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Foreword

By Revealing Reality

The difference a decade makes — 10 years of Children’s Media Lives

When Ofcom first commissioned this longitudinal study 10 years ago, several of the children in this year’s
research weren’t yet born. It was 2014, later dubbed the “year of the selfie”' in the wake of that year’s ice-
bucket challenge?, the #nomakeupselfie’ and the “selfie that broke Twitter”. A year of laughs, cold-water
gasps, attempts at authenticity and a group of famous people who took their own picture at the Oscars.

Social media ell-established force — already shaping culture as well as depicting it — for both children

Ten years a n in this study still watched TV — sometimes alone in their rooms, sometimes in their
living rooms wit i me of them used Snapchat, mostly to send selfies and messages to close
friends.

9«

skilled contributors”, to “video ones”, “strong language” and “sexualised commentary”,
which we reported could “make chi
uncomfortable if they came across somethi

like or understand”.

Instagram

TikTok: from dance routines to media

Here we are another six years later and this “random
stream of videos posted by other users” is now the
dominant media in most children’s lives. TikTok — as
Musical.ly became — is where they go to learn about the
world, about themselves, for culture and for comfort.

Other
screen time

Now, most children get their own smartphone when
they are nine or 10 and a quarter of three to four-year-
olds have one.® And on these phones, in this study we
see children are mostly consuming media alone and via
social media. In 2014, children reported to Ofcom they
were spending 12 and a half hours a week online on

12014: The Year on Twitter, X (then Twitter) blog, December 2014

2 ALS Ice Bucket Challenge

3 #nomakeupselfie trend raises over £8 million for Cancer Research UK

4 Children and Parents: Media Use and Attitudes Report, Ofcom, October 2014

5 Children and Parents: Media Use and Attitudes Report, Ofcom, October 2014

6 Ofcom Children’s Media Lives: Year | Findings

7 Children’s Media Lives Wave 5 report

8 Ofcom Media Literacy Tracker 2023: Core Parents Survey



https://blog.x.com/en_gb/a/en-gb/2014/2014-the-year-on-twitter
https://www.als.org/IBC
https://news.cancerresearchuk.org/2014/03/25/nomakeupselfie-trend-raises-over-ps8-million-for-cancer-research-uk/
https://webarchive.nationalarchives.gov.uk/ukgwa/20180702152819mp_/https:/www.ofcom.org.uk/__data/assets/pdf_file/0027/76266/childrens_2014_report.pdf
https://webarchive.nationalarchives.gov.uk/ukgwa/20180702152819mp_/https:/www.ofcom.org.uk/__data/assets/pdf_file/0027/76266/childrens_2014_report.pdf
https://www.ofcom.org.uk/__data/assets/pdf_file/0021/82803/childrens_media_lives_report_final1.pdf
https://www.ofcom.org.uk/__data/assets/pdf_file/0029/134795/Childrens-media-lives-Wave-5.pdf
https://www.ofcom.org.uk/__data/assets/pdf_file/0027/276660/Childrens-Media-Literacy-Tracker-2023-Parents-Data-Tables.pdf
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average.’ In this year’s Children’s Media Lives, we see many of the children are spending six, seven, eight hours
a day on social media — often more.

Unlike the content they used to watch on TV, often overseen by their parents, the videos children are
watching on social media are largely unmediated by their parents or the platforms — what they see might be
true, it might not. It might be good for them, it might not.

Social media: visual, commercial, professional

Over the last 10 years we've seen social media become less and
less social. Children are primarily looking at visual media —
images and videos — not interacting with other people. The
content they see in their feeds is increasingly professionalised
and commercialised — as social media has become bigger and
bigger business, it's changed the way people use it. Most of what
children now see on social media was created by someone with
the deliberate goal of capturing attention, garnering ‘likes’ or
building a following — and it’s often their job to do this. Some
children are even emulating techniques by content creators to
build their own following.

Video is the most popular media format and as we’ve seen this
year, videos continue to get shorter, faster, more stimulating,
and, in some cases, more intimate, all while what children are
mmended on their feeds is ever more personalised.

Seeking out the sensory online

Of course, as with any experience in childh dren in our study can’t imagine life any other way.
Some thought they would feel lonely withou i2 i gaming — it’s where they turn to satisfy their
needs, meet their aspirations and feel conne and other people.

Some of them go round to their friends’ ‘houses’ on
they play football online; they get the instant gratifica
performing hyped-up challenges.

it’s easier than visiting them in person;
amatic short-form videos of people

Children watch videos of slime, sludge, sand, hands playing
with crayons, bubbles, food — mirroring but not directly
experiencing the sensory and tactile nature of messy play and
mud pies.

The role of role-play

ASUR Gifrend Cheers You Up 33
(pampering & personal anention f. dossier)

This year we’ve seen more of the participants, especially the
girls, watching ‘Get ready with me’, ‘Point of view’ and role-
play videos. They tell us they are soothed by content creators
who act like their best friends, their big sisters, their
confidantes, who give them advice. The trend is towards
heightened intimacy — often using ASMR tropes''— someone
giving them the sense they are whispering in their ear, playing

. . . . . . Figure C: A screenshot of Oceans ASMR’s recent
with their hair, stroking their back. The children say they watch " - roleplay ASMR videos.

9 Ofcom’s Media Literacy Tracker 2014, (self-reported data)

10 Roblox is an online gaming platform that allows users to access and play millions of games. Roblox includes a vast array of different genres in
their games, and both single and multiplayer games.

I ASMR stands for autonomous sensory meridian response. It is a comforting feeling triggered by particular sounds and/or stimuli.


https://www.ofcom.org.uk/__data/assets/pdf_file/0021/81390/data_tables_children_aged_5-15_2014.pdf
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these videos to relax, or to help them go to sleep, but sometimes they stay up half the night watching one
after another.

This is easy when the children’s social media feeds give them more of what they ‘want’. Platforms and content
creators alike are extremely responsive to the trends that get them traction. Over the years, they have gone
to greater and greater lengths to capture and keep users’ attention, even as the children themselves tell us
they find it increasingly hard to focus on one thing or for long — a whole episode of a TV programme, for
example. Last year children were watching two unrelated videos at once within split-screen TikTok formats,
this year for the first time we’ve seen a triple-split-screen video — three videos playing simultaneously.

'Watch to the end’

The children’s attention is being caught by hyper-stimulating videos that are loud, bright, dramatic and dizzying.

me they’re not spending on other things. Over the years some have talked about the
rts they’ve stopped playing, while simultaneously their screen-time has
rolling social media alone in their bedrooms rather than watching TV
with their family.

Truth, trust and the

As in previous years, we also : i i i g: wr
clear they didn’t think certain typ e ‘appropriate’ P

on social media, and several others they knew what N

they were seeing on social media was one-s i = v
Lol Part o~

additional perspectives. They didn’t always C s | 20820 2023130 | 202341
look, but some were trying to get beyond : : ey EEaEs o
served on their feeds, work out what was true

€ healthwithn.. 3M @ katelynblair.. M @ megmoxie

SRpmB AL POV catching my
fveen) ADHD  girffriends.
stims on camera

Ten years ago, children’s media lives looked very different é e LY
they do today — but by looking back we can often see ho
trend led to another. What will the next 10 years look like?
children’s social media use peak? In another decade, the childre
this year’s study will all be adults. What will they want their own
children’s media lives to look like?

Figdre™D reenshot of the top results for ADHD’

About Revealing Reality

Revealing Reality is an independent social research agency, working with regulators, go
to provide rigorous insight into young people’s online behaviours and experiences.

Studying how the digital world is shaping people’s lives is something we do every day. We have been tracking
children’s media use and the impact it has on them for the past decade as part of Ofcom’s Children’s Media
Lives research, and we’ve conducted some of the most detailed qualitative behavioural research on digital
behaviours, observing how people really use digital products, services and technology.

Visit www.revealingreality.co.uk to find out more about our work or to get in touch.



http://www.revealingreality.co.uk/
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Introduction

Set up in 2014, Children’s Media Lives is a longitudinal study tracking the media behaviours, experiences and
attitudes of a group of children aged between eight and |7, from all over the UK and with a variety of
backgrounds.

The aim has been to revisit the same children each year, replacing them only when they turn 18 or if they
leave the study for other reasons. This provides an opportunity to explore and understand how the children’s
behaviour, experiences and attitudes change as they grow up and as the media landscape shifts around them.

This research is one element of the media literacy research Ofcom undertakes as part of its statutory duty
under the Communications Act 2003 to promote and to carry out research into media literacy across the
UK."? In turn, om’s media literacy research forms part of its wider programme of work, Making Sense of
Media"?, whi o improve the online skills, knowledge and understanding of UK adults and children.

Over t the study has featured 50 children altogether. The number of children taking part has
increas include a greater diversity of participants, and this year the group of participants
stands at oduced in ‘Meet the participants’. Two of them took part for the first time this year,

and the longe
year, as the chil
consistent and bala

t in this year’s group has been part of the study since wave 5 in 2018. Every

This rich, qualitative ex
children’s media literacy. Tl

’s media lives complements Ofcom’s gquantitative research on
= to explore the motivations and context for media use that sit
de contexgon the interplay between the children’s use of media, their

lores how the children’s'* online
critical understanding — the extent to which they have e and understanding to navigate the

online world safely and productively — has changed, too.

methodology is set out in ‘About this study’. Revealing Reality, which
the findings, has a strict ethics and safeguarding policy'® to ensure, as ible, that taking part in

research is a positive experience for children and that they are not pla risk, stress or
discomfort during the project. This policy is reviewed regularly to ensure® all industry
standards, including those of the Market Research Society and the Governmen

12 The Online Safety Act 2023 clarifies and adds specificity to Ofcom’s existing media literacy duties particularly around online safety. Amongst
other things, it requires Ofcom to build public awareness about a range of media literacy and online safety issues, and to encourage the
development and use of technology and systems that provide protection to online users.

13 To find out more about Ofcom’s Making Sense of Media programme and for details on how to join its network, please go to Making Sense of
Media.

14 When this report describes what “the children” are doing or saying, this refers to the children who are participating in this study. It cannot be
extrapolated to children in the UK more widely.

15 Please see Annex 5 to review Revealing Reality’s ethics and safeguarding policy.


https://www.ofcom.org.uk/research-and-data/media-literacy-research/childrens
https://www.ofcom.org.uk/research-and-data/media-literacy-research/childrens
https://www.ofcom.org.uk/__data/assets/pdf_file/0019/283051/Annex-7-Revealing-Reality-Ethics-and-Safeguarding-policy.pdf
https://www.ofcom.org.uk/research-and-data/media-literacy-research
https://www.ofcom.org.uk/research-and-data/media-literacy-research

CHILDREN'’S MEDIA LIVES WAVE 10 PAGE 7 OF 71

Summary of key findings

Each year, Children’s Media Lives provides a qualitative exploration of the media the children in the study are
consuming, creating or sharing and their media behaviours, experiences and attitudes. Now in its 10" year, this
year’s key findings are based on interviews with and observation of the 21 children which took place in late
2023 and early 2024, and set within the context of previous findings, shifting trends and further research into
the content they are engaging with.

Interaction and play

Continuing a trend seen in this study over the last few years, the children’s caution about what they shared
publicly online had further increased, with social interaction now confined mostly to chat apps and gaming.
Snapchat contin@led to dominate as a space to interact directly with friends and peers.

Children arly reluctant to share content they had created themselves with larger circles of people
but fou shaFe content in more selective or strategic ways. For example, they preferred to share
posts t ance videos for 24 hours on their Stories'®), with smaller circles (such as selfies on
private so i ts only followed by a select few friends) or they reshared other people’s posts as a

ple (such as sharing someone else’s post about relationship expectations, in

ild had begun to post more frequently about setbacks than
posts attracted more likes and views.

Some of the children reported gaming less previously, but those who were gaming appeared to
place a greater importance on it as a means d socialising with friends. Some said they
preferred playing with their friends via onli : ding time with them face-to-face.

Information, identity and influence

Children in the study continued to rely primarily on g
videos or seeking help with homework.

However, engagement with news and current affairs was lo ively via social media. Content
that did touch on news and current affairs was typically seen i
reposted without their original context and overlaid with commenta
creators. Children struggled to work out what information they couldfor could
many were relatively unmotivated to validate the information they werelsecii

by various online content
on social media, and

awareness that social media sometimes presented a one-sided view of topics, and they
seeking out alternative sources and voices on current affairs online. However, their maj
information was still social media.

The children were seeing a lot of videos posted by influencers and content creators about wider lifestyle
topics. For girls, this was typically ‘Day in the life’ or ‘Get ready with me’ videos,'” which gave the viewer a
window into influencers’ often lavish lifestyles, and content relating to make-up, fashion, and mental health —

16 Stories allow users to post photos and videos for their followers to see that last for 24 hours on the platform before vanishing.

17 Usually on TikTok, Instagram or YouTube, ‘Day in the life’ and ‘Get ready with me’ videos immerse viewers in influencers’ lives and routines. In
‘Get ready with me’ videos, the content creators typically talk through what skincare and make-up products they use, and the outfits they might
wear that day. ‘Day in the life’ content shows viewers various events in an influencer’s day.
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including ‘symptoms’ that might indicate a diagnosis (such as a mental health or spectrum condition). For boys,
videos about health, fitness, workout/ gym sessions and motivational advice were more popular.

Very few of the children reflected critically on the motives of these content creators, even when their profiles
advertised products for sale, such as relationship courses or growth supplement ‘gummies’. Many participants
had, to varying degrees, been influenced by what they had seen posted by influencers, for example they had
made purchases, taken exercise advice, or in one case sought a diagnosis of Attention-deficit/hyperactivity
disorder (ADHD).'®

A couple of the children were more critically reflective — indicating that while they found some of the advice
they saw useful, that didn’t mean they subscribed to all of the viewpoints attributed to the influencers
presenting it, for example Andrew Tate.'’

Attention and stimulation

ock value. Thumbnails®' and captions followed these trends, designed to grab
in the content, often accompanied by clickbait® or suspense-filled

simultaneously — and thi
TikTok has introduced a fast d btitton for videos, which several children were using, racing through
videos at double speed.

