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Ofcom Adults’ Media Use and Attitudes – Highlights from Ofcom’s 2022 Research  

Aims 
Ofcom’s media literacy research explores the extent to which people are able to use, understand and create 
media and communications. We began our adults’ research in 2005, and the latest reports were published in 
March 2022: Adults’ Media Use and Attitudes, an annual quantitative report providing evidence on media use, 
attitudes and understanding among adults aged 16+; and Adults’ Media Lives, the seventeenth year of a 
qualitative study following largely the same 20 adults over time to provide in-depth insight into the role of media 
in their day-to-day lives. This year, we also published a review of Ofcom’s research on digital exclusion among 
adults in the UK alongside these reports.  

 
Key Findings 
Online knowledge and understanding 

• 79% of internet users said they were confident in using the internet, although a smaller proportion (59%) were 
confident in managing access to their personal data. 

• There was often a gap between people’s confidence in being able to recognise advertising, identify a scam 
message or judge the veracity of online content, and their ability to do this when shown examples.  

• A third of internet users were unaware of the potential for inaccurate or biased information online; 6% of 
internet users believed that all the information they find online is truthful and 30% of internet users don’t know 
– or don’t think about – whether the information they find is truthful or not. 

• Just over a third of internet users did not make any appropriate checks before registering their personal details 
online. 16-34 year olds were more likely not to have made any such checks. In 2020, a broad range of devices 
were used to go online. Smartphones were the most likely device, used to go online by 85% of internet users.  

Attitudes towards being online 
• A majority (58%) of internet users agreed that the benefits of being online outweigh the risks. A minority (14%) 

disagreed and 28% were unsure.  
• Internet users were more likely to agree (46%) that they worry about whether something they say online could 

cause them problems in the future. Younger internet users were more likely to agree than average.  
• There was growing agreement on the need for online protection. The proportion of internet users that thought 

those online should be protected from inappropriate or offensive content rose from 61% in 2020 to 65% in 2021. 
• 55% now disagree with the idea that people should be able to say whatever they want online, even if hurtful or 

controversial, up from 47% in 2020. 
• Views were mixed on online anonymity, with a slight shift towards the view that people should not be able to 

hide their identity online (44% this year compared to 34 % in 2021).  

Online behaviours 
• Internet users were using more than six different online communications platforms on average. Younger adults, 

and in particular 16-24s, who were using an average of 8.7 online communication platforms compared to 3.0 for 
internet users aged 65+.  

• Half of internet users aged 16-24 had multiple profiles on the same online communication platform. This was 
most common on Instagram, and the most common reasons were having a separate account dedicated to a 
hobby or business or having one account for close friends and another for a wider circle of contacts.  

• Half of internet users aged 16-34 were uploading their own videos to video-sharing platforms and 28% were 
live-streaming their own content. These activities were less common among older internet users.  
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• 88% of those aged 16-24 were playing games on an electronic device and the majority of 16-24 gamers were 
playing online with or against other people, including 29% who were playing with people they didn’t know and 
hadn’t met in person. 

Digital exclusion  
• The proportion of those without internet access at home remained stable in 2021 (6% of households). 
• Young adults were often helping others do something online; 86% of internet users aged 16-24 had offered 

assistance and 46% of those 16-24-year-old ‘helpers’ did this weekly.  
• A growing number (21%) of internet users were accessing the internet exclusively via a smartphone. This was 

more likely among those aged 25-34, in C2 or DE households, the most financially vulnerable, and women. 
• There continue to be limitations associated with complete reliance on smartphones to go online. A majority of 

smartphone users agreed that activities such as completing forms and working on documents, or comparing 
products or services online, were more difficult on a smartphone than on a laptop or desktop. 

• Smartphone users have a clear preference for doing some activities on their phone rather than on a laptop or 
desktop, including social media, video calls, online banking and accessing news.  

Policy Context 
The reports are reference documents for industry, stakeholders and the general public. This research support 
Ofcom’s wider media literacy work and Making Sense of Media programme. The promotion of media literacy is 
a responsibility placed on Ofcom by Section 11 of the Communications Act 2003. 
 
Methodology 
In 2021, we adapted and expanded Ofcom’s media literacy research programme to refresh and future-proof our 
suite of research vehicles in a constantly evolving digital media landscape. This has involved splitting our Adults’ 
Media Literacy tracker into three surveys:  

1. Core Media Literacy survey; delivered via a mixed methodology of post-to-web, post-to-paper and 
online panel from October to December 2021 among 3,660 adults aged 16+, focusing on breadth of 
internet use, device use and attitudes. Our intention is to return this to face-to-face in 2022.  

2. Online Behaviours and Attitudes survey; delivered via online panel over two waves in June/July 2021 
and September/October 2021 among 6,556 adults aged 16+, focusing on social media, gaming and 
online attitudes. 

3. Online Knowledge and Understanding survey; delivered via online panel in November & December 
2021 among 3,095 adults, focusing on critical understanding, personal data, trust and advertising. 

This year, additional research into digital exclusion was conducted via a supplementary CATI (telephone) 
omnibus survey to provide Ofcom with key statistics that were not as easily gathered using other methodologies. 
 
Our Adults’ Media Lives research is a qualitative, longitudinal, ethnographic project which has been running 
since 2005. The research has followed the same 20 participants over time interviewing them at home to 
understand their relationship with digital media. This year, 60-minute interviews were conducted online. 
 
Source www.ofcom.org.uk/research-and-data/media-literacy-research/adults (published March 2022) 
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