thinking skills. Media liter-
acy efforts cannot be layered effectively on top of design 
choices that work against them. We therefore recom-
mend that Ofcom explicitly address the role of core de-
sign features and set expectations for platforms to mini-
mise or adapt features that reduce user agency or im-
pede critical evaluation. 

Recommendation 2: The examples Ofcom has cited for 
recommendation 2, such as providing information 
through terms of service, are passive and insufficient to 
help users meaningfully understand or influence the con-
tent they see. Ofcom should recommend more active 
measures, such as regular reminders on how recom-
mender systems operate and clearer explanations of 
how user choices affect what appears in their feeds. We 
recommend that Ofcom explicitly require platforms to 
offer users the right to reset their algorithmic feeds and 
equip users to do so. Currently, very few children know 
how to take this step: only 16% of UK children report 
knowing how to reset their feed (Internet Matters Pulse, 
May 2025, link). Ofcom could go further by recommend-
ing that services provide users with options to only see 
content from accounts they follow and turn off person-
alised advertising. These design choices would give fami-
lies more control over their online experiences. 

https://ico.org.uk/for-organisations/uk-gdpr-guidance-and-resources/childrens-information/childrens-code-guidance-and-resources/age-appropriate-design-a-code-of-practice-for-online-services/annex-b-age-and-developmental-stages/
https://www.internetmatters.org/pulse/
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Strengthening Recommendation 2 in this way would not 
only increase transparency but also support Ofcom’s rec-
ommendations on user empowerment, including Recom-
mendation 3. Helping children and parents understand 
how content is curated and feel confident in resetting or 
adjusting their feeds may serve as a foundation for em-
powering people to manage their online experiences and 
build greater trust in how content is delivered. 

Empower people during use 

Recommendation 3: Ofcom should further strengthen 
this recommendation by more explicitly recognising the 
role of parents and carers in helping children manage 
their online experiences. Ofcom should include a dedi-
cated section on the types of tools and settings plat-
forms should provide to parents and carers, and outline 
best practice in the design and operation of parental 
controls. 

In its consultation on the Protection of Children Codes 
(Volume 4, 2025, link), Ofcom indicated that it intends to 
prioritise parental controls for further consideration. 
Ofcom should incorporate its findings and associated 
measures into Recommendation 3 to ensure alignment 
between the Codes and its recommendations on media 
literacy. 

Recent developments underline the need for clearer 
guidance on what constitutes effective parental controls. 
OpenAI announced parental controls for ChatGPT earlier 
this year (Introducing parental controls, 2025, link). How-
ever, the service still allows users, including children, to 
access ChatGPT without signing up for an account (Start 
using ChatGPT instantly, 2024, link). This design renders 
parental controls largely redundant, as parents are una-
ble to monitor or manage usage unless their child logs in 
and uses their account. Ofcom should explicitly discour-
age such practices and set out clear expectations for pa-
rental-control systems to function only within authenti-
cated, linked user environments that enable meaning-
ful parental oversight. 

Recommendation 5: We welcome Ofcom’s recognition of 
the critical role that parents and carers play in support-
ing children’s online experiences, and agree that services 

https://www.ofcom.org.uk/siteassets/resources/documents/consultations/category-1-10-weeks/statement-protecting-children-from-harms-online/main-document/volume-4-what-should-services-do-to-mitigate-the-risks-of-online-harms-to-children.pdf?v=403139
https://openai.com/index/introducing-parental-controls/
https://openai.com/index/start-using-chatgpt-instantly/
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have an important role to play in increasing the uptake 
and effective use of parental controls. Data from May 
2025 found that 96% of parents are aware of at least one 
parental control, yet we see a significant difference be-
tween awareness of parental controls and usage (Inter-
net Matters Pulse, link). This signals the role that services 
and other stakeholders must play to increase parents’ 
usage.  

We particularly support Ofcom’s proposal that services 
provide real-time notifications to parents regarding com-
mercial features and costs. Given the financial risks asso-
ciated with in-app and in-game spending, Ofcom could 
consider making this a statutory requirement for larger 
services under the Online Safety Act. 