In contrast, there was a distinct incre mber of the study participants compared to last year,
specifically girls, watching ASMR videos on p i ding TikTok. These videos provided the children
viewing them with tactile, sensory stimulatio,

or satisfyingly organising stationery, to more intimate, intéépersonal ‘point of view’ videos in which the content
creator appears to be whispering directly to the viewg
them to sleep.

Further research found the range of this content can exte
sexual themes. This included ASMR content focused on bo i S ad come across a trend called
‘spit painting’, in which the content creator spits on their fingers view) style and then wipes
the saliva on the screen to simulate painting the viewer’s face with it, t like this sort of content.

18 Bryony had received a medical diagnosis of ADHD since she took part in the study the previous year. In the interview this year, Bryony said that
until last year she had not considered whether she had ADHD. But, after watching a video on TikTok describing the experiences of a couple
(one of whom has ADHD), she identified with the behaviours described within it and this prompted her to seek a diagnosis.

19 At the time of Oscar’s interview (November 2023) Andrew Tate and his brother were still awaiting trial on human trafficking charges “after a
Romanian judge ruled they could travel around the country” (Romanian judge loosens restrictions on influencer Andrew Tate, Reuters, 23

November 2023. Researchers did not discuss any of these ongoing legal proceedings, or the reasons for them, with the participant.

20 Techniques such as teasers, cliff-hangers, big ‘reveals’, tension between the performers and high-stakes consequences are used to deliberately
amplify the drama in the content, often in rapid succession and sometimes all at once.

21 A thumbnail is the cover photo of a video that appears in search results and within channels on social media platforms such as YouTube. They
can be clicked on to watch the video.

22 Clickbait usually refers to titles, captions or thumbnails that deliberately and often sensationally entice users to click on the link or video to which
they refer.


https://www.reuters.com/world/europe/romanian-judge-loosens-restrictions-influencer-andrew-tate-2023-11-23/
https://esroresearch.sharepoint.com/Shared%20Documents/2.%20Jobs/Office%20Of%20Communications%20(OFCOM)/001_Live_jobs/OFCOM%20-%20Children's%20Media%20Lives%2015-019/12.%20Wave%2010/007_Deliverables/003_report/3rd%20draft/Reuters
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About this study

Methodology

Children’s Media Lives uses an in-depth, three-stage approach to investigate children’s self-reported and actual
behaviours,? as illustrated here.

Initial ethnographic

imterview One-week diary task and tracking period Followw up interview

The children fill out a

media diary for one

week. Indudes their

daily routine, the

media they consume,

and them submitting
wer daily screen

Children use the
soreen record feature
on their smartphones
or other devices to

record 3-5 minutes of

activity per day and
send through to
researchers.

Researchers follow
children’s selected
sodial media accounts
for one week (with
their consent) and
track activity.

One hour interview,
reviewing tracking
data and themes that
came up in first two
stages. As well as
themes researchers
identified through
their own research

throughout that time.

Part I: Initial explorat

and November 2023, explored the full range of

led a brief interview with their parents to hear

team conducted these exploratory interviews
e.

The initial exploratory interviews, conducte
media behaviours that the children were en
their perspectives on their children’s media lives:
digitally with |5 of the children and interviewed six of

Part 2: Diary, tracking activities and further #esearch

The children’s media behaviour was recorded in three ways:

e Maedia diary and ‘screen time’ data: Children were aske
which captured how media activities fitted into their wider re
their activities each day, along with photos of what they had be
from their smartphones and other devices.

e Screen recording: Children with smartphones also completed a sc
captured the content the children see on their phones and how they use
platforms. Children were asked to record several 3 to 5-minute clips over
their favourite social media platforms.

followed? the children on social media for two weeks using bespoke social media accounts. This

23 Introduced from wave 7 (early 2021).

24 ‘Screen-time’ is a smartphone function which provides a breakdown of how much time a child has spent on different apps on their device that
day.

25 Screen recording refers to real-time recording of what the children are seeing as they use their phones.
26 ‘Friending’ and ‘following’ refer to different ways of connecting with other users on social media platforms. A user is able to see the content.

shared by the individual they have ‘friended’ or ‘followed’.
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provided insight into what, when and how often they were posting, as well as how they interacted
with others in public and/or semi-public spaces online.

o  Further research: Throughout the fieldwork phase, researchers investigated further to understand
platform functionality, terminology, and the content creators and media the children spoke about in
their first interviews and submitted as part of their diary task.

Part 3: Follow-up interview

Of the |5 children who had taken part in a digital initial interview, 14 also took part in a follow-up interview
(Oscar was the one child who did not). The children who had had face-to-face initial interviews in greater
depth did not take part in a follow-up interview, with the exception of Bobby (17), with whom researchers did
a face-to-face interview initially, and then a remote follow up, as was the case last year. During these follow-up
interviews res ers shared their screens to prompt the children to reflect on their own media behaviours;

using elem tent from their media tracking and screen record tasks, or aspects of their routine as
seen in ¢ e data and written diary. This allowed the researchers to establish what the children
under nt they had seen, and explore their critical thinking on specific features, trends, or
topic are erviews also allowed researchers to explore any new questions that emerged over

iews with the two new participants who joined the sample
children also undertook the diary tasks but did not

e Researchers conduc
this year: Willow (10) a
complete a follow-up inte
to explore the content of the follo intep@iewis with the child during the initial visit.

e  The research team also conducted atory interviews with Amira (13) and Bobby
(17), whose personal circumstances‘dj 2 afuilly remote approach to interviewing. Amira

i remote follow-up interview. Bobby

face-to-face exploratory interview. He then iafy task and was able to take partin a
remote follow-up interview.
e Ishak was recruited for the sample when he was 17 an r of education, but due to
availability he was interviewed when he had just turned 18.

Exploring perceptions of the future

increasingly looking to influencers for inspiration in various areas of life, including wo
identity. They were also relying more on influencers for information about the world.

There were various topics explored this wave that touched on their attitudes towards the - These
included:

e How they think about the future

e  Attitudes towards work and finance

e News and global events

e Their identity

e  The people they look up to and why

e  Growing up and what it means to be an adult
e The role of technology in their future

e Hopes and concerns
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Guide to reading this report

This report is based on self-reported information and reflections from the children in interviews, observational
data gathered by researchers during the social media tracking phase, and content included by the children in
their media diaries and screen recording tasks. Researchers then conducted their own desk research that
went beyond what had been directly seen or reported by the children. To reflect this, this report differentiates
between three tiers of analysis and evidence:

I. Data collected directly from children’s testimony, or from what researchers observed from their
behaviour and media use.

2. Further research: insight from further research into platforms and content that the children
mentioned or engaged with, or content that they didn’t engage with but that was similar or related to
that which they had seen.

To ensure the parti
information has not bee

ploring the media lives of 21 children from around the UK.

sake ctive of this research. Any opinions on public figures or
specific social media platforms in this r e children's own, and do not reflect the position of Ofcom
or of Revealing Reality, unless state e s in the labelled further research and researcher reflections
sections.
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Meet the participants

Twenty-one children took part in this year’s study. This was the same total as in the previous wave. However,
two of the participants are new to the study, replacing those who turned 18 and so are no longer in scope.

The main sampling characteristics focused on the following variables:

o Age
e Gender
e  Ethnicity

e Representation of children with special educational needs and disabilities (SEND)

children have been given pseudonyms and personally identifiable
e in the report.

de graphi

o

illustrating their estimated media and device usage. These
esearchers and screenshots of their screentime sent
available for some of the children, as there were
pot possible to measure screentime in the same
creentime consistently during the diary task

are based on a combination of wha
through in the diary task phase. Scre

phase.

The graphic shows an estimate of non-screen time, splif betw:
hours allocated to sleeping (although the amount the
this won’t be accurate in many cases).

ing and sleeping, with an assumed eight
ildrgh’slept each night on average varied widely and

M Billy, 8 - Northeast England
O Number of years taking part in Children’s

| W It is Billy’s first year being part of Children’s Media Lives
with his mum, her partner and his sibling. While sometimes

outside a lot. At the moment, he particularly likes playing Spiderman. Billy also enjoy
Amazon tablet. He loves Minecraft?” and has a lot of associated merchandise such as po
hoodie. He plays after school for an hour or so, and more on the weekends. Recently he hz
more Roblox as well, because his friends often play it, and he enjoys the exploration and world-building
aspects of the game. He was recently given a smartphone so that he can call his dad, and to use homework
apps for school. He does not have any social media.

27 Minecraft is a creative computer game with blocky, pixelated visuals where players can explore their world, build structures, craft items, extract
materials, and sometimes fight or cooperate with other players.
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Frankie, 9 — Southeast England
Number of years taking part in Children’s Media Lives: 2

Frankie lives with her parents and younger sibling. Now in year 5, she changed schools at the
start of the school year. She is inquisitive and chatty and says she feels more grown up than
last year. She wants more independence and likes to walk to school on her own (with mum
following closely behind) and is allowed to go to the local shop. Frankie is busy with football, gymnastics, and
Brownies. She recently started cheerleading and music lessons at school. Frankie watches Newsround every
morning before school and will catch up on missed episodes on iPlayer on her family TV or iPad. Like last year,
her favourite TV show is The Next Step — a dance drama series on the BBC. She recently downloaded an app
called JusTalk?® on her iPad which allows her to message, call or video call friends and family. Frankie says that
now she is older, she no longer wants to watch shows that are “make believe” and instead wants to watch
uth. Frankie remains off social media, but her mum is thinking about giving her a non-

e starts year 6 next year.

ool football team. His mum is looking to get him learning support
D assessment. She feels he is struggling academically at school.
Like last year, he watches lot: i
creators such as IShowSpeed?’ ané
mainly watches YouTube on his mu
TV, and he spends around five hours on his
Bailey has also started posting a little bit on
account and his mum’s YouTube account wi
building followers, even though his account has‘been
private by his mum. Bailey is playing much less Xbox
was last year, instead preferring to play Roblox on hi
iPad. He enjoys trying out different games with friends he
knows and making new ones on the platform.

YouTube

Other

. screen time
Non screen time

(asleep)

28 This app is similar in functionality to WhatsApp, enabling children to communicate with friends through video chat or messaging. However unlike
WhatsApp, it does not require the user to supply a phone number. The app is described on the Google Play Store as a “safe messenger” app for
children with chat and video call functionality, and some parental controls.

29 |IShowSpeed is a |9-year-old American streamer, YouTuber, and rapper with 23.1M subscribers on YouTube. His content predominantly focuses
on football, gaming, and live streaming his experiences in different countries.

30 The Royalty Family is a vlogging family of five with 23.2M YouTube subscribers. They are mainly known for their vlogs, funny sketches, and
challenge-style videos. They also have an associated account called Royalty Gaming with 5.3M YouTube subscribers, where they mainly post
videos of the son and the dad gaming.
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Alfie, 9 - London
‘_ ‘ Number of years taking part in Children’s Media Lives: 2

Alfie lives with his parents and younger sibling, and his main passion is sport. He plays

football, rugby, basketball, and does mixed martial arts twice a week and recently got his
“ purple belt. He has lots of friends and loves playing outside with them in his back garden or

on the green nearby. On school days, Alfie spends between one and two hours on his
devices. Alfie has a Nintendo Switch, on which he plays Pokémon,?' Minecraft, Mario games,*? and wrestling, as
well as watching YouTube on it. He also has a PS5, and plays Minecraft, Fortnite,* Roblox, and EA Sports FC
24.%* He loves the competitive element of gaming, and really enjoys playing Minecraft on his PS5. On YouTube,
Alfie watches content mainly relating to Pokémon, Minecraft, and football. He watches longer YouTube videos

rather than YouTube Shorts, but says he mainly watches YouTube instead of gaming on weekdays because it is
easier to do in

‘
)

Other
screen time

Nest — she says likes to be 3 i . YouTube

uses as much as she can. Her pa
the apps, to manage the amount of ¢

Non screen time
(asleep)

She often plays Roblox with her friends and likés how
many games there are available on it. Willow can't wa
get a mobile phone as this will enable her to always haye
access to her favourite apps, without any parental
limitations.

31 Pokémon is a game and media franchise relating to creatures or ‘pocket monsters’ which accompany the characters or in-game players in battles
and adventures.

32 Mario is a renowned ltalian animated character, at the centre of a franchise of games such as Mario Kart, Super Mario Bros. and many more.

33 Fortnite is a multiplayer online combat video game with six game modes, which can played on multiple gaming platforms (e.g. Xbox, PlayStation).
It is predominantly a combat game in which players can fight and cooperate with other players, collect and upgrade items and build structures
and fortifications. In the most popular game mode, Battle Royale, the game pits players against each other to be the last survivor on an island.

34 EA Sports FC 24 is the first instalment of the rebranded series of popular football video games, the preceding version of which was FIFA 23. It is
available on all major consoles. Players are able to play with and manage teams in-game and online, with different modes such as Career Mode
for managing clubs and Ultimate Team for building dream squads online.
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Lily, 10 = Yorkshire and the Humber YouTube

Gaming

Number of years taking part in
Children’s Media Lives: 3

Non screen time
(asleep)

Lily lives with her parents and older

sibling and is in year 5. Lily loves sports,
playing football with her friends and several times a week at
her school and a local club: She likes to mess around
outside with her best friends. Last October, Lily started
karate lessons, and she likes to test out her moves at home
with her dad. She plays the new EA Sports FC24 on her
PS5. Lily has her own laptop now but prefers to watch TV / e
in the living room, where she watches / / | \ \

a couple watching Stumble Guys™ or
w Premier League ADRENALYN XL 23/24 trading card pack.

parents and siblings. He is in his first year at secondary school,
§ of new friends, and he spends his evenings and weekends doing lots
cationally, Angus is doing very well, receiving gold
certificates for
spending much more time on conso : a PS5 with birthday money, on which he plays FIFA
23%, Rocket League,”” and Fortnite — he doe
around two or three hours each night. Whil T
speak with his friends. He says he really enjoys B soresnitime

YouTube

he sometimes uses messaging apps like WhatsApp to
communicate with his friends. Other than messaging, Ang
uses his phone to watch animal videos, videos about Lego,
and some content creators such as MrBeast® on YouTube,
as well as playing phone games like Madfut.* Overall, he
spends about three hours a day on his phone.

