
11 hours 42 minutes 
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9h 54m    21h 36m 

Presenter
Presentation Notes
As this is a research I wanted to start with a stat. 11 hours and 42 minutes. Would anyone like to hazard a guess about what that figure represents?This is how many more hours the average adult in the UK spends online a week than they did a decade ago. We’ve gone from just under 10 hours a week in 2005 to 21 and a half hours a week in 2016 - an extra hour and 40 minutes a day.And the way we’re going online is changing too, with a decline in the numbers using a PC to go online and many more using portable devices like mobiles and tablets.



 Ofcom’s media literacy research 

 

Understanding a changing world 

Presenter
Presentation Notes
So the world of media and communications has changed dramatically in the last decade, and the pace of change continues to be rapid. Our research helps us understand and keep pace with this change, and its impact on both children and adults.



Media Lives - qualitative 
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Adults’ Media Lives 

• Over 1800 interviews annually 
• Questions asked across platforms 
• Variety of questions  
• Analysis of key groups e.g. Narrow 

users, non-users, new users 
• Includes industry metrics e.g. 

BARB and comScore 

Adults’ Media Use and Attitudes 

• 18 people – many since 2005 
• Interviewed once a year on 

camera 
• Focus on media in daily life 
• Provides early indications of 

trends, and human dimension 
 

Presenter
Presentation Notes
So what does our research programme involve? Ofcom has a duty, set out in the 2003 Communications Act, to promote media literacy, which we fulfil primarily through our research programme. Our media literacy research programme is extensive, covering both adults and children, quantitative and qualitative research, long-term, programmatic research and targeted, ad-hoc projects.Our adults research includes our innovative, ethnographic research project, adult’s media lives. Running since 2005 the project involves video interviews with around 18 people from across the UK. We interview them every year, in their homes, about the ways in which media and communications touch their lives. Many of the participants have been in the sample since the beginning, so we get a really rich understanding of their individual media journeys, as well as acting as a useful early warning system for emerging issues that we might need to find out more about.We also run an annual face to face quantitative survey, interviewing around 1800 adults about their media use, attitudes and understanding. This has also been running since 2005 so gives us a great understanding of how the UK population’s experience of media has changed and evolved over time.This year, in response to trends from both the qual and quantitative research, we have also run a qualitative research project looking at those adults whose internet access is smartphone only – which I will talk about in a moment.



Children’s Media Lives Children’s Media Use and Attitudes 

 1,660 interviews with 5-15s;  
 1,660 interviews with parents of 5-15s;  
    731 interviews with parents of 3-4s; 
  4,051 interviews in total 
 
Fieldwork: April - June 2015 
• Questions asked across platforms 
• Variety of questions  
• Includes industry metrics e.g. BARB 

and comScore 

• 15 children aged 8-15, plus 
short interview with their parent 

• Interviewed once a year on 
camera since 2014 

• Focus on media in daily life 
• Provides early indications of 

trends and extent of change 
among children 

Presenter
Presentation Notes
As the adult’s media lives project has been so valuable, in 2014 we started a children’s version. Using the same kind of methodology we’ve been interviewing more or less the same 18 children on camera in their homes every year for, this year, three years, helping us learn how media fits into their lives and what they know, think and feel about it. It is helping us put flesh on the bones of our quantitative data and to begin to unpick the relationship between children’s own development, their circumstances and the changing technology.And also, like with the adults, we have an annual face to face quantitative survey, involving over 4000 interviews with children aged 3-15 and their parents, which has been running since 2005. Talking to parents and children allows us to look at how we keep children safe online and ensure that they have the skills, confidence and protection to get the benefits of media and avoid the risks. So what does our research tell us about the challenges we face, both as researchers, and for those charged with turning research and knowledge into action. I could talk for hours about this but today I want to focus on two main challenges.



Challenge 1: A new digital divide 

81%     
71% 

6%     
16% 

Presenter
Presentation Notes
Our quantitative research shows that use of computers for online access has decreased by ten percentage points - from 81% to 71% - since 2014. Meanwhile, use of other devices is increasing. Sixteen per cent of adults in 2015 relied on alternative devices for internet access, almost three times as many as in the previous year (6%). Although this pattern is seen across all ages, genders and socio-economic groups, it is particularly notable among young people, newer users and those in DE households - where as many as one in four people rely on a device other than a computer for online access. 



“I’ve been in hostels so I haven’t 
talked to my son in ages. The 
good thing is that I asked him to 
be my friend on Facebook and he 
said yes. We can now stay in 
touch on there.”  