Findings from Internet Matters’ Digital Wellbeing Index 
(2025, link) show an increase in the proportion of chil-
dren reporting that they have spent significant amounts 
of money within apps or games, rising from 4% in 2023 
to 6% in 2024. We will be publishing updated research 
early next year, showing a continued increase in the pro-
portion of children spending money within apps and 
games. Strengthening transparency around commercial 
features, and ensuring that parents are alerted in real 
time, would help families manage these costs and sup-
port children to make informed choices online. 

Recommendation 6: We strongly support Ofcom’s en-
couragement of platforms to engage with expert third 
parties. This approach recognises the value of partner-
ships that extend media literacy interventions beyond 
the platform environment and reach families through 
trusted sources. However, Ofcom’s framing focuses pri-
marily on reactive support following harm. We recom-
mend expanding this to encourage proactive, educa-
tional partnerships that build media literacy skills be-
fore harm occurs. 

A recent example of such a partnership is Online Safety 
Starts Early (Internet Matters and EE, 2023, link), a four-
part video series published on Internet Matters’ website 
that is designed for parents, carers and early-years prac-
titioners. The campaign, which we developed in partner-
ship with EE, helps families normalise conversations 

https://www.internetmatters.org/pulse/
https://www.internetmatters.org/hub/research/childrens-wellbeing-in-a-digital-world-index-report-2025/
https://www.internetmatters.org/advice/0-5/online-safety-video-guides-early-years/
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about online safety at an early age, set up children’s de-
vices securely and introduce good digital habits from the 
earliest stages of digital life. The campaign aimed to 
reach parents and early years practitioners before prob-
lems arise, and embed media literacy early. 

We know that parents value enhanced support from 
third parties. A survey of parents conducted in 2025 
found that 42% of parents who visited our website said 
they talked to their child about being safe online more 
frequently as a result (Internet Matters Pulse, 2025, un-
published). 39% of parents who visited Internet Matters’ 
website said they set up parental controls as a result, 
and 38% said they reviewed their children’s online safety 
settings. This demonstrates how expert-led initiatives 
can translate Ofcom’s principles of empowerment and 
user support into practical action. 

Build trust beyond the service 

Internet Matters supports Ofcom’s proposal for broad-
casters and video-on-demand (VoD) services to create or 
promote content that helps people assess the credibility 
of information. These services have a wide reach and es-
tablished public-interest obligations, and are well posi-
tioned to contribute to media literacy outcomes through 
trusted, high-quality programming. However, limiting 
this recommendation to broadcasters and VoD services 
overlooks the central role that social media and other 
online platforms now play in shaping how children and 
adults encounter, interpret and share information.  

As stated previously, our latest research found that 68% 
of children and young people who consume news getting 
their news from social media (Informed or Over-
whelmed? 2025, link). We found that algorithms play a 
significant role in who children and young people get 
their news from. 40% of children and young people who 
get their news from social media do not follow news-fo-
cused accounts, and many children reported that they 
did not seek out news content, they just come across it 
in their recommender feeds.  

Given that social media platforms are the primary source 
of news for many young people, and given their role in 

https://www.internetmatters.org/hub/research/impact-online-news-childrens-wellbeing/
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recommending news, excluding these services from Rec-
ommendation 7 risks leaving a significant gap in the me-
dia literacy ecosystem. 

Recommendation 8: Internet Matters supports Ofcom’s 
recommendation for services to invest in community-
based media literacy initiatives and agrees that trusted 
relationships are key to effective engagement. We un-
derstand from a conversation with Ofcom that this rec-
ommendation applies to both offline and online cam-
paigns, but Ofcom’s statement should more clearly rec-
ognise that online communities can be as effective as 
offline ones in developing these skills. For many young 
people, online spaces are where learning, discussion and 
belonging take place, and recognising these environ-
ments would help ensure initiatives reach young people 
where many already are. This is further demonstrated by 
the fact Internet Matters has run a number of successful 
online campaigns in partnership with industry to support 
children’s and families’ media literacy. 