24hrs —

35 Stumble Guys is a fun multiplayer knockout game with up to 32 players online. Players control jellybean-like characters navigating obstacle
courses to be the last one standing.

36 This was an earlier version of EA FC 24, as previously referenced.

37 Rocket League is a video game combining football and cars, where players use rocket-powered vehicles to score goals against their opponents.
This can be played both online with other people, and offline in a solo play mode.

38 MrBeast is the most subscribed individual on YouTube with 244 million subscribers. He predominantly posts challenge-style videos, often
including large sums of money.

39 Madfut is an app where one can collect packs of football players and draft players into their teams. It is similar to EA Sports FC games, but
without the in-match gameplay.
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Amber, || — Northwest England

Number of years taking part in Children’s Media Lives: 2

Amber lives with her parents and older sibling and has recently started year 7 in a local
secondary school. Having fallen out with her friends at the end of last year, she has now
found a new group of friends and thinks

year 7 is much better socially and people are kinder. Like TilkTok

last year, Amber’s most used app was TikTok, which she -
ther

spends around an hour and a half using on weekdays. She /. screentime
uses the app “for entertainment”, watching ‘POV’ (pointof = & Yy /4
view) content about fictional scenarios such as meeting (asteep) -
your soulmate, makeup tutorials, and fan edits of her new
favourite celebrity, Leonardo DiCaprio. Amber also -
watches AS s before bed. Her second most used —
platform on which she talks to her friends "y
forac day. While Amber does still
play For be, she does not use these as ™~
much as sh / y \ A
I\

ing part in Children’s Media Lives: 5

er mum’s partner. She is in S2 (equivalent to year 8) and is

chieving top marks in her start-of-year assessments. Over

ed selling handmade bracelets at summer fairs with her

A to attract more customers. Suzy recently got an

aylor Swift, and Central Cee on Spotify, as well

d daughter discussing a variety of topics. Suzy
TikTok

Instagram
Gaming
Other
screen time

- the summer holi

friend, creating ‘business’ profiles on TikTo
Amazon Alexa speaker and enjoys listening
as the ‘Basically Besties’ podcast®, which fe
spends around four hours a day on her phone.
a lot of Snapchat group chats, and sometimes sees vid
of fights in local schools that are shared via these chat
though she does not share them herself. Suzy has
recently started playing an app-based game called Coin
Master*' with her friends after school. On social media,
Suzy likes watching ‘Get ready with me’ videos of people
who are similar in age to her. She will often buy the
products they use.

40 The Basically Besties podcast is a weekly podcast from influencers Kat and Latisha Clark who are mother and daughter. They talk about personal
experiences, careers and relationships, and also host listener confessions to the podcast.

41 Coin Master is a free to play mobile game, the aim of which is to win coins and upgrade items to be able to develop the player’s own villages.
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Arjun, 12 - Northwest England
Number of years taking part in Children’s Media Lives: 5

Arjun lives with his parents, and he is now in year 8 at his school. He has made lots of
friends, and like he has been from wave 5, is involved in lots of sport, as well as music and
other extracurricular activities, including the politics society. He enjoys debating and said
he might want to be a lawyer when he YouTube other

gets older. YouTube is still Arjun’s main app of choice — he screen time
watches it every day, but not for long periods of time. Last

year he had started to watch YouTube Shorts in addition

to longer form content. This year, he is predominantly Non screen time

/

watching Shorts rather than longer form content. Most of steen) -
the content he sees is related to Fl. His screen-time at the —
time of inte was about two hours per day. He is
also gami
starte —
~N
/ N

TikTok
responsibility in the house helpi YouTube
younger siblings. Amira says she fee
mature than last year, noting that her intere
from playing outside to pretending to brows

Gaming
Non screen time
(asleep)

looking at expensive cars and furniture. Since 2
Amira and her mum have installed wi-fi and Amira ha
got her own phone, tablet, and laptop. Her favourite &
are TikTok and YouTube, and she spends at least an hour
day on TikTok. She enjoys watching content about cleanin N
and organising and ‘Day in the life’ videos so she can i | \ P
compare how different people in the world live. Amira also
likes watching fan-created animated content.

Q Zak, 13, Northwest England

B Number of years taking part in
- Children’s Media Lives: 6

A ), Since last year’s study, Zak has started a Mon sereen time

(asleep)

Instagram

| YouTube
i

' new school, which he’s enjoying and
where he’s made new friends. His favourite subjects are
maths and engineering. When he joined the study in wave
5, Zak said he wanted to be a YouTuber. Now he says he’d
like to go into engineering in the future. Zak has a
PlayStation 5 and a Nintendo Switch, which he uses
occasionally. More often he watches videos, either on his < N
iPad or his phone, which he uses for about seven hours a
day on average. When he’s not watching videos, he spends
most of his free time playing Roblox online with his friends
from his previous school. A lot of the content he watches on TikTok and YouTube is based around Taylor
Swift — an interest he shares with one of his friends. He’s bought all her albums on CD and is excited to have
got tickets to see her in concert in the summer with his mum. He no longer makes and posts his own videos

Other
screen time
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on social media, but he does repost content about Taylor Swift, often tagging his friend so she’ll see it. He also
volunteers for charity with his mum and does a shift each week in the local business where his nan works.

Freddie, 13 — Northwest England
l/- | Number of years taking part in Children’s Media Lives: 5
Freddie splits his time between his parents’ homes. He is getting on reasonably well socially
but is struggling somewhat with his studies. When Freddie joined the study in wave 6, he
loved spending time playing football, and that hasn’t changed - his life is dominated by playing
football. He is still playing for a local academy, TikTok
for which he trains several times a week. He also plays for his

school team, and often in his free time with his mates. Freddie /

spends a lot isure time out and about with his friends, Non screen time 7
and asar tching less TV (especially Netflix) this fasteer) & .
year like to game online, mainly playing Fortnite .
and the 4, and says he does this every night

for aroun more on the weekends. While he

games, he is ofte ith his friends on Snapchat, i
with whom he has a

to spend around eig y Y ihor
majority of that time bei \ seleantims

YouTube, predominantly wa
channels.

Terri, 14 — Northwe land
Number of years taki

r 10. Terri feels that she has matured a lot
n doing well at school. To help her

Terri lives with her mum

between years 9 and 10 and she is

manage her autism, diagnosed dur;
pandemic, she carries a card at school to signal when
a break. Outside school, Terri attends dance school twice
week, hangs out with her mum, and watches TV in her roo
and she sometimes sees her dad too. Terri has a new iPhone |
and spends around six hours a day on it, with TikTok and
Snapchat being her most used apps. She likes the upgraded
camera for making dance videos for her Instagram account, on
which she is keen to gain followers. She also has a new smart
TV in her room on which she watches Disney+, YouTube, and
TikTok. She uses TikTok search for viewing recommendations
on Disney+ and had been enjoying its Halloween content at the
time of fieldwork.

TikTok
Instagram

Other
screen time

42 The Sidemen is a British YouTube group consisting of internet personalities KSI, Miniminter, Zerkaa, TBJZL, Behzinga, Vikkstar123, and W2S.
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Niamh, 14 - Northern Ireland
Number of years taking part in Children’s Media Lives: 3

Niambh, 14, lives with her parents and older sibling and has started a new grammar school
this year. Niamh is very close to her family and likes spending time with them. She has
several relatives that live locally, and they get
together on weekends to eat and watch sport. Outside school
and family time, Niamh loves going on TikTok and says she finds
t “addictive”. She spends around three and a half hours a day
watching things like makeup tutorials and 'Get ready with me' N
videos on TikTok and is into travel-related content. Niamh is sicer) A

TikTok

Instagram

jealous of influegieers who get paid to travel and stay at “fancy” il

hotels for a Ji e aspires to do this herself but doesn’t really 24nhrs «scrg;:etirme
think it is isti . She also uses TikTok shop and recently

bough several influencers post about it. Y

Niamh ~

=y

Bryony lives wit
preparing for her
manage her condition, Bryony now attends
motivator for seeking her diagnosis, which s

one day each week. She cites TikTok as a key
g a video on the site from an influencer talking

Tarah and Barry,” a couple on TikTok who share thei iences of dating and living with ADHD. She says
she likes how they show even potentially negative mo, i
their life, which she says not many people do online. ¢
enjoys whispering and roleplay ASMR content from creat
such as Oceans ASMR.* She remains committed to buildin
online following of her equestrian accounts; she now has ove
1,000 followers on her social media accounts, and this has
motivated her to post more often about both her positive and =
negative experiences. She recently hosted a giveaway of various
items on her account to thank her followers and build loyalty —
an action she had seen various influencers take.

TikTok
Instagram

YouTube

Other
screen time

43 Tarah and Barry are an online couple on TikTok who share videos about being in a relationship in which one of them (Tarah) has ADHD. They
have 1.2M followers on TikTok.

44 Oceans ASMR is a YouTube influencer who posts ASMR content, specifically to do with role playing. She has 553K subscribers on YouTube.
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Taylor, 15 - Southeast England
Number of years taking part in Children’s Media Lives: 3

Taylor splits her time between her parents’ homes. She has just started year || and has been
working hard for her mock GCSEs. Her main device is her phone, which she spends around
five hours a day using. Like last year, Taylor is committed to achieving good grades so she can
attend a selective sixth form and as a result she TikTok

watches a lot of study advice content. While she expresses some

concerns about the responsibility of growing up, she enjoys what

she describes as more ‘realistic’ content this year and thinks it is Non sarasniisie

important to see everyday lives represented on social media or (asleep)

on the screen. Recently, Taylor has seen a lot of content about

the conflict in a on Instagram via her friends’ Stories.* She

Instagram

Other

_~aa screen time
//

basketball than last year, and he also goes to
more confident and comfortable in his body

podcaster and commentator Joe Rogan talking 2
Reels. He also regards himself as more grown up, part
last year, Oscar doesn’t use TikTok much, saying tha
scrolls through Reels, mainly seeing gym-related content.
account dedicated to his guitar playing.

45 A Story is a feature that allow users to post photos and videos for their followers to see that last for 24 hours on the platform before vanishing.

46 At the time of Oscar’s interview (November 2023) Andrew Tate and his brother were still awaiting trial on human trafficking charges “after a
Romanian judge ruled they could travel around the country” (Romanian judge loosens restrictions on influencer Andrew Tate, Reuters, 23

November 2023). Researchers did not discuss any of these ongoing legal proceedings, or the reasons for them, with the participant.


https://www.reuters.com/world/europe/romanian-judge-loosens-restrictions-influencer-andrew-tate-2023-11-23/
https://esroresearch.sharepoint.com/Shared%20Documents/2.%20Jobs/Office%20Of%20Communications%20(OFCOM)/001_Live_jobs/OFCOM%20-%20Children's%20Media%20Lives%2015-019/12.%20Wave%2010/007_Deliverables/003_report/3rd%20draft/Reuters
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Ben, 16 - London
Number of years taking part in Children’s Media Lives: 7

T Ben is in the final year of his GCSEs, and lives with his siblings and mum. Like last year, his life

revolves heavily around basketball, playing four or five times a week with club and school.

‘ This is also true of much of his media. On TikTok he watches people giving basketball tips and
as well as longer basketball content on YouTube, such as people reviewing new basketball

shoes, highlights of recent NBA games, or general commentary

on basketball. He also watches gaming content, mainly on

YouTube and sometimes on TikTok, as well as motivational

videos on TikTok. He games far less than last year, saying that Non screen time '

he does not really have the time. Instead, Ben prefers to watch fosieer) A

t on TikTok as he says it feels easier to fit this

is day. Ben typically spends about seven

y, four of which are usually spent on

is gime, he sees friends and is going to

HKIOK

Instagram

YouTube

Other screen
time

< a
FEER
In the last yea d from his previous care home to semi-independent
accommodation elséw ondon. Bobby is still not in any form of education, and while
last year he was picking up some bits of ca this year he has not done as much. His ambition
for the last couple of years has been to quali guard and be a bouncer outside clubs. In his first
interview this year he had the same ambitiony b, been working with his PA (equivalent of a social

worker) to try to get an apprenticeship at a garage. He'spénds his time buying parts for motorbikes and
building them so he can ride them around. Bobby still Spends

lot of time on his smartphone. His screen-time this yeé
averaged around |5 hours a day (he was in hospital at the
which may have increased time spent). The platforms he us
most are Snapchat — which he uses to communicate with his
friends — and YouTube — on which he watches Shorts. Watching
YouTube Shorts has replaced his use of TikTok, which was
frequent last year. He also follows a variety of YouTube
accounts, often ones that make documentary-style videos of
particularly dangerous unexplored urban environments (more
on this in chapter 2).

TikTok

YouTube

47 Bobby was |7 at the time of the first interview this year, but he had turned 18 by the time his follow-up interview took place.
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Ishak, 18 — Midlands*®
Number of years taking part in Children’s Media Lives: 4

Ishak lives at home with his mum and siblings. He is still at college, while having a part-time
job, but is no longer doing Animal Care. He has switched to doing vehicle maintenance,
which he said might lead to a job that offers more money. In terms of his media, Ishak is
gaming more regularly than last year. He likes to game whenever he is not at work or college, and his favourite
game is Tom Clancy’s Rainbow Six Siege,* which he plays mainly with his cousins and friends online. He also
uses TikTok, Instagram and YouTube regularly. Recently, he has been seeing a lot of content relating to Israel
and Palestine. Ishak is always keen to understand what is happening with these big world events and tries his
best to verify the information he is presented with, which predominantly comes from TikTok, on which he
typically spends about five hours a day. When Ishak joined the
o, he was hanging out with his friends in
icket less than he had when younger

se by the pandemic). This trend has

e at college and doing work Non screen time 48
little time physically with his e

TikTok

person and
(and this

Instagram

‘ YouTube

friends.

Gaming

Other
screen time

48 |shak was |7 at the time his first interview was scheduled to take place but, due to a delay, he had turned 18 by the time it took place.