Carly, 41, homeless, Glasgow, 
Samsung Galaxy S4 Mini  

Smartphones are empowering, particularly for those with other options 

“In my work, I need to be in four 
places at once all the time. My 
smartphone allows me to do that. I 
couldn’t do it without having this in 
my pocket.”  

Carl, 34, microbusiness owner, 
Belfast, Samsung S5  

• A lifeline for keeping in touch 
with friends and family 
 

• Valued for their flexibility and 
portability 
 

• Many participants could access 
other devices if needed 
 

Presenter
Presentation Notes
All the participants talked very positively about the importance of their smartphones, and how crucial they were for keeping in touch with friends and family in particular. This was especially true for those in vulnerable circumstances with few other opportunities for keeping in touch, for instance refugees or those who were homeless. In addition, those who had made an active decision to use their smartphone rather than another device tended to report that smartphones gave them greater control over digital and offline tasks. These people generally valued the device’s flexibility and portability. This was especially true for those choosing to use their smartphones in order to run a microbusiness, who found that the device gave them online access and connectivity ‘on the go’, which suited their particular needs. The fact that these participants could choose to rely on a smartphone usually meant that they also had access to another device – such as a family member’s laptop – if absolutely necessary. 



But for those without a new digital divide is opening up 

“I prefer to bid for housing on a 
computer at work because that way I 
can properly see what I’m bidding for 
and check the other options. The 
problem is, I work part-time and I’m 
not really allowed to use my computer 
for personal use during the day. I often 
miss the good ones.”  

Becca, 36, Glasgow, iPhone 5  

“I haven’t got Word on my phone; it’s 
just too hard to use and takes up 
quite a lot of storage. That’s why I 
went to the library to type up my CV”  

Shelly, 42, Leeds, iPhone 5   

• Difficulty completing tasks and 
accessing services 
 

• Hard to compare and assess 
information 
 

• Concerns about data 
 

• Danger of de-skilling 

Presenter
Presentation Notes
However, smartphones were also constraining for participants who have limited access to other devices. The small screens, the way information is displayed, the limited functionality around things like document creation and form filling in, and the design of many websites, meant that for more complex tasks – such as job searches and applications, finding housing or applying for benefits - they were forced to use other devices or wait for face to face services. This was particularly difficult for those with limited access to other devices who had to look for public computer facilities, which then limited where and when they were able to complete certain tasks. This sometimes led to them missing out – for instance missing job adverts or opportunities to bid for housing or even being unable to provide evidence of their job hunting activities, putting their benefits at risk.  There were other issues too - some participants struggled to compare information, products or services across providers when using apps, due to the limited amount of information shown on a single page. This was often compounded by the small screen on their device. This meant people were less likely to use information from a range of sources – for instance looking at different news sources or comparing different prices or reviews when shopping. Both of these issues were compounded by a lack of understanding of how much data different processes and functions used and a fear of running out of data and therefore not being able to keep in touch with friends and family. This led to a reluctance to carry out complex tasks even when it was possible, and a preference for speed over thoroughness. Some participants were also struggling to develop computing skills such as typing and file management as smartphones didn’t provide an opportunity to practice these skills, potentially posing challenges for job hunting and leading to a degree of de-skilling, as people are not developing core digital skills. 



 

Challenge 2: Critical understanding 

Presenter
Presentation Notes
The second challenge I want to talk about relates to critical understanding. We are getting more and more of our information online. The recently released Reuters news report showed that across the 26 samples included in their research half of adults (51%) say they use social media as a source of news each week and around one in ten (12%) say it is their main source. They used an online methodology so it probably overestimates the total numbers but it is nevertheless indicative of a general trend towards accessing information online and often through aggregators. This means that our ability to make judgements about the trustworthiness of information, to think about the potential for bias and influence, to be aware of when we are being advertised to and to know when we’re getting a good deal and when we’re being scammed is increasingly important. 



Presenter
Presentation Notes
We have various questions that we ask to get a sense of how good people are at making these judgements, and I’m going to talk you through a couple of them. Firstly, we are interested in the extent to which both adults and children are able to recognise online advertising. We asked adults about the adverts that were returned in this screenshot of a google search for walking boots – the red box is for your information only, it wasn’t on the picture we showed them.



SHOWCARD C26 

Presenter
Presentation Notes
And we asked children about a google search for trainers. Again, the red box is just for you.