An example of one such partnership is our work with 
Google, which in 2020 led to the launch of a Fake News 
and Misinformation Advice Hub on Internet Matters’ 
website. The Hub, which has been viewed over 660,000 
times since its launch, provides parents, carers and edu-
cators with expert guidance and practical tools to talk to 
children about identifying false or misleading infor-
mation (Launch of our Fake News & Misinformation Ad-
vice hub, 2020, link). The Hub includes a Find the Fake in-
teractive experience with quizzes for children to com-
plete, helping children recognise misinformation in a fun 
and interactive way. These quizzes can be completed in-
dependently by children or collaboratively with parents 
at home, or used in classroom settings by teachers. In 
the last six months, our quizzes were accessed over 
51,000 times with 60% of users completing the quiz. To-
gether, these resources demonstrate how co-designed, 
online campaigns can foster critical thinking skills and 
strengthen families’ ability to navigate misinformation - 
aligning closely with Ofcom’s aim of promoting media lit-
eracy beyond the service environment. 

https://www.internetmatters.org/issues/fake-news-and-misinformation-advice-hub/
https://www.internetmatters.org/issues/fake-news-and-misinformation-advice-hub/
https://internetmatter.wpenginepowered.com/hub/esafety-news/launch-of-our-fake-news-misinformation-advice-hub/
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Recommendation 9: We strongly support Ofcom’s em-
phasis on ensuring that media literacy initiatives are in-
clusive and responsive to the needs of underserved and 
diverse audiences. We know that vulnerable children 
face distinct challenges offline and online. Vulnerable 
children experience higher rates of harm online, and 
they are less likely to feel safe online compared to their 
non-vulnerable peers (70% cf. 79%) (Children’s Wellbeing 
in a Digital World, Internet Matters, 2025, link).  

We also know that media literacy education in English 
schools is a postcode lottery (A Vision for Media Literacy, 
Internet Matters, 2024, link), meaning that the children 
most in need of support, often those from lower-income 
families or with additional needs, are the least likely to 
receive it. Our latest report Informed or Overwhelmed? 
found that children and young people in higher-income 
households are significantly more likely than those in 
lower-income households to report that their school or 
teacher has spoken to them about how to tell whether 
online news is true (66% vs. 49%) (Internet Matters, 
2025, link). Children from lower-income households are 
also less likely to access information from traditional me-
dia sources such as television (47% vs. 75%), radio (7% 
vs. 37%) and print (3% vs. 22%) - sources which are sub-
ject to stronger legal and regulatory obligations than so-
cial media platforms to provide accurate information.  

These disparities are mirrored online. Children from 
lower-income households are less likely to get news on 
social media via established news outlets (29% vs. 51%) 
and less likely to follow established news organisations 
such as the BBC or The Guardian on social media (37% 
vs. 71%) (Informed or Overwhelmed?, Internet Matters, 
2025, link). As a result, they are more reliant on unregu-
lated or less-regulated sources and are exposed to a nar-
rower, less reliable range of information. Vulnerable chil-
dren are also more likely than their non-vulnerable peers 
to have believed fake or AI-generated news content 
(43% vs. 23%), and more likely to report that this led to 
upset (23% vs. 12%) or embarrassment (16% vs. 9%) (In-
formed or Overwhelmed?, Internet Matters, 2025, link).  

This evidence shows why Recommendation 9 is essen-
tial. Without targeted, inclusive and well-designed media 

https://www.internetmatters.org/hub/research/childrens-wellbeing-in-a-digital-world-index-report-2025/
https://www.internetmatters.org/hub/research/media-literacy-report-2024/
https://www.internetmatters.org/hub/research/impact-online-news-childrens-wellbeing/
https://www.internetmatters.org/hub/research/impact-online-news-childrens-wellbeing/
https://www.internetmatters.org/hub/research/impact-online-news-childrens-wellbeing/
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literacy interventions, the children most at risk, including 
underserved and diverse audiences, will continue to face 
greater barriers to navigating the digital world safely and 
confidently. Strengthening support for these groups 
must be a central component of Ofcom’s final state-
ment. 

Ofcom should clarify the media literacy initiatives for 
vulnerable users should be activated nationally and de-
livered across both offline and online environments, 
ensuring that support reaches communities wherever 
they are. While small, targeted local interventions can 
be highly effective, they are often difficult to scale and 
may not reach the breadth of children who would bene-
fit. 