49 This is an online first-person shooter game with a variety of solo, co-operative, and competitive game modes, where players assume control of an
attacking or defending player in different situations such as defusing bombs, rescuing hostages, and completing objectives.
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Media the children used

Since the first wave of Children’s Media Lives in 2014, the wider media landscape has changed enormously, and
the researchers have observed how the children in the study have reacted and adapted to these changes year
on year. Some TV shows, devices, and online activities that were popular one year were long forgotten waves
later, while others endured, or morphed into the content, tech and trends that the children engage with today.
It is often only with the benefit of hindsight that the longer-term significance of early precursors or small
changes becomes clear, which is why exploring the detail of children’s interaction with media is so important.

This section provides an overview of the devices and platforms the children were using in this wave of the
study, and the media they were consuming. The themes introduced here relating to their usage and habits will
be discussed f r in the rest of the report. For a more granular breakdown of the devices and platforms the

streaming i ), to choose which device to watch content on.

e All the children lifed indie olds with a TV, and some children had personal TV sets in their
bedrooms. Howevep s years, the children rarely watched live broadcast television.

e  The minority of the o said they sometimes watched live broadcast TV, often did so with
family members.

e  Some of the children descripgdfs m nights’, when they streamed movies from services such as

Netflix to a family TV.

Most of the children had their own ph ccess to a device for media or games

e Of the 21 participants, 16 children owned theilf oW hone. All the children in secondary school

homework.
e The younger children who did not have their own phon
devices to play games or use social media. Some of these yo
e Most of the children used their personal devices to consume
content and longer form content such as TV shows and films.
using their devices.

their siblings’ or parents’
also had their own tablets.
both short-form
n uns@ipervised when

Most of the time the children spent online they were using social medi

e Most children spent between 3 and 6 hours a day on devices, and most of this was edia
apps.
e Among the children who had their own devices and used social media, TikTok and at were the

most popular platforms.

e On TikTok, the children mostly scrolled through their For You Page*® and watched short-form
content that typically lasted under one minute. Few children created or posted their own content.

e  The children also consumed short-form content on YouTube Shorts, but they more often tended to
use YouTube to watch longer form content ranging from 5 minutes to 30 minutes.

50 The ‘For You’ page is the main landing page or ‘feed’ on TikTok. It shows the user videos from creators they follow, and videos TikTok
recommends for them.
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A few of the children had accounts on other platforms such as Instagram and Facebook, but said they
used them less than TikTok, Snapchat and YouTube.

Some social platforms were predominantly used for chatting

Many children said they spent multiple hours a day on Snapchat and predominantly used the platform

L]
for chatting and interacting with friends and peers in group chats, using ‘snaps’ (image-based texting),

and texting.
e Most children also used WhatsApp, though this was mainly to interact with family members.

A couple of the younger children used child-specific platforms aimed at children under 13, such as
JusTalk Kids, as substitutes for platforms such as WhatsApp and Snapchat.

Few children listened to content online
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Chapter |:Interaction and play

While the children are spending a lot of time consuming content on social media, they’re using it less to post
their own content. When they do, they tend to re-post other people’s content to signal their support or
alignment or try to emulate some of the themes and techniques they’ve seen professional content-creators
using. Using social media to chat with or message their friends is largely confined to Snapchat or other chat
platforms.

Social media appears to be drawing more of the children’s attention than gaming, although several of the
children, mostly boys, say they enjoy the social aspect of gaming and feel it offers a wider range of activities
than are available to them offline.

osting in more open or public online spaces, such as on social media profiles, has
concerned about how they are perceived by others online and over the years

own social media accounts (the ma
directly with their friends, beyond lildng cG her people had posted, and occasionally sending them
videos on TikTok or Instagram. These video allaposted by other content creators or were

sometimes posts made by their friends. Instg i
friends.

Most of the children favoured the chat functions on S rimary way to message and
communicate with friends. In addition to using it for g g, several of the children were in
group chats, for example with friends from school, people ffifom their ag€a, or friends from their

“I don’t think | could live without Snapchat anymore.
love it now. I've got all my friends on Snapchat, and we have

Snapchat was especially popular among the older girls in the sample, and sever
social lives. Other communication platforms were rarely used except when com
members.

“Instead of using WhatsApp or text message, a lot of people my age use Snapchie
am on that a lot — texting friends or face-timing on it.” — Niamh, 14

5! The groups the children are in are sometimes small groups of close friends, but Snapchat groups can include up to 200 members. Depending on
the settings assigned by the person who set it up, a Snapchat group can include people added by other members, including those who are not a

direct contact on the app and messages posted in these groups can be seen by all members.
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Willow (10) and Frankie (9) mentioned using JusTalk Kids, a platform which had not been mentioned by any
participants before this year.

“This [JusTalk Kids] is one my biggest apps | use. It’s like WhatsApp but for children. It’s very helpful. |
L can talk to all my friends, and we have group chats for different things.” — Willow, 10

This app has functionality similar to WhatsApp, enabling children to communicate with friends through video
chat or messaging. However, unlike WhatsApp, a phone number is not needed to access or use it. The app is
described on the Google Play Store as a “safe messenger” app for children with both chat and video call
functionality, and some parental controls.*? Safety features include a parental approval system using a four-digit
passcode for anynew contacts added, and allowing parents to set a passcode to prevent children from

The ch utious about what they shared more publicly on social media
Continu , children in the study were posting very little original content on social media.
Several gir s of how they might feel in the future about what they shared now.

“m a more private person i ok. | don’t post anything because | feel like I'll look back in a
? month or two and I'll regret pos

d only occasionally posted. When she
ple, Suzy made a video that included a
hur and Chasing Grace singing

did post, it was often as part of trends her friends took pa
list of things she enjoyed, such as ‘shopping’, to the backdr

posting it on her account. Niamh, in line with last year’s behaviour, cr
with her broader social circle on her main social media profile:

“I don’t post videos that much, but if I'm going to a party with friends
friends, | can then post them [on my private account] without everyon
Niamh, 14

This mirrors findings from previous waves, with children becoming more conscious of how ear online
as they get older and seeking strategies to control more carefully which of their friends (if any) see their posts.

52 Parents’ Guide to JustTalk Kids — Safe Video Chat, Common Sense Media Reviewer. The description of the app is “Slimmed-down version of
adult chat app: use with caution”.



https://www.youtube.com/watch?v=-y2afvkOwws
https://www.commonsensemedia.org/app-reviews/justalk-kids-safe-video-chat
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Some who avoided posting original content were ‘reposting’ other people’s content as a way of
interacting with and signalling to their peers

When using platforms such as TikTok or Instagram, some of the children were reposting content as a way of
interacting with their friends, such as sharing posts on Instagram Stories or sending them through private
messages. Sharing posts that were of interest to themselves or others sometimes appeared to be an
alternative to messaging their friends directly or creating original content.

Q “One of my friends at my old school, she likes Taylor Swift a lot as well... | repost a lot and she reposts
8 them as well, and she sees them and | see them, and then we repost each other’s ones and stuff.”
- —Zak, 13

Some children ed about using reposting as a strategy to send more coded or

eir peers or to specific people. Taylor said:

“your standardsiare too}
highg =

ost stuff so then certain people will see them... | posted
someone else’s post] on my TikTok about having

seen as similar to but more significant than a
specific post.

Y “If you like the video then you repostSt. | i
e just flike’ it if | don't like it that much.” — A

- Figure |: Content Taylor reposted on

TikTok about relationship standards.

Reposting content on social media was also used by some of the old
views and beliefs about topics and events happening in the world. So
with a particular group or raise awareness about issues occurring in the we

way, of signalling certain
show solidarity

The intention to spread awareness by reposting content was something that | imrelation to a
video he reposted on TikTok about how to ‘boycott’ Israeli products. He said:

“If I am reposting things then other people are able to understand what’s going
people to see the message being sent to us and encourage people not to use the p

Among children who were sharing content they had created themselves, most preferred the
temporary nature of posting stories on TikTok, Instagram, or Snapchat

A couple of the children mentioned they enjoyed feeling they were keeping their friends updated on
interesting events in their lives on social media but were hesitant to post anything permanent on their profiles.
They more commonly posted on their ‘Stories’, which by default were viewable by their friends for 24 hours
only.

h “It [Instagram Stories] disappears after 24 hours, so that’s why | prefer it to posting stuff. | don’t have to
.’ worry making mistakes or anything. It’s not there forever, only for a couple of hours.” — Terri, 14

.
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Terri preferred using Instagram Stories to share dance content with her followers because it felt like a smaller
commitment and lower risk and Ben held a similar view about sharing his basketball content.

ﬁ “A post is more serious than a Story... maybe winning a real trophy or having a real achievement or

: something to be proud of | guess.” — Ben, 16

Ben posted some videos of himself playing basketball on his Instagram Stories, which he then saved to his
profile so that it appeared whenever someone visited his profile:

“It’s just called ‘highlights’, having a photo like that to show people who | am because that’s something | enjoy doing.”

girls were posting to actively build a following, and were often emulating
the behav niques of others to increase engagement

other young people on her TikTok For You page sharing videos
listing things they liked to t things’ by James Arthur featuring Chasing Grace in the

background.

Bryony and Terri both had aims to build a social media foll
would be the basis of their future careers — and copied tre

their hobbies — which they hoped
eeding for other social media

money by getting sponsored by equestrian brands. Terri was hoping t@/pursue dange as a career and was using
social media to build a following to increase the likelihood of being ta

@ “A lot of my dance friends make loads of videos and put differe
L ’al

doing, and then | make my own. | will normally show them and get their,

To create these videos, Terri used the app CapCut, a video editing tool with templates 2
features and would copy the formats and styles used by her friends.

These children also monitored which of their own posts seemed to gain the most attention and largest
viewership, and then created and posted more of what seemed to work well.

A “If you look at my posts, you'll see I've got more likes on those ones [the negative posts]. | may not get
I‘f as many on the other ones but at least | know people are seeing my posts.” — Bryony, 15

Bryony had noticed that her posts about more negative events or setbacks gained more attention in the form
of likes and comments than those that were about positive achievements. As a result, she had decided to post
a greater proportion of negative posts to try to capitalise on this.
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Researcher reflections

Over the years, the children in this study have become increasingly self-conscious about what they share in
more public spaces on social media — rarely posting their own content on feeds and increasingly confining
interaction with their peers to private or semi-private chat platforms or groups.

But the desire to signal to their peers and get attention from a wider circle hasn’t disappeared. Now, rather
than creating and sharing their own original content and taking the risk of being exposed to the judgement
of others, the children are putting out more subtle messages — which they hope others will pick up upon —
by reposting specific content made by other people or posting only to temporarily viewable Stories.

Social ga ow the children are playing on and offline

Over they aIways been some children in the sample who spent a relatively high proportion of
their time gami e case this year. The social role of gaming has grown over the last |0 years,
id-19-related restrictions and gaming is now relied upon as a means of
feeling connected wi
it is a greater motivatio

eight and new to the project this year, had de

example, Bendy and the Ink Machine®, whic} ool and on weekends. Bendy and the Ink

rror game set in a fictional cartoon world in the
solving puzzles to proceed to the next level.

Some of the older children who had previously been big gamers were spending less of their time playing games
this year.

“It's kind of died. No one really plays it [Fortnite] an

‘*’:'i* ’ older, | don't really play anymore.” — Terri, 14
%
n “I don’t really game as much anymore because | just feel like | have less ti

for a bit and go on my phone rather than my Xbox, because I'd rather
period of time at once.” — Ben, 16

Ben said he would rather fit shorter snippets of time watching TikTok in between his otF g§'than
commit to longer periods of gaming.

However, some children in the study were still spending a lot of time gaming. Ishak, for example, spends “most
of the time gaming when I’'m not at college or watching YouTube”. Ishak’s screen-time (how long he is spending on
apps on his phone) showed that he also spent a lot of time on TikTok, sometimes up to eight hours a day.
Ishak often watched videos on YouTube or TikTok simultaneously while he was gaming, meaning that his high
screen-time for both was often occurring at the same time.

53 Parents’ Guide to Bendy and the Ink Machine, Common Sense Media Reviewer, 2018. This review suggests it is a 12+ game.


https://www.commonsensemedia.org/game-reviews/bendy-and-the-ink-machine
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Several boys were also playing FIFA 23 or EA Sports FC24 (the latest, rebranded version of FIFA 23). Freddie,
13, for instance, regularly plays online with his friends.

a “I've got the new one [FC24] and the old one [FIFA 23]. A couple of my mates don’t have the new one,

o~

L so | go on the old one, but a couple have the new one, so we go on that.” — Freddie, 13

Those children who were gaming were often doing so as a way of interacting with their friends.

While some children were gaming a little bit less than in previous years, those who were still gaming mostly
said they were doing so to spend time with their friends.

Angus, | I, enjoyed playing Fortnite and Rocket League'wit

and being competitive online. Rocket League is a video ga ing football and cars, in which players use
rocket-powered vehicles to score goals against their oppon 2 d both online with other
people, and offline in a solo play mode.

Suzy, 12, played a mobile game for similar social motives:

“It’s a game called Coin Master and we all have it and have ea on jttYou like raid them for
their money and attack their villages and all that. So, we all do that bec just y. My friend
started it.” — Suzy, 12

Coin Master is a free-to-play mobile game, and the aim is to win coins and upgrade item§to be able £8'develop
the player’s own villages.

A few boys reported that games offered a wider variety of activities than were otherwise
available in real life, and they preferred this to spending time with friends face-to-face

Some boys who were gaming enjoyed it not just because it was a fun way to socialise with their friends, but
also because it offered a greater variety of activities to do than in real life.

Angus, | I, had bought a PS5 since last year’s research using birthday money he had saved up and he had spent
far more time gaming on it this year than he had previously on his Nintendo Switch.

ﬁ “If he had any option, he would play 24 hours a day... He does quite a lot of activities, begrudgingly, and
~ he likes them once he goes.” — Angus’s mum
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“I like talking with my friends to team up to play against other people... Some games also have storylines, and it’s more
entertaining because it’s more fictional.” — Angus, |1

Angus said he prefers this to playing with his friends in real life.
Freddie, 13, played a lot of Xbox 360, spending most of his time on FC24, FIFA 23 and Fortnite.

a “We’ll [Freddie and his friends] all go on our Xboxes and play games and that...we’ll go on a video
iy call” — Freddie, 13

This is one of the main ways Freddie communicates with his friends. The screenshots of his screen-time that
he sent throughgo researchers revealed he can often spend six or seven hours a day on Snapchat, which is the
app through e video-calls his friends while gaming.

