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About this document 
 

This report examines childrenôs media literacy. It provides detailed evidence on media use, 
attitudes and understanding among children and young people aged 5-15, as well as 
detailed information about the media access and use of young children aged 3-4.   

The report also includes findings relating to parentsô views about their childrenôs media use, 
and the ways that parents seek ï or decide not ï to monitor or limit use of different types of 
media.  

The report is a reference for industry, stakeholders and consumers. It also provides context 
to the work Ofcom undertakes in furthering the interests of consumers and citizens in the 
markets we regulate. 

The Communications Act 2003 placed a responsibility on Ofcom to promote, and to carry out 
research in, media literacy. This report on children and parents contributes to Ofcomôs 
fulfilment of this duty. 
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Section 1 

 Executive summary 
Our 2015 Children and Parents: Media Use and Attitudes report provides detailed evidence 
on media use, attitudes and understanding among children and young people aged 5-15, as 
well as detailed information about media access and use among children aged 3-4.  

Our report also includes findings relating to parentsô views about their childrenôs media use, 
and the ways that parents seek ï or not ï to monitor or limit such use.  

The research underpinning this report was first conducted in 2005, so this yearôs report is 
our ten-year anniversary edition. Therefore, although most of the report focuses on the 
current wave of research conducted in spring 2015, and any key changes since 2014, the 
first chapter (Section 3) looks particularly at changes over the last ten years for children 
aged 8-15. This executive summary therefore addresses both trends and current findings. 

The report also includes results from the following research studies and analysis, in the 
Annex:  

¶ Analysis of childrenôs television viewing habits sourced from BARB, the UKôs television 
measurement panel, 2009-2014.  

¶ comScore data on the frequency with which the most popular web entities among 
internet users are visited by children aged 6-14 (2014 and 2015).  

The promotion of media literacy, and the carrying out of research, is a responsibility placed 
on Ofcom by the Communications Act 2003. Our media literacy research informs three of 
Ofcomôs strategic purposes: to promote opportunities to participate; to protect consumers 
from harm; and to contribute to and implement public policy as defined by Parliament.  

Summary of key themes  

This yearôs report shows that: 

¶ In 2005 levels of take-up of key media among children were higher than we might 
recollect, and not dissimilar to those of today. However, the experience of using these 
devices has been transformed, leading to a much richer and more expansive online 
experience than was the case in 2005.  

¶ Over the last few years, tablets are increasingly being used as a default entertainment 
screen, particularly among younger children. This is set alongside a small but important 
decrease in the numbers watching TV via a TV set. 

¶ The content children are consuming is increasingly curated by digital intermediaries, 
including providers like YouTube and Google. As well as attractive sources of content, 
rivalling traditional broadcasters, they are also seen by some children as legitimating 
brands, helping to vouchsafe the veracity or trustworthiness of content accessed through 
their sites.  

¶ The move towards smaller screens makes supervision more difficult for parents, and the 
proliferation of devices increases the need for parents to keep up to date with 
technology. For example, while over half of parents use any of the technical tools we ask 
about to manage their childrenôs online access and use, and around a quarter use ISP 
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network-level filters, less than one in five parents whose child uses a smartphone or 
tablet use any of the tools for restricting app installation or use that we asked about. 

¶ The wider range of sources of content, set alongside the increased exposure to 
advertising, the use of services like social networking and the relatively low levels of 
critical understanding raises challenges for how children keep their personal information 
safe, understand the implications of sharing personal information and content and 
navigate the increasingly complex online environment in a way which allows them to 
reap the benefits and minimise the risks. 

Key findings 

Childrenôs media access and consumption  

Online access and use 

The amount of time 8-11s and 12-15s spend online has more than doubled since 
2005é  
The amount of time 8-11s and 12-15s spend online has more than doubled, from 4.4 hours a 
week in 2005 to 11.1 hours in 2015 for 8-11s and from 8 hours to 18.9 for 12-15s. In 
contrast, time spent watching TV has increased slightly among 8-11s (from 13.2 hours in 
2005 to 14.8 hours in 2015) and has remained stable among 12-15s (from 14.7 to 15.5 
hours). 
 
éand 12-15s now spend nearly three and a half hours a week more online than they 
do watching a TV set 
This overall increase in time spent online was also visible between 2014 and 2015, from an 
average of 12.5 hours to 13.7 hours a week among 5-15s. The increase is particularly 
evident among 12-15s, who now spend 18.9 hours a week online, up from 17.2 hours in 
2014. This is nearly three and a half hours more than they spend watching television on a 
TV set (15.5 hours).  
 