Evaluate what works 

Recommendation 10: Internet Matters welcomes 
Ofcom’s focus on continuous improvement and evalua-
tion. Embedding robust evaluation practices is essential 
to ensure that media-literacy interventions are effective, 
scalable and responsive to emerging risks. Ofcom should 
highlight the benefit of partnerships between platforms 
and expert third parties for evaluating media literacy 
interventions. Independent organisations such as Inter-
net Matters are well placed to help design and test inter-
ventions, assess their impact on users, and share evi-
dence of what works across the sector. External evalua-
tion also increases credibility as users are more likely to 
trust organisations whose media literacy initiatives have 
been independently reviewed, reinforcing the im-
portance of involving expert third parties. We see this 
when speaking to teachers who often tell us that re-
sources produced by tech companies may have a hidden 
agenda and therefore, they sometimes choose not to 
use them as a result. Partnerships would also help 
smaller or newer services that may lack in-house evalua-
tion capacity. 

Lastly, Ofcom could further enhance its proposed state-
ment by clarifying how it intends to measure overall 
uptake and sector-wide impact of the ten recommenda-
tions. Publishing progress reports would highlight where 
meaningful changes have been made and where further 
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action is needed, while helping stakeholders learn collec-
tively from what works in practice and encourage adop-
tion of recommendations. 

 

Question 4: Are there any other addi-
tional recommendations you think we 
should consider? If so, please provide 
evidence to support your comment.   

Confidential? – N 

We have no further recommendations beyond those 
outlined in our response to Question 3, which suggests 
ways to strengthen Ofcom’s current recommendations. 

 

Question 5: Do you have any exam-
ples or suggestions of ways of encour-
aging services to adopt these recom-
mendations?   

Confidential? – N 

Ofcom should introduce an accountability or progress-
tracking framework, such as an annual report/state-
ment or periodic review highlighting where progress is 
being made and where further action is required. This 
could mirror Ofcom’s approach to violence against 
women and girls (VAWG), where the regulator has com-
mitment to publish an assessment of how providers are 
keeping women and girls safer on their services around 
18 months after publication of its final guidance 
(Ofcom's approach to implementing the Online Safety 
Act, Ofcom, 2025, link). A similar approach for media lit-
eracy would help highlight good practice and incentivise 
continued improvement. 

Additionally, Ofcom could complement the recommen-
dations with practical support and reporting. For exam-
ple, Ofcom could publish case studies showing how dif-
ferent types of services have embedded media literacy 
principles effectively. Practical examples would help 
smaller or emerging services understand how to trans-
late Ofcom’s principles into action. As stated in our an-
swer to Question 2, another avenue through which 
Ofcom can provide practical support is by publishing a 
list of approved or accredited expert providers who can 
support services to design, deliver and evaluate media 
literacy interventions. This would reduce barriers to 
adoption, particularly for smaller or emerging services 
that may lack in-house expertise, and ensure that inter-
ventions are delivered effectively and to a consistently 
high standard. Providing a clear set of trusted providers 

https://www.ofcom.org.uk/online-safety/illegal-and-harmful-content/roadmap-to-regulation?utm_medium=email&utm_campaign=Implementing%20the%20Online%20Safety%20Act&utm_content=Implementing%20the%20Online%20Safety%20Act+CID_e7776acc59a84797a32e3b8f7b08bc1a&utm_source=updates&utm_term=today


Question Your response 
may also help larger services identify the most appropri-
ate partners quickly, and would support quality assur-
ance across the sector. 

Finally, Ofcom could better emphasise how adopting 
these media literacy principles can support services to 
meet their wider responsibilities under the Online 
Safety Act. In its draft publication, Ofcom has only dis-
cussed the Act, in paragraph 2.13, in relation to how the 
proposed non-mandatory recommendations differ from 
the statutory requirements under the Act. Positioning 
the recommendations as complementary to the statu-
tory duties, particularly around transparency, empower-
ing users and mitigating harm, may encourage greater 
uptake among services seeking practical ways to demon-
strate compliance. 

Question 6: Do you have any com-
ments on our impact assessment, 
rights assessment, equality impact as-
sessment and Welsh language assess-
ment? Please provide evidence in sup-
port your answer.   

Confidential? – Y / N 

 

Please tell us how you came across about this consultation. 

☒ Email from Ofcom 
☐ Saw it on social media 
☐ Found it on Ofcom's website 
☐ Found it on another website 
☐ Heard about it on TV or radio 
☐ Read about it in a newspaper or magazine 
☐ Heard about it at an event 
☐ Somebody told me or shared it with me 
☐ Other (please specify)    

Please complete this form in full and return to MSOM_SoR_Consultation@ofcom.org.uk. 

mailto:MSOM_SoR_Consultation@ofcom.org.uk
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