Zak also said that he preferred
opened a range of possibilities he felg
where he and his friend visit each other’s vi
house on Roblox, but he has never been to |

Researcher reflections

down, as social media appears to be filling that time.

Some children, boys in particular, continue to rely on gaming as a touchpoint some it is
starting to represent the preferred way of spending time with friends — with ing t e
opportunities for competition, following a storyline, and doing different kinds o riends

within games is appealing.
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Chapter 2: Information, identity and
influence

The children’s frames of reference — how they think about the world and their place in it — are increasingly
influenced by what they see on social media.

Most of the children don’t actively seek out news or current affairs — though some of them see snippets of it in
passing. When they do come across it, it is rarely from a traditional news source and frequently takes the form
of commentary.

When other information reaches them, it is often via influencers, presented as aspirational or offering tips on

ork out what is true. Most of them don’t consider content creators’ motivations,
what they post.

we’ve reported on children’s low level of engagement with the
news, and the increasingly influe at social media plays in what they do hear about. There has been
an increased blurring of the sen factualinformation, current affairs and other content on social
media — for example advertising,

Several children were learning interest from information online, often through
social media

Some of the children had hobbies and inter
those interests. As reported last year, children™
relating to hobbies or interests, rather than search en
seeking out, or being fed anything from updates abou
schoolwork on social media apps or sites.

Sometimes this came in the form of commentary or pundit
centre around facts and statistics.

“Before each race weekend, on YouTube I catch up on diffe

particularly drawn to videos that gave tips and advice on how to perform a certain activit
that they were not watching just for fun, but also to learn and improve their skills.

Ben was watching videos on TikTok that gave him tips for playing basketball better as well as drills to improve
his technique. He said that he followed a lot of people on TikTok who made this type of content, such as Hans
Stone (143.2K followers) and Coach Ross (485.7K followers).

ﬁ “They post tips and tricks. They’ve played at a certain level, so they have more of an understanding and

want to help.” — Ben, 16

Some of the girls were also engaging with instructional-style content for specific tasks or activities. Taylor, who
is now in year | | and completing her GCSEs, used YouTube to help her revise for exams, for example
watching videos by The GCSE Maths Tutor (229K subscribers).



https://www.tiktok.com/@hans_stone
https://www.tiktok.com/@hans_stone
https://www.tiktok.com/@coach_ross
https://www.youtube.com/@TheGCSEMathsTutor
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“l like him. He explains things really well. Some of his videos are really long but others are, like, half an
? hour. He just came up on my recommended feed.” — Taylor, 15

Similarly, Lily, 10, used YouTube to learn how to solve a Rubik’s Cube after seeing other children playing with
them at school. She found a beginner’s guide video on YouTube and followed it step by step, pausing the video
while attempting to solve her Rubik’s Cube in real time.

Some of the children also engaged with commentary and instructional-style content on gaming. Some watched
gaming YouTubers who filmed themselves playing while giving accompanying commentary, others turned to
videos that offered tips and hacks for improving their gaming skills.

Most of the chi aged proactively with content relating to news or current affairs
In general, the childr ith news was limited. When they did encounter it, it was usually via
social media, where they S asional snippets of news stories on TikTok or Instagram, usually on

their recommended fee : You Page on TikTok. They were very rarely motivated to explore
these topics further.

Taylor followed Dylan Page (10.6 nfluencer on TikTok who summarised news stories, and
preferred engaging with news in sh

“It’s just more engaging. It’s quick a : pboint [...] and | don’t have to wait half an hour to
? actually hear the story that | want d on the news [...] It comes up on my For You

Page” — Taylor, 15

Most of the children showed little interest in keeping Up with the news|@r current affairs at all, whether on

social media or elsewhere.

“Honestly, | don’t really care. | might sometimes look 0 posts but because | don’t
really care about it, | just scroll on.” — Niamh, 14

“It would be nice to know what is happening in the world, but | mean, it§iot likeSils a bi I or
whatever. As long as it doesn’t affect me then whatever.” — Bryony, 15

ﬁ “I'haven’t done research myself. In history in year 9, we learned a bit about the conflict [in Palestine] and
© how it started, but I haven't really done any myself.” — Ben, 16

Several of the children had seen content about the conflict in Gaza on social media, but not all in
the form of traditional news

Given the timing of the fieldwork (September to December 2023), a lot of the news content that came up on
the children’s feeds was about the conflict in Gaza which at the time of interviews, was the dominant topic in
the mainstream news. This pattern is consistent with last year, when a lot of the content coming up on the
children’s feeds was about the conflict in Ukraine — also very topical and dominating mainstream news at that
time.


https://www.tiktok.com/@dylan.page?lang=en
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Amira had seen content on TikTok relating to the conflict in Gaza, and she was concerned by what she had
seen. She found many of the videos she had seen upsetting, particularly those depicting more graphic scenes or
sad events.

“I've seen clips of the bombings happening and stuff. It was kind of sad, because it could happen to
anyone.” — Amber, 11

—~ =

Taylor had seen reposted content about the conflict in Gaza on some of her friends’ Instagram Stories. One of
their Stories included a link to a donation page.

“There was one gomg around on Instagram I'saw a Imk to help out the Palestine people [---] for the

nation, but unlike her friends, did not want to post
on her story.

It's impossible to collect

what’s happening with the wh@
— Taylor, 15

about Gaza and could not recall details abo
therefore hesitant to make her donation pu
friends were re-sharing because she felt she
was happening. She also hinted at the possibility of getti
other people online for expressing a particular view.

Amber and Niamh had both seen TikTok videos of a g2
support of the Palestinian cause:

ﬁ “Someone made a filter and if you use it, some mon
- donating. [...] People would go ‘Oh my god, it’s hard’ and so

try if it’s hard or not and then that’s how they donate the mone
— Amber, |1

The filter was a game that allowed the user to drag a watermelon emoji across the
squiggly line. Amber was not sure how money was raised or where it was sent, but wan
and play the game to see what it was like.

“Everyone | know was playing it, so | just wanted to, like, obviously play it as well.” — Amber, |1

54 TikTok filters are effects that can be applied to a TikTok video to enhance or augment certain features of the video, such as colour, appearance,
or voice changing.



Further research: The watermelon filter

The watermelon filter was created by TikTok influencer Jourdan Johnson (219.4K followers) who is known for
creating filters and effects on TikTok such as the ‘beauty makeover effect’ filter. In November 2023, Jourdan
posted a video asking her followers to use a new watermelon filter she had created to “help the people of
Gaza”.

Jourdan created a gamified filter where the user had to drag a watermelon emoji across a squiggly line and aim
to stay within the line.

In the caption of the original post, Jourdan said she was part of the Effect Creator Rewards program, which
allowed selected influencers to earn money from creating effects and filters on TikTok, and “created this filter
for good”. She also said that filters and effects on TikTok can only start earning revenue if used by over 200,000
people and ed her followers to comment, share and save the filter to boost its engagement. She
intended rewards from this filter “to charities providing aid in Gaza”.

: / /7 »
TNt I B FILTE ) ( ’ ;
FILTER FOR GOOD | | 2+ ourdan Johnson " @ . Xgn 21 l \ »
| | B FiuTERFOR oolz | RT Student...
Furdan P 4 art 7 how | made the FILTERFOP ' i PN ] |
G ;00D'| ! @ about 6 hours cra... more. ] ') 5 gl
- . ‘Zv o Monica Aksam F l #filterforgood #fr it
rt 9| Replying to ®o*:- love 2% /] /] y h ¥
IEDID IT ! We have reachy | P Playlist - §Filter for Good can someone do it ar (] 4
4 . win? #filterforgood #forgoodfilt... Playlist - Fllters for Good &
—

1 Playlist - @Filter for Good Add comment... [CHOK::]

Add comment : \add comment...

Figure 3a, 3b: Content creator, Jourdan, using and promoting the game-
like watermelon filter she created on TikTok.

accounts posting

content using the watermelon filte


https://www.tiktok.com/@xojourdanlouise?lang=en
https://www.tiktok.com/@xojourdanlouise/video/7276921689106091310?lang=en
https://www.tiktok.com/@xojourdanlouise/video/7298527451922189599?lang=en
https://www.linkedin.com/posts/jourdanlouise_watermelon-tiktok-filter-gets-donations-for-activity-7136093625389645824-etq_/?trk=public_profile_like_view
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The children recalled few examples of content relating to other news or current affairs stories

It was less common for children in the study to have recalled seeing content about other news stories. Terri,
13, had seen some stories about the lost Titan submarine from summer 2023 and could also recall a post
about rising sea levels:

“I'saw on TikTok that in the next 50 years — | don’t know if it's Rome or something else — that a city
might go underwater, but I'm not really sure... | wonder if it will actually happen.” — Terri, 13

n were consuming the news in more traditional formats —on TV or in print —
ed by a member of their family or by a teacher. For example, Frankie, 9, had

Similarly, Zak had recently seen coverage
registration at school. Angus did not generall
other members of his family were watching

Gaza while watching Newsround during form
y news but did occasionally see it on TV when

m “I recently saw something to do with the SN rses and hospitals — my granddad was watching the

news when he was here.” — Angus, | |

While engagement with news was generally low, there were
some topical issues that worried some of the children. These
tended to be more serious global events or topics that felt more
relevant to them and their lives, such as news about their
education. For example, Bryony, |5, did not think most news was
that relevant to her, but did pick out one issue of particular
concern to her current education:

A “I've seen on the news [on TikTok] that Rishi Sunak has
. made A-level maths compulsory. He’s like, controlling our
lives and what we can and can’t do for the rest of our
lives now.” — Bryony, 15

This was particularly worrying for Bryony as she does not enjoy
maths and does not think it is necessary for her future. However,
she had not seen the original news clip detailing these events,
only a content creator’s commentary on Rishi Sunak’s speech,
which included only snippets from the speech itself.

Figure 4: Video from content creator Adrian Markovac
providing commentary on a speech by Rishi Sunak.
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Suzy also spoke about a piece of news from the US she had seen on her TikTok feed.

“I've seen the girl, like, Gypsy Rose Blanchard. She’s getting released from prison, so people are saying
things about that. Like 10 years ago, this girl’s mum forced her to be in, like, a wheelchair and basically
pretend to be sick. And then she [Gypsy] got her boyfriend online to come and kill her mum.”

- — Suzy, 12

Suzy had seen some videos appear on her For You Page which included clips from a news channel and people
speaking about the topic.

Some of the older children in the sample, most of whom were boys, were seeing a higher
volume of news-related content, particularly in relation to the conflict in Gaza

Due to some children turning 18 since wave 9 and lea
year were mostly boys, so while this trend is fairly co
whether it’s driven more by age or gender.

influencers on platforms such as TikTok or YouTube who were giving t
more niche news channels on social media that were not affiliated with traditio

year he talked about joining rooms set up within Rec Room (a virtual reality game
listen to debates. This year, he has closely followed two YouTube commentators,
subscribers) and Ali Dawah (I.18M subscribers). Ishak said that he liked that these two
informed and spoke with authority about the topics they covered on their shows. As was t
Ishak chose to not contribute to these debates, for example not adding comments on the videos, opting
instead to just view the videos.

“It’s important to be able to communicate passionately, but not like in a bad way. It’s easier for them
[the YouTubers] to do it though because usually they’re on their own so it’s not really a debate. They’re
more free [than me] with how they want to say it.” — Ishak, 18

“Ali Dawah does loads of things about what goes on in the world. He gives detailed reasons for why this stuff is
happening...it’s like the news as well for me.” — Ishak, 18


https://www.youtube.com/@MohammedHijab
https://www.youtube.com/@AliDawah
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Ishak said that he liked the debate-style format of commentary content he viewed, which often involved tense
debates about politically contentious topics.

“I remember seeing loads of clips of him [Mohammed Hijab] debating [things] Piers Morgan [had said], so that’s how
I came across him. He is very funny as well.” — Ishak, 18

Reflecting on this area of interest, Ishak said he cared about finding out the truth and would sometimes search
on his browser for more information about particular issues that were raised on these channels.

Further research: Mohammed Hijab and Ali Dawah

awah often use provocative language. For example, near the start of one of

on videgs titled ‘Ben Shapiro Refuted by Ben Shapirc’, he says “Welcome back...to the
place where we xpose, where we roast, where we explicate, where we intellectually decapitate,
intellectually discomb efehour opponents”.

This example is illustrati D style of some of both Mohammed Hijab and Ali Dawah’s content,
which is presented with an 2 oice that seems to indicate the presenters’ confidence in their own
views, and usually claims to b& gting what the presenters regard as the false and/or sometimes prejudiced
views of others.

e Y/ COME BACK §
- I PLEASE!

HE"’S coNE 0 OFAR Bsa BUBI‘JWANT HIJABIS

Figure 5: Thumbnail from Mohammed Hijab's video titled Figure 6: ThimibnailgfF awalls, video titled 'STARBUCKS
'Responding To Ben Shapiro on Israel' HUNTING FOR MUSLIM

As in the previous wave of this study, Bobby, 17, had been very engaged with much more
on social media — informal accounts that collated and posted about events and gossip from hi

ews pages
ocal area.

This year, Bobby showed researchers a post shared via one of those accounts that depicted him in a
motorbike accident, with video filmed from the top deck of a bus. The video showed him lying on the ground
waiting for an ambulance, after injuring his leg. Bobby said that the video must have been filmed by someone
who was there at the time, sent to the news page, and reshared to a local network. Bobby was evidently quite
proud of the post, finding it funny that he’d featured on the page.