More children have internet access at home than in 2005é 
Although the proportion of children who go online, either at home or elsewhere, has not 
increased since 2014, ranging from 39% of 3-4s to almost all 12-15s (98%), it has increased 
only slightly since 2005 for 12-15s, when 94% used the internet at home or elsewhere1. 
Access at home has increased more substantially. In 2005, 61% of 8-11s and 67% of 12-15s 
had access to the internet at home. In 2015 close to nine in in ten 8-11s (91%) and nearly all 
12-15s (96%) have internet access at home, either through a fixed broadband connection or 
through using a mobile network signal. In 2005 less than two-thirds of these home 
connections were broadband and 21% of 8-11s and 28% of 12-15s still had dial-up.  
 
éand compared to 2005, more are going online in their bedroom  
In 2005 3% of 8-11s and 13% of 12-15s had internet access in their bedroom. In 2015 this 
has increased to 15% of 8-11s and 34% of 12-15s who have internet access via a desktop, 
laptop or netbook in their bedroom, and many also use portable devices, like tablets and 
mobiles, to go online. 
 
One in ten 5-15s now only go online using a device other than a desktop or laptop, an 
increase since 2014 
Children aged 5-15 are less likely in 2015 than in 2014 to use a laptop or netbook (62% vs. 
66%) or a desktop computer (28% vs. 32%) to go online. In contrast, one in ten 5-15s (11%) 

                                                
1
 The increase among 8-11s from 88% to 91% is not statistically significant. 
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now go online only through a device other than a laptop, netbook or desktop computer; an 
increase since 2014 (from 8%).  
 

Tablet access and use  

Over half of 3-4s and three-quarters of 12-15s use a tablet in 2015é 
The number of children who use a tablet has risen to over half (53%) of 3-4s, from 39% in 
2014, and 75% of 5-15s, up from 64% in 2014. The increase is evident across all age 
groups, with the biggest rise among 5-7 year olds, increasing by 15 percentage points to 
69%. The number of children who have their own tablet has also increased to one in seven 
3-4s (15%, from 11% in 2014) and two in five 5-15s (40%, from 34% in 2014).  
 
éand tablets are now the device most often used for going online, among all age 
groups except 12-15s 
Tablets are now the most often-used device for going online for all age groups except 12-
15s, with half of 3-4s and 5-7s (51% and 49%) and over a third of 8-11s (36%) ómostlyô using 
a tablet to go online, a significant increase since 2014.  
 
Since 2014 more children are also watching TV and playing games on tablets 
Watching TV on a tablet has increased between 2014 and 2015 among all age groups, and 
for all ages other than 12-15s tablets are now the second most popular device for watching 
both live and on-demand (after the TV set). For 12-15s desktop computers/ laptops are 
slightly more popular than tablets.  
 
There has also been an increase since 2014 among younger children in playing games on a 
tablet, rising from 21% in 2014 to 28% for 3-4s, and from 30% to 37% for 5-7s, making this 
the second most commonly-used device for gaming among 3-4s, 5-7s and 8-11s. Overall, 
more than half of all 8-11s (52%) and six in ten (60%) 12-15s ever play games online.  
 

Mobile take-up and use 

The number of 8-15s who own a mobile phone has fallen since 2005, but a quarter of 
8-11s and seven in ten 12-15s now have a smartphone 
Half (49%) of 8-11s and eight in ten (82%) 12-15s owned a mobile phone in 2005. In 2015 
the total numbers who owned a mobile had fallen to 35% of 8-11s and 77% of 12-15s. 
However, many mobile phones are now smartphones, which did not exist ten years ago: 
24% of 8-11s and 69% of 12-15s now own a smartphone, and the number of 5-15s with a 
smartphone increased between 2014 and 2015. 
 
12-15s are more likely than in 2014 to mostly use their mobile to go online  
Unlike younger children, 12-15s are more likely to own a smartphone than a tablet, and are 
most likely to use their phones, rather than a tablet, to go online: 34% of 12-15s say they 
mostly use a mobile to go online, an increase since 2014 (27%).  
 
And since 2005 the mobile phone has overtaken the TV set as the device 12-15s would 
miss the most 
In 2005 8-11s and 12-15s said the media activity they would miss the most was watching 
television (43% for 8-11s and 33% for 12-15s), closely followed for 12-15s by using a mobile 
phone (28%). In 2015 the TV set still comes first for 8-11s, but the mobile phone has 
overtaken the TV among 12-15s (45% of 12-15s choose their mobile and 21% the TV set). 
 
  
























































































































































































































































































































































































