49% 
31% 

16% 
12% 

26% 
42% 

20% 
26% 

23% 
23% 
24% 

23% 
60% 

43% 
21% 

Only stated the correct
response

Don't know

These are the most popular
results used by other people

These are the best/ most
relevant results

These are adverts/ sponsored
links/ paid to appear here
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Understanding of ads on Google searches 

8-11 12-15 Adult 

Presenter
Presentation Notes
We asked them which of these answers applied to the first three listed results – the ads. They were able to select as many answers as they thought applied.As you can see, around 1 in 5 8-11s, just over 2 in 5 12-15s and 3 in 5 adults gave the correct response – that these are adverts or sponsored links. However, around a quarter of all age groups think that these are the best or most relevant results and between a fifth and a quarter that these are the most popular results.
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24% 

23% 
60% 

43% 
21% 
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response
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relevant results

These are adverts/ sponsored
links/ paid to appear here
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Understanding of ads on Google searches 

8-11 12-15 Adult 

Presenter
Presentation Notes
As I said, respondents were able to select multiple answers. So some of those who gave the correct answer also gave other responses. When we look at those who only gave the correct answer we can see that this falls to 16% of 8-11s, 31% of 12-15s and half of adults.



50 

22 

19 

10 

13 13 

12-15s 

“I don’t really think about it, 
I just use the sites I like the 

look of” 

One in ten adults and one in five 12-15s think that if Google 
has listed it, it must be true 

Adults 

62 

12 

18 

8 “If they have been listed 
by the search engine the 
information on that 
website must be truthful” 

“Some of the websites will 
show truthful information and 

some won’t” 

“I don’t really think about it, 
I just use the sites I like the 

look of” 

Presenter
Presentation Notes
We also ask both children and adults about google search listings more generally, asking them which of these three responses is closest to their view about the truthfulness of search engine results. 
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50 

22 

19 

10 

14 14 

12-15s 

“I don’t really think about it, 
I just use the sites I like the 

look of” 

One in ten adults and one in five 12-15s think that if Google 
has listed it, it must be true 

Adults 

62 

12 

18 

8 “If they have been listed 
by the search engine the 
information on that 
website must be truthful” 

“Some of the websites will 
show truthful information and 

some won’t” 

“I don’t really think about it, 
I just use the sites I like the 

look of” 

Presenter
Presentation Notes
The majority of both adults and children give what we would say was the critically aware response, that some websites will show truthful information and some want
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50 

22 

19 

10 

15 15 

12-15s 

“I don’t really think about it, 
I just use the sites I like the 

look of” 

One in ten adults and one in five 12-15s think that if Google 
has listed it, it must be true 

Adults 

62 

12 

18 

8 “If they have been listed 
by the search engine the 
information on that 
website must be truthful” 

“Some of the websites will 
show truthful information and 

some won’t” 

“I don’t really think about it, 
I just use the sites I like the 

look of” 

Presenter
Presentation Notes
Just over 1 in 10 adults and 1 in 5 children say that they don’t really think about it, they just use the sites they like the look of.
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50 

22 

19 

10 

16 16 

12-15s 

“I don’t really think about it, 
I just use the sites I like the 

look of” 

One in ten adults and one in five 12-15s think that if Google 
has listed it, it must be true 

Adults 

62 

12 

18 

8 “If they have been listed 
by the search engine the 
information on that 
website must be truthful” 

“Some of the websites will 
show truthful information and 

some won’t” 

“I don’t really think about it, 
I just use the sites I like the 

look of” 

Presenter
Presentation Notes
and nearly 1 in 5 of both adults and teens say that if the site has been listed by the search engine then it must be true.
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50 

22 

19 

10 

17 17 

12-15s 

“I don’t really think about it, 
I just use the sites I like the 

look of” 

One in ten adults and one in five 12-15s think that if Google 
has listed it, it must be true 

Adults 

62 

12 

18 

8 “If they have been listed 
by the search engine the 
information on that 
website must be truthful” 

“Some of the websites will 
show truthful information and 

some won’t” 

“I don’t really think about it, 
I just use the sites I like the 

look of” 

Presenter
Presentation Notes
The remaining respondents said that they didn’t know. These figures have declined a bit for both adults and 12-15s, but the numbers are still higher than we would like and given the increased reliance on online information pose a challenge for those concerned with media literacy.



www.ofcom.org.uk/medialiteracyresearch 
 

www.ofcom.org.uk/marketresearch  
 

emily.keaney@ofcom.org.uk 
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Read all about it at … 

Presenter
Presentation Notes
So in summary, these are two of the key challenges that are preoccupying us at Ofcom. I am interested to hear how much they are also preoccupying you. And what else you think we need to be thinking about. You can see all our research on our website, and we also publish all the data in spss format so you can have a play with it yourselves.Any questions?

http://www.ofcom.org.uk/medialiteracyresearch
http://www.ofcom.org.uk/marketresearch
mailto:emily.keaney@ofcom.org.uk
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