The page Bobby featured on had over 80,000 followers, and other recent posts included fights, traffic
accidents, and comical videos, such as memes and videos submitted from people in the area. It also covered a
variety of news, ranging recently from a small-time TikTok influencer justifying paying £120 for a haircut, to a
news headline about King Charles being diagnosed with cancer.


https://www.youtube.com/watch?v=x14o2mH6Z48
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All the children found it difficult to work out what was true on social media or online generally,
and few were motivated to validate the information they were seeing

Most children were not motivated to verify the information they were being presented with on social media.
Some, like Bobby, would only actively try to find out what was true if it would directly affect him, or “if | was
bored and had time”. For instance, at the time of his first interview, he was very concerned about there being
bed bugs on the London Underground. He was less interested in issues that felt more distant or global. In his
follow up interview, Bobby cited a news story he had originally seen on Instagram (he didn’t know the source).

“The London Eye...It’s getting dismantled and moved to Scotland...have you not seen that, for real?” >
— Bobby, 17

Figure 7: A piece of content Bobby saw on the London Eye being moved to Scotland

“Obviously Google ain’t the most reliable source of information but it’s probably better tha
17

Bobby sometimes tried to verify things, though according to him this was more from bored anything
else. But he still found it hard to decide what was true.

“Pm not sure to be honest [how he would decide what was true using Google]. It depends where the news could
be from. Like maybe the source could be, like, on the BBC or something, then it could potentially be true, but then some
other websites don’t necessarily have to tell the truth all the time.” — Bobby, 17

55 This was a faked story and images that circulated after a Facebook group posted a claim that the London Eye was getting dismantled and moved
to Loch Lomond in Scotland. The post is archived here: https://archive.ph/\WWqWsa - several articles followed questioning whether this was true.



https://archive.ph/WqWsa
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Similarly, while Ishak saw the value of finding out the truth for its own sake, he found it difficult to recall the
provenance of any of the sources he was using, or to point to what he would consider a trustworthy or
robust source.

Oscar was also sceptical about some news sources: “I believe the BBC do tell us some right information but
sometimes mislead or don’t tell us enough”. But when probed, he couldn’t pinpoint any specific instance of this.
He went on to say, “I don’t have many strong beliefs,” and found it difficult to articulate where he would look or
what sources he would use, to try to find reliable and true information.

Reflecting on some of the videos she was seeing on her TikTok feed about Gaza, Amber also felt some of the
content was not entirely true.

) “Some people, like, lie about all different stuff. Like saying, like, ‘Palestine won’ or that it’s finished but it
= hasn’t yet... they can trick people into it | guess.” — Amber, 11

If Amber<@aw a video
had.

“If they only had,
actually go there and j secause they go to Israel and stuff. [...] They might have more money
because all the followers an, ] ould actually go there and see what it’s like and they actually know what’s

ought was not genuine, she looked at the number of followers the content creator

Amber occasionally tried to
searched “What is happening in

using TikTok’s search bar function. For example, she
atisfied with the results as “nothing really came up”.

Some of the children, usually the older, ohally reflected more critically on news-
related information they were presented I media

While most children did not reflect much on the natu hey saw on social media, some of the

side to the story or favoured a particular slant.

Zak, 13, a big fan of Taylor Swift, watched a lot of content i ocial media, particularly on
TikTok. When the researchers reviewed his screen record fo
Taylor Swift-related content. He had recently watched a video docu
Kanye West at the VMAs in 2009.>

“You have to know the different points of view about what happe
that... but it’s important to see his angle so you know why he did it. | still
- do that.” — Zak, 13

-

While Zak didn’t approve of Kanye West’s behaviour, he acknowledged that it was imp
context about the event than is often shown on social media.

A couple of the older boys reported that they might only have been presented with one side of the story
when it came to the news content they saw about the conflict in Gaza.

A “Most of the stuff I'm seeing is saying Israel is doing this horrible stuff, and people need to raise awareness,
e and stop them from doing this, and raise awareness in any way they can.” — Ben, 16

5 How the Taylor Swift-Kanye West VMAs scandal became a perfect American morality tale, Vox, August 26 2019



https://www.vox.com/culture/2019/8/26/20828559/taylor-swift-kanye-west-2009-mtv-vmas-explained
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Ben, 16, had seen lots of content on his TikTok feed about the conflict, either shared by friends or
recommended for him. Most of this content was pro-Palestinian. Lots of his friends agreed with this stance,
and Ben mentioned moments when the videos they had watched directly affected their behaviour.

“l don’t really know the context behind it, but there’s brands like McDonald’s and Starbucks that support Israel and
stuff... | was going to McDonald’s the other day and my friends, and | were sitting in there and they didn’t buy anything
because there’s stuff saying that they support Israel and stuff and they said they didn’t want anything to do with that.”
—Ben, 16

Unlike his friends, Ben thought that if he were to truly understand the conflict, he would need a lot more
context than he was being provided with on social media to make an accurate assessment. Ben had had a
lesson in year 9 about the conflict but said that he has not done his own research on it since.

ct of a topic on his browser to try to find out more about it. He

Identity and influence: ildren are using media to learn
about themselves

Over the years of Children’s Media Lives, childFen in t have engaged with content that has influenced
them in various ways. For example, what they’ve foun
posted themselves online. Increasingly, the children h
and increasingly see social media as a source of informatio
children were turning to TikTok as if it were a search engi

sources for a wider variety of needs,
s wave we observed that some
of children’s lives that are

creators’ motivations or how those might shape what they post.

Most of the girls were watching lifestyle content using ‘Day in the life
formats that they found aspirational

influencers’ lifestyles, often in the style of ‘Day in the life’ and ‘Get ready with me’ conten
content they were watching showcased the content creators’ lavish lifestyles and affluence, appealed to
them. The girls mentioned enjoying how these videos provided a glimpse into the lives of influencers living
glamorous lifestyles that were vastly different from their own. In most cases, the girls were seeing this kind of
content via their recommended feeds, for example their For You page on TikTok.

“I like watching other people’s lives and comparing it to mine. It’s so different and you get to see what other
people do online. It’s more fun to see what they’re doing because other people’s lives are boring.”
— Amira, 13

A few of the girls talked about how their own aspirations were shaped by the lifestyles of influencers they
observed.
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Taylor followed Anna Paul (7.2M followers), an Australian influencer, on TikTok and enjoyed watching her
‘Day in the life’ videos. She reflected on the lifestyle Anna portrayed online:

“Even though | do love her... well, yeah. Watching her with all her money and stuff kind of gives you a bit
of hope. Like, yeah, maybe I'll have that much money one day and be that rich.” — Taylor, 15

Niamh watched a lot of TikTok videos of influencers on holiday and travelling to other counties, which she
said motivated her desire to travel and visit places like Dubai and Monaco in the future.

“I've seen TikToks of different jobs that look really fun. There are people who get paid to travel and stay
in five-star hotels. I'd really want to do that, but | don’t know how realistic that is.” — Niamh, 14

mum

Some of the girls also mentioned purchasing products
particularly hair and beauty products. These were oft

“l just really like how they [influencers] do
how the way it looks.” — Amira, 13

“I usually search ‘Get ready with me for school’ because | go to school and they’re
products they’re using, I'll ask my mum and she can get it for me. Or I'll copy wha
— Amber, |1

“Makeup and skincare have definitely become more viral on et
influencers tell you about them. They’re interesting to watch. | have bough
because it looks really good in their videos. | recently bought a [face] shi :
“There’s this one girl on TikTok and she does ‘Get ready with me’ videos with all the products she has,
o and | really want to get some of them [...] skincare and makeup and all that. There’s some e.l.f makeup
I I that she has that | quite like [...] like foundation, and primer and bronzer.” — Suzy, 12
Bobby, 17, had also bought something from the TikTok shop. His girlfriend was scrolling through the shop and

found a cuddly toy which was supposed to represent the bud of a marijuana plant with a smiley face. Bobby
liked it and gave his girlfriend the £40 to pay for it.


https://www.tiktok.com/@anna..paull?lang=en
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The girls who had purchased products that they had seen influencers use were aware that these were often
sponsored advertisements. Niamh, for example, had experience using TikTok shop and understood how it
worked.

“Influencers can link videos they post to products being advertised on TikTok shop. They usually advertise
deals and | click on them.” — Niamh, 14

elebrities, through less well-known influencers who nonetheless are shown
day content creators, including teenagers. On YouTube, the videos tend
to be longer — often
particular moment.

Kylie Jenner’s ‘Day in the [if8 ouTube has over 72M views and features moments in her day from
5:50am to | 1:30pm. In the de described the vlog as “a glimpse into a typical day for me”.
The 20-minute video takes the viewer lie choosing her outfit for the day, her make-up routine using
luxury brands, her working day in heFhe i office, and a dinner party where she gifts one of her

friends a diamond ring.

ewer followers. For example, Madison Sarah
(353K subscribers) posts ‘weekly diaries’ videoS once : - This focuses on her experiences in the week,

such as ‘staying at the ritz’, or buying ‘cool new clothg

These kinds of videos, in which the influencers are seeh e
appear to be part of a growing trend observed by the rese
content making direct or indirect reference to the content

As noted above, most of the girls in the study this year were watching
videos.

Se. pm——

— 7 | =

Figure 8: Thumbnail of Madison Sarah's video 'Weekly Diaries | Figure 9: Thumbnail of Kylie Jenner’s video “DRUNK GET READY
Staving at the ritz. my boohoo collection + lots of fun evenings". WITH ME: KYLIE AND KENDALL.".


https://www.youtube.com/watch?v=HhM0BYCHL00
https://www.youtube.com/@MadisonSarah
https://www.youtube.com/watch?v=8JEEwSCXS84
https://www.youtube.com/watch?v=KRqG0J4hdbY
https://youtu.be/JdUp-CqV0zw?si=U_Xzq9mbS0odBjAY
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Few of the girls were thinking critically about the motives of these lifestyle content creators

A few of the girls said that they judged whether claims made by influencers were true by looking at their social
media posts, and the comments posted beneath. This tended to be in relation to the efficacy of beauty and
skincare products promoted by some influencers.

“Obviously, if an influencer says that this skincare is good or this makeup is good and then they’ve got a
spotty face, | won’t buy it.” — Suzy, 12

Similarly, some of the children assumed that the motivation of influencers who posted about certain topics,
such as health and relationships, was solely to ‘raise awareness’ of an issue that they themselves had

ed videos by the influencers Tarah and Barry (1.2M followers) who post about
yle, especially in relation to Tarah having ADHD. Generally, Bryony did not

t be staged or scripted, and when asked about this she implied that she
ction of Tarah’s experiences:

hat he’s [Barry] filmed it because obviously he puts it up on TikTok. But |
’s going to be filmed.” — Bryony, 15


https://www.tiktok.com/@tarah.and.barry?lang=en

Further research: Tarah and Barry

This year, Bryony enjoyed watching Tarah and Barry (1.2M followers), an online couple on TikTok who shared
videos about being in a relationship in which one of them (Tarah) has ADHD.

Researchers looked through some of the videos on Tarah and Barry’s profile and observed that many of them
seemed to involve Barry appearing to ‘set up’ a camera with the implication being that Tarah doesn’t know she
is about to be filmed, and recording Tarah’s ADHD behaviours and her conversations with him.

The top three pinned videos on their profile were videos of Tarah and Barry talking about a particular topic or
doing a specific activity, and Tarah becoming distracted. One of these was titled ‘POV [point of view]: You are
eating with your *ADHD* girlfriend’ and involved Tarah getting distracted from eating their dinner and instead
carrying out different tasks off camera or complaining about the flavour of the meal. Barry would then roll his

11:08 8

< Search
{ tarahelizabeth_ | Facebook, TikTok | Linktree *
POV: you're trying to chill
utyour ADHD
girlffiend gets nighttime
zoomigs

POV: you are eating
dinner with your
ADHD  girlfriend

@tarahelizabeth_
® &
OUR YOUTUBE

ADHD Membership

e ADHD Community

Manage ADHD Naturally

h Come join the WHOOP fam W

Ebook & Guide
(3 Playlist - ADHD GIRLFRIEND P!

Break The Cycle: Ebook
¥ Add comment Adc mment

Figure |0a: An image of Tarah and Barry's Linktree page signposting their YouTube, their membership-based community and products
they are selling.

Figure 10b and c: The following two images are of pinned TikTok videos in the style of "POV".


https://www.tiktok.com/@tarah.and.barry?lang=en
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A couple of the boys watched content focused on motivation and self-improvement, which they
sometimes found aspirational

Some of the older boys were watching motivational videos on self-improvement topics, particularly related to
health and fitness. Some of these videos often took on a more instructional and functional approach, like the
content described above that Ben was watching on improving his basketball skills. However, Oscar gravitated
towards more motivational style content, particularly as it related to his newfound interest in going to the
gym. He said that this had boosted his confidence, both physically and mentally.

Oscar was mostly viewing this type of content on Instagram reels, but also watched gym motivational content
on YouTube by influencers such as Andrew Tate®’, David Goggins, and Joe Rogan. Oscar specifically liked the
gym content Andrew Tate was creating about how to increase his body size.

to like him [Andrew Tate], but he does say some useful stuff too... about gym
isggaken out of context... but | don’t really listen to that stuff.” — Oscar, 16

hildren were generally less likely to apply a
om they particularly admired. For example, Ben

was watching TikTok videos by the creator Fra
step-by-step advice videos on relationships and self-i
taller’ and the ‘easiest way to get a sharp jawline’. Be
and he seemingly did not question or reflect on the reliabi

Frankie’s videos relatable and useful,
e given in the videos.

hat he’s saying in the videos

n “It’s just like giving advice to, like, younger people.
v tuff he says — to me — makes

then that’s sort of enough rather than giving sources an

l l sense.” — Ben, 16

Ben looked to this influencer for lifestyle advice and instruction; however, he di i ically about how
trustworthy the advice was or consider whether Frankie might have a comme aking and
posting this content.

