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1. What do we do and how do we do it? 

 

2. Measuring media literacy over time 

 

3. Measuring critical understanding 
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“the ability to use, understand and 

create media and communications 

in a variety of contexts” 

What is media literacy? 



Media Lives - qualitative 
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Adults’ Media Lives 

• Over 1800 interviews annually 

• Questions asked across platforms 

• Analysis of key groups e.g. Narrow 

users, non-users, new users 

• Includes industry metrics e.g. 

BARB and comScore 

• Includes Internet Citizens report 

this year 

Adults’ Media Use and Attitudes 

• 19 people – many since 2005 

• Interviewed once a year on 

camera 

• Focus on media in daily life 

• Provides early indications of 

trends, and human dimension 

 



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

 1,300 interviews with 5-15s;  

 1,300 interviews with parents of 5-15s;  

    600 interviews with parents of 3-4s; 

  3,200+ interviews in total 

 

• 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 



Online 
protection 

of 
children  



Online 
protection 

of 
children  

Digital 
inclusion 



Online 
protection 

of 
children  

Digital 
inclusion 

Critical 
thinking 



BBC TV      81% 

Sole use of news providers 
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Commercial TV                                                       73%  

BBC website                                                  63% 

BBC i-player                                54% 

Search engines                        53% 

YouTube  44% 

Understanding media funding 
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“Don’t know” 

“I don’t really think about if 

they have accurate or 

unbiased information, I just 

use the sites I like the look 

of” 

“Some sites will be 

accurate/unbiased and 

some won’t be” 

“If they have been listed by 

the search engine, these 

websites will have accurate 

and unbiased information” 

Understanding search engine results 

97% = use 

search engines 
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Understanding search engine results 

“Don’t know” 

“I don’t really think about if 

they have accurate or 

unbiased information, I just 

use the sites I like the look 

of” 

“Some sites will be 

accurate/unbiased and 

some won’t be” 

“If they have been listed by 

the search engine, these 

websites will have accurate 

and unbiased information” 



Understanding advertising 

84% are confident they can recognise advertising 

48% of adults 

and 38% of 12-

15s correctly 

identified 

sponsored 

links in search 

results 



Understanding advertising 

72% of adults and 57% of 12-15s are aware 

of potential product endorsement … 



31% 

67% 

45% 

32% 

25% 

Made no check

Made one or more checks

Check different websites

Check website address

Check credibility of info
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Checking the accuracy of factual information 



Attitudes towards privacy and personal data 
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22% = 

\https 33% = 

24% = 



Summary 

• There is a considerable knowledge gap between understanding 

how “traditional” and digital forms of media are funded 

 

• A significant minority  

• don’t know how search engines are funded; 

• don’t know how to spot advertising on search engines; 

• don’t know how to judge the accuracy of the websites listed; 

• are not aware of the implications of sharing data 
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Thank you! 

 

alison.preston@ofcom.org.uk 

 

www.ofcom.org.uk  
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