57 At the time of Oscar’s interview (November 2023) Andrew Tate and his brother were still awaiting trial on human trafficking charges “after a
Romanian judge ruled they could travel around the country” (Romanian judge loosens restrictions on influencer Andrew Tate, Reuters, 23

November 2023). Researchers did not discuss any of these ongoing legal proceedings, or the reasons for them, with the participant.


https://www.tiktok.com/@toomuchfrankie
https://www.tiktok.com/@toomuchfrankie/video/7267212604005747973
https://www.tiktok.com/@toomuchfrankie/video/7267212604005747973
https://www.tiktok.com/@toomuchfrankie/video/7262511880785136902?q=how%20to%20get%20a%20defined%20jaw%20toomuchfrankie&t=1710250612098
https://www.reuters.com/world/europe/romanian-judge-loosens-restrictions-influencer-andrew-tate-2023-11-23/
https://esroresearch.sharepoint.com/Shared%20Documents/2.%20Jobs/Office%20Of%20Communications%20(OFCOM)/001_Live_jobs/OFCOM%20-%20Children's%20Media%20Lives%2015-019/12.%20Wave%2010/007_Deliverables/003_report/3rd%20draft/Reuters

Further research: Frankie

After Ben said he followed the creator Frankie on TikTok (238K followers), researchers explored Frankie’s
page further. A lot of his content offered advice on health and social situations. For example, some of the
videos gave tips for becoming taller, which included stretching, drinking more water, and taking growth
supplement ‘gummies’. These gummies were advertised for sale by Frankie on a separate page linked to his
account.

& Qno Search
o " How To Grow Taller With No
If Your Height Growth Is Genetics Supplements €

) Stunted Do THIS
TODAY /(2 |

[ : s
4 of the Mostimportar ,
things you'gotta do RIGHT © e

3 Are Tired of bemg SHORT]
. 335
NOW if you wanna Gro i - m

Taller;ZN
‘fﬂsl.
Franho 8-14 Frank -Z*-"(

Paid partnership

NoGenetics

BOOST
GROWTH*

tankie - 20

aid partnership
~—

Add comment..

grow taller using different techniques. The

Content discussing diagnoses continued to be popular and ha
diagnosis

This year, as last year, some of the girls were seeing videos on social media that
potentially associated with conditions such as ADHD?® and anxiety.

Terri said she had seen content on Instagram which she described as an ‘advert’ for diag
added that in her view this was not appropriate:

(\ “This should be done by a doctor, not by someone on social media.” — Terri, 14

58 Attention deficit hyperactivity disorder.
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However, attitudes to this type of content differed. Last year, Bryony’s mum told the researchers that she and
Bryony were considering having Bryony assessed for autism or ADD*’ because she was struggling socially at
school. Since then, Bryony has received a medical diagnosis of ADHD. Reflecting on her experience, Bryony
said that until last year, she had not considered whether she had ADHD. But, after watching a TikTok video
from Tarah and Barry (1.2M followers), a couple on TikTok — mentioned above — who share their experience
of being in a relationship where one partner had ADHD, on her For You page, she identified with the
behaviours described within it and this had prompted her to seek a diagnosis. In her interview in autumn 2023
for this year’s research, Bryony said:

A “We didn’t think | had ADHD until this year really, | think we said | had ADD or something. But then |
kg said, ‘What about ADHD?’ because they've [videos about ADHD] been coming up a lot more recently
A on TikTok.” — Bryony, 15

ony expressed a sense of being able to relate to Tarah and said she found
esented in the videos on her feed.

the blue, I'm rearranging
willing to share their personal

Further research on TikTok using broad terms such as led hundreds of videos featuring
influencers offering advice or describing potential sy

For example, Modern Hippie Mindset (95.3K followers), d
magical” and “Your Life-Coach & ADHD Glow-Up Girlie”, mak:
managing ADHD.

ir profile as a “From miserable to
pifestation, self-help and

One video from this influencer is titled: ‘Asking
yourself “do | have ADHD?””, with the
description: “@doneadhd have provided me with
a discount for you to get an affordable assessment
and support. Link in BiO .

R .
’ Signs your

. .. . Boyfriend/ o
In the video, Modern Hippie Mindset talks Partner may
. . . H
through various behaviours and thoughts which | Y‘Ag,ﬁ, " 7
she indicated might mean the viewer had 2025010 eerct BENRRE 2023130 4
ADHD. For example, she says, “At a young age SIGNS OF ADHD IN ADULT 1 am not a doctor and cannot 5 you might be auDHD!
" > . MEN A Attention deficit... diagnose you! But if you... #audhd #autismandadhd...
you realised other people don’t feel things as @ healthwithn. > 23M @) Katelynblair.. >41M @ megmoxie > 2M

strongly as you do,” and later refers to these
behaviours as a “diagnosis that makes so much :
sense”. The video ends with her encouraging s -
viewers to click the link in her bio for an é ‘ ' X » _Q\
“affordable assessment” of whether they have

ADHD. Figure |2: A screenshot of the top results for ADHD’ on TikTok.

SV MptomSIoHADH DJin POV: catching my
ADHD  girlfriends

59 Attention deficit disorder.


https://www.tiktok.com/@modernhippiemindset
https://www.tiktok.com/@modernhippiemindset/video/7334432716479286561
https://www.tiktok.com/@modernhippiemindset/video/7334432716479286561
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Researcher reflections

The children in this research have always found it challenging to know what to trust or how to tell what’s
true or not online. At the same time, we've reported over the years on the continued blurring of
boundaries between news and gossip, fact and fiction on social media, which has made making these
judgements even more difficult. News-like snippets are cut from unknown original sources, and presented
without context, overlaid with reactions and commentary, edited, and reposted further.

This year, most of the children understood they should not believe everything they see online but they still
struggled to discern the motives behind content creation. Some of the boys who are consuming more
‘commentary’ style content say they’re aware they are often seeing only one side of the story and on
occasion they will seek a wider range of perspectives. However, when it comes to lifestyle-related content
appeal more to girls than boys — we are not seeing much evidence of children in the
study app thought. The fact that their favourite content creators often use their platforms to

and fitness or men
influenced by what the
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Chapter 3: Attention and
stimulation

While content aimed at children has arguably always been attention-grabbing, compared with earlier waves of
this research, this year, much of the content the children are watching could be described as hyper-stimulating
— increasingly fast paced, bright, dramatic and loud. The style of filming and editing, full of jump cuts and whip
zooms, exaggerates these effects, which appear to be designed to capture and hold viewers’ attention.

In contrast to frenetic content, many of the girls are watching very tactile, slower-paced, sensory videos that
they describe as relaxing.

What both t content have in common, however, is that they appear to be optimised for stimulating the
senses — isi our, movement, texture and sound — which seemingly appeals to children.

Atten yperstimulation: How media is capturing and
keeping

Over 10 waves of C we have seen children move further and further away from longer-
form media like films an nd towards shorter-form video content.

The trend continued this ye of the children saying they preferred watching content on social
media than shows and films o e nger children were watching shows on streaming services

such as Netflix, Amazon Prime, and Disg er on their own or with their families.

For example, Angus, |1, still loved watching
the older children tended not to watch a gre streaming services, and consumption of live TV
was even less common.

The shorter form videos the children favoured made

On TikTok and YouTube Shorts, the children
original versions

reeves

Q Friends Bloopers Search
short snippets of content reposted from longer videos, such as

shows. For example. the screen recording of Niamh looking at TikTo

“I saw, like, all these edits about him [Matthew Perry]. | don’t really
love Friends that much [...] but it’s just like seeing all the different
clips.” — Niamh, 14

Some of these videos included clips that started abruptly, or had been sped
up, and gave no sense of the overall narrative, and several of them included
no reference to the original show or film. For example, Amber had been

seeing a lot of these ‘out-of-context’ clips on her TikTok For You Page. She

assumed they were from a TV show or film but did not know which one.
ITSALLRELATIVE
Some of the children — notably the older boys — were seeing snippets of Chandler' funniest moments Part 1

. . . . . #tvseriesfriends #TVShowFrien... more
news stories clipped from longer videos and posted on their TikTok and
Instagram feeds. For example, the majority of content Ishak had seen about
the conflict in Gaza was in this format.

Q search - monica and rachel funny moments

@e

Figure 13: A TikTok video of scenes
from the TV show Friends.
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Abrupt and fast-paced editing styles with overlaid sound effects, animations and rapid transitions
were a feature of shorter and longer videos

In the last two waves of this study, much of the content the children have been following — for example videos
posted or shared on the MrBeast, The Royalty Family, or IShowSpeed channels — has been edited so that the
videos cut and zoom abruptly, making them feel ‘choppy’ and fast-paced. Children across the sample and of all
ages watched videos presented in this style.

This type of presentation is particularly prevalent in the short-form videos on TikTok and YouTube Shorts,
but also in evidence in some longer form videos on YouTube.

performers usually shouting. Drama
cliff-hangers, big ‘reveals’, tension between t
and high-stakes consequences in rapid succe
sometimes all at once.

Figure 1 4: A screenshot from content creator MrBeast's video, "I
gave People $1,000,000 But ONLY | Minute To Spend It!"

All this is reinforced by the filming and editing style,
uses abrupt jump cuts, close-ups, rapid in-and-out wh
zooms and constant noise. Editing techniques like these ca
be seen in many content creators’ videos that children
watched, such as those from MrBeast (244M subscribers),
The Royalty Family (23.2M subscribers), Ben Azelart (25.3M
subscribers) on YouTube.

These images show screenshots of content in this style that
some of the children were watching on YouTube.

Figure|5: A screenshot from content creator IShowSpeed’s video,
"Football challenges GOAT edition”.


https://www.youtube.com/@MrBeast
https://www.youtube.com/@royaltyfam
https://www.youtube.com/@BenAzelart

Further research: Thumbnails

Several of the images in this report are screenshots of the thumbnails for YouTube videos. Thumbnails are
there to try to entice the user to watch the content. Content creators invest a lot of effort into optimising
thumbnails to grab attention and get viewers to click on their content, and there are many articles online

about how to create the most engaging thumbnails for your content as well as thumbnail creation services.

As the images below illustrate, the thumbnails promoting the videos described above commonly use the
following devices: exaggerated facial expressions, wide eyes, large, bright text and repeated mentions of large
sums of money.

Over the years, thumbnails have changed. This year, we’ve seen more thumbnails featuring extremely heavily
edited, sometimes contorted faces, with content creators emulating each other in terms of style (left). Looking
back a few years, these same creators had much more varied styles of thumbnail (right) with less heavily edited
visuals.

1 8: Thumbnail from The Royalty Family’s video “Saying
BYE To The MISSING PUPPY! **FOREVER**”,

Figure |7: Thumbnail from MrBeast’s video “$1 vs $250,000,000
Bought |00 Banned Amazon Products!” a Desert Island”


https://www.youtube.com/watch?v=j8MMjigoXoA
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Influencers watched by the children were often acting in an exaggerated way to heighten the
sense of drama

In wave 9 (late 2022), it was reported that children from across the sample described ‘drama’ as something
they loved in video content. This continues to be the case in wave 10, with much of the content the children
were watching, predominantly on YouTube, TikTok and Instagram, involving people presenting themselves in a
very theatrical, exaggerated way. Though the topic or subject matter varied across much of this content,
creators often used the same loud, exaggerated, and dramatic tone in their videos irrespective of what they
had to say.

Alfie enjoyed watching YouTube commentary videos about Pokémon. He particularly liked Sirud (597K
subscribers) who made videos recording himself playing games and challenges relating to Pokémon.®’ During
his diary task, Alfie watched a video titled ‘GUESS THE POKEMON CHALLENGE (Impossible)’, and reflected
on the presentation styles used throughout the video:

0 wants you to stare at it...then it makes people laugh, and then you want to keep on
see if something else funny happens.” — Alfie, 9

He also went on to why creators make content like this:

“They want to get more th
[post the content] for th

so they can get more money and then it continues... | think they do it
ecome famous and for people to like them.” — Alfie, 9

The videos posted by The Ro ily are angther example, commonly using exaggerated mannerisms,
shouting, and drama-focused sto s t ttention. Bailey, who is nine, talked about how much he
likes The Royalty Family and wants and have lots of money when he grows up.

60 Pokémon is a game and media franchise relating to creatures or ‘pocket monsters’ which accompany the characters or in-game players in battles
and adventures.


https://www.youtube.com/@Sirud
https://www.youtube.com/watch?v=Z28UBuJ6010

Further research: The Royalty Family

The Royalty Family (23.2M subscribers) post videos on their two YouTube channels (The Royalty Family and
Royalty Gaming) every few days. They describe themselves as “a modern blended family based in Los Angeles
that love to entertain you”. The channel portrays a family of four (and a dog) who do challenges, dares, and
showcase their luxurious lifestyle. The videos often revolve around arbitrary items or products, such as ‘| ATE
Every DRIVE THRU in a Day’. The storylines also tend to include large sums of money, such as ‘My Dad
Surprised me with Dream Vacation!?, ‘GUESS the Price, I'll BUY it Challenge!’, and ‘Winning 1,000,0000 V-
Bucks from my Dad’.

ROYA!

RoYaLry

ROVALTY

4 ~@7" The Royalty Family -

@royaltyfam - 24M subscribers - 770 videos
e/ Welg To THE #ROYALTY FAMILY Youtube Channel. We are a moedern blended family ba.. >

Q €.com/channel/UCja7QUMRGIADSX2F_vXFb9A?sub_confirmation=1 and 2 more links

Subscri
Home  VideosW Shor Pl3 unity Q

Popular o

Figure 20: The Royalty Family’s YouTube home p

The videos usually involve some kind of game or challenge \@ttempging t© keep the audience on the edge of
their seat throughout. The Royalty Family videos are an exa ilming and editing style seen
so widely this year.

Some of the older boys in the sample were consuming content about more ‘grown-up’
(sometimes documentary-style, sometimes about political or religious issues). Those crea
relied on using an exaggerated, dramatic and sometimes conspiratorial tone to foster a sense’©
engage viewers.

drama and

For example, Bobby, 17, told researchers that he liked YouTubers such as Tommy G (1.29M subscribers),
whose YouTube bio claims: “I make the craziest documentaries on YouTube”, and Arab (1.3M subscribers),
whose bio reads: “travel vlogging the unknown”.

Bobby said he liked that these YouTubers “explore dangerous areas” and “show you things you don’t see around
the world”. Bobby was particularly drawn to media that purported to give the viewer exclusive access to
‘hidden truths’ that mainstream sources wouldn’t show.


https://www.youtube.com/@royaltyfam
https://www.youtube.com/@RoyaltyGaming1
https://www.youtube.com/watch?v=ryNBItLZGc4&t=1s
https://www.youtube.com/watch?v=ryNBItLZGc4&t=1s
https://www.youtube.com/watch?v=UyB8HxezEjY&t=37s
https://www.youtube.com/watch?v=UyB8HxezEjY&t=37s
https://www.youtube.com/watch?v=Qf94gMMxSnw&t=19s
https://www.youtube.com/watch?v=Zhajf6Utn5s&t=12s
https://www.youtube.com/watch?v=Zhajf6Utn5s&t=12s
https://www.youtube.com/watch?v=s1Etw0X_h24&t=8s
https://www.youtube.com/watch?v=CCPYbd0k7jU&t=35s
https://www.youtube.com/watch?v=1BYdiIauCzw&t=25s
https://www.youtube.com/@TommyGMcGee
https://www.youtube.com/@YourFellowArab

Further research: Tommy G and Arab

Tommy G (1.29M subscribers) and Arab (1.3M subscribers) are separate content creators who make mainly
documentary-style content on YouTube about dangerous or dramatic environments or experiences. For
example, Arab’s video ‘Day | of living with the Mexican Cartel’ and Tommy G’s video ‘Visiting the Sketchiest
Trailer Park in Arizona’.

Both use a loud, exaggerated, intense style of delivery when talking to the camera.

E h

Figure 22: The Thumbnail of Arab’s “I Met the Most
Wanted Kingpin in the Middle East”

Figure 21: The Thu
“On the Border with Hu
Immigrants”.

per claiming they are exposing something previously
le. In at least one instance, Arab claimed that his films had

Both creators’ videos often beg
unknown about an environment or g
been censored or removed.

las are often referred to worldwide as some of the
ouTube removed. Because what I'm about to show
you is some of the most undocumented footage of Brazil t ever seen. And they keep shutting me down

for showing you it.”

s or revelation claimed in the title or
e of the video.

However, watching many of these videos reveals that the
intro has often been overstated, with very little revealed t

One child had seen triple-split-screen videos this year

In wave 9 (fieldwork late 2022) we saw double split
screen content appearing in several of the children’s
social media feeds. This usually involved a snippet from a
film or TV show in the top half of the screen and some L Reeag _
ASMR content involving slime or an automated single /
player game in the bottom half of the screen, so that the
children were viewing two pieces of content at the same
time. Children in the study continued to see this dual-
split screen content this year. However, there was one
example, Willow, aged 10, who had seen triple-split-
screen video — three videos playing simultaneously.

Willow, who watched split-screen videos on YouTube
during the diary task period, said these triple-screen

videos featured three videos side by side, two of distinct WM o omsz
ASMR clips, and one of a scene from a film or TV show.

Figure 23: A screenshot of a triple split screen video Willow
watched during the diary task period.


https://www.youtube.com/watch?v=T6M9zKQkj0k
https://www.youtube.com/watch?v=fRTlu1G2ZuA
https://www.youtube.com/watch?v=fRTlu1G2ZuA
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On many occasions the children did not watch clips through to the end, and a few of them were
using TikTok’s new playback feature to skim videos at twice the normal speed

As seen in previous waves, the children often did not watch videos on any platform all the way through to the
end. This year, researchers looked at the screen record clips which several children had sent in during the

diary task stage of the study. They observed that most of the children scrolled through their feeds quickly, and
often did not reach the end of a video before scrolling onto the next.

Further research: ‘Watch to the end’ techniques

Many of the videos the children watched used ‘clickbait’ titles or text on screen to
encourage the viewer to keep watching until the end. For example, videos that appeared
in some of the faotage the children had screen-recorded on their phones to capture their

viewing exp ad captions such as “Wait for it” or “Wait till the end”.
In some s, such as those posted by The Royalty Family, the creators would
wait u o to do a ‘big reveal’ of the prize.

Wait for the end @ #funny #comedy
#ytshorts #shortvideo

During the screen-reco
right-hand side of their scre
scribed using this new playback feature to make quick
assessments of how interesting a nctionality is also available on YouTube Shorts.

“I probably use the speed up feature quite a lot, because on vi
thing. It’s something you can just see and move on, rather than j
meaning to them. | guess it helps you see what you actually want to see.

t you don’t really need to watch the whole
n jt@Puseitith videos with not much

In a similar vein Taylor said:

“Sometimes | just get really impatient. If it’s a long video | really ca
the video. I'll skip to see if anything interesting happens. | feel like once I’

can’t scroll (past) now I've already watched some of it, it’d be a waste o

Many girls this year were watching ASMR videos and reported enjoying the sehsory
nature of the content

In previous years, participants like Amber were watching ASMR (autonomous sensory meridian response)
content. The content usually involved sensory ASMR tropes like watching hands playing with slime with very
crisp clear audio of the sounds.

This year, there was a greater awareness and consumption of ASMR content among the participants, with
almost all the girls in the study having recently seen ASMR videos, whether they came up on their feed or they
had actively sought them out. None of the boys reported seeing this type of content on their feeds.

Both Amira and Niamh watched ASMR videos on YouTube and TikTok. The content often involved objects
such as soap, slime, and cardboard. For example, Amira enjoyed ASMR videos of content creators organising
their stationery, or small business owners packing up an order, while Niamh liked videos of different materials
being mixed together in a bowl:



https://www.youtube.com/watch?v=lcPTDc9vHkE
https://www.youtube.com/shorts/RSYkWd7buBU
https://www.youtube.com/shorts/RSYkWd7buBU
https://www.youtube.com/shorts/vaH8GjOlv50
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“There’s, like, different textures and different sounds they make that | like. | like the wooden soups. It’s
like little wooden balls in water and they mix it around.” — Niamh, 14

The girls watching this content reported being drawn to the tactile and sensory elements of it, particularly the
sounds. They said they found the sounds of different objects being brushed or rubbed against each other or
people whispering into a microphone satisfying, adding that it evoked feelings of relaxation or a tingling
sensation.

Bryony, who frequently watched ASMR content, enjoyed videos
where content creators whispered close to, and often touching,
the microphonegand in which the recording was particularly

sensitive to f breath, rustling or tapping. The lulling

ASMR| X Marks The Spot # HEAD
TINGLES

782K views * 1 year ago

Figure 25: An ASMR video by SassySounds.

Some of these girls reporte
always effectively

ntent to help them relax or sleep - although not

Amber and Bryony, for instance, had incorp
h “I sometimes watch it in the morning
= because it’s nice and relaxing.” — A

deos into their night-time routines.

mostly at night because, like, it helps me fall asleep

ed from nails softly tapping

against different objects, to the sound of people playing with me = or whispering.

These girls also said they found the sounds in these ASMR videos cal 2 elped them go to
sleep. Bryony spoke about watching hours of ASMR content on YouT

A “I like watching ASMR, it helps me go to sleep. I like when they have clic ith¥exaggerated
L consonants], or certain words people say that are supposed to make
A whatever...There’s ‘we’re going on a treasure hunt X marks the spot... it

writing on your back...and mentally, because they’re doing it you feel shivers
Bryony, 15

Bryony claimed that hearing certain words spoken by content creators evoked a physical se that had a
relaxing effect. However, in the second interview, she reflected that watching these videos actually had a
potentially adverse effect on her sleep because although they made her feel relaxed, she would stay up until
4am in the morning watching ASMR.

While Terri did not watch ASMR videos as often as Amber and Bryony, she described them as having similar
effects on her:

“The soap cutting ones are my favourite. It looks nice. It makes me feel like | am in a spa — it’s relaxing.
It makes you feel like you’re not just in your bed.” — Terri, 14
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Researcher reflections

As with programmes on TV aimed at children, the content children watch on social media is often fast-
paced, loud, and full of energy.

However, the intensity of this style often appears to be exaggerated much further on social media, with
shouting, rapid, abrupt editing and hyperactive personas all common.

At the same time, the children’s interest in watching longer-form content appears to have dropped, with
children in previous waves saying films and episodes of TV series are too long. The speed of children’s
consumption of video content seems to have increased over the years — with children quickly scrolling,
skipping, and fast forwarding through feeds of content. Creators appear to have responded to this by
dropping hintsgf what will happen if you ‘watch to the end’ in an attempt to keep viewers with them
throughou irety of the video. Clickbait titles and exaggerated thumbnails are also being used by
content to catch attention.

lating content extends to the senses — for some styles of video, sound quality is
heighten rackling, rustling or whispering feel close and immersive, and videos portray the
tactile quali sand o food.

the media children consume

otional needs

2 e been using media of many different kinds that

fme, s@me children (in particular girls) have engaged with
atabje). Children continue to watch content that

seems to appeal to these more social and emotional nge vith the trend going in the direction of greater
intimacy, immersion, and sense of closeness, such as pFeximi mera, portrayed in videos.

Relatability and i y:H
appeals to their soc

Since the first wave of Children’s Media Live
appeals to more social and emotional needs.

Many of the children appeared to be turning to soci e mbat boredom or loneliness

Most of the children spent multiple hours each day on their dev a latformspwith TikTok, Snapchat and
YouTube as the most popular platforms across the sample. However
extent of their screen-time. Ishak, for example, claimed he was using
using TikTok had reduced. On reviewing his screen-time, he was often U
than YouTube on any given day.

Bailey reflected:

“A kid who didn’t have an iPad or any devices would feel alone...it would be so
any TV, or any activities to do [online] they’d feel very left out and maybe bored.”

Bailey himself spent most of his spare time at home gaming or watching YouTube videos to alleviate feelings of
boredom.

Similarly, Niamh, who spent around six hours a day on her phone, considered going on social media a “cure”
for boredom. While she felt that scrolling on her feed was not in her words “physically productive” as an activity
as it sometimes stopped her from doing her homework, she liked it because it “engaged” her brain and
entertained her when spending time in her bedroom.
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‘Personal attention’ ASMR was a popular trend among some children this year

The emergence this year of more children in the study watching ASMR videos, as described in the previous
chapter, extended beyond the purely sensory to more social themes.

Some of the girls described a new ASMR trend called ‘personal attention’, which involved content creators
directly addressing the viewer in a soft, gentle, and caring manner.

Terri described the videos she’d seen:

“It’s quite fun, it makes you feel like you’re watching a TV show. It can feel like it is happening to you,
and they are speaking directly to you.” — Terri, 14

who were shy or lacked face-to-face interaction, as role-play content could
g a friend speak directly to the viewer.

different
ole-

styles and sub-genre
playing ASMR (was
some of the girls in the

subscribers), one of her favo
content creators:

/\ “She’s got a really nice, ca

ASMR Girlfriend Cheers You Up 3%
(pampering & personal attention ft. dossier)

60K views - 1 month ago

where she is pretending to be a

southern girl hairdresser. | think |

watch it as well for the gossip... the
way that she talks as if you’re her friend and
you’ve known her all your life.

ASMR Neighbourhood Salon Roleplay
Getting You Ready For A Valentine's...

ASMR 1h Galentine's Sleepover & w ¢
(cake, pampering, gossip, etc)
111K views + 1 month ago

ws + 1 month ago

“You feel as though you’re actually the one there.”
— Bryony, 15

She appreciated the feelings of familiarity and friendship these videos evoked
of the creator as a key factor in creating a friendly atmosphere. For Bryony, r
faceted experience, offering a sense of relaxation, comfort and friendship, as we
drama, which she referred to as ‘gossip’.

Some ASMR trends which the children mentioned lean even further into the intimate a .
Amber spoke about a new trend she saw appear on her TikTok For You Page, called ‘spit hich she
said she did not like.

“There’s one called spit painting where they, like, spit on their hand and pretend to, like, paint me with it.
I don't like that. They get their hands... and like wet their fingers with the spit and try to paint you.” —

- Amber, |1


https://www.youtube.com/@OceansASMR

Further research: ASMR trends

‘Personal attention’” ASMR was a trend mentioned by several children. This type of ASMR enhanced these
videos’ personal and relatable feel and seemed to combine the friendly aspects of more mainstream lifestyle
and advice content with tactile and sensory elements.

These videos are all POV (‘point of
view’) format, where the content
creator appears to be speaking
directly to you as the viewer and
role playing a scenario, for example
where creators such as Oceans
ASMR (553K subscribers), played

ASMR Tingle Clinic - Complete Doctor Check up, Cranial Nerve Exam, Scalp Check, Medical
Role Plays

role-play video by ASMRas.

«Viber i ore social or friendship dynamics. For example, the content
P . N 3 A . . . .
i Followind RSOy ging your makeup’ telling you you’re beautiful, or

™ ad come across ‘spit painting’ videos, which

ly sounds, such as eating. For
i e sounds and textures of a

variety of foods being eaten, ha
not specifically referred to by the chi

asmrandsleep

Part 3| ASMR | SPIT PAINTING (- - :
asmr with dena) #asmr #sleep

@ Playlist - Fast ASMR 4

* O cF

Home Inbox

Figure 28: An ASMR spit painting
video posted by asmrandsleep on
TikTok.


https://www.youtube.com/@OceansASMR
https://www.youtube.com/@OceansASMR
https://www.tiktok.com/@safespaceasmr/video/7221997837272354091?q=asmr%20cranial%20nerve%20exam&t=1708986608756
https://www.tiktok.com/@leanna.apa/video/7317383455485005099?q=asmr%20pelvic%20exam&t=1708965518170
https://www.tiktok.com/@joyceful_tingles/video/7184126259406949675?q=asmr%20personal%20attention%20makeup&t=1708965911989
https://www.tiktok.com/@asmrbyangel/video/7334418682510068997?q=asmr%20personal%20attention%20playing%20hair&t=1708965962870
https://www.tiktok.com/@asmrandsleep/video/7299949234328030496?q=asmr%20personal%20spit%20painting&t=1708966081346
https://www.tiktok.com/@bikinngilerr/video/7314922511701953797?q=asmr%20mukbang&t=1708966219099
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Researcher reflections

From wave | of Children’s Media Lives onwards, we have reported that children, particularly girls, watch
content made by content creators purporting to give viewers a ‘behind the scenes’ look at their lives: for
example, Zoella giving you a window into her morning routine, or her latest skincare products back in
2014. These content creators appeared to play a ‘best friend’ or ‘big sister’ role for the children who
watched their content — which young and teenage girls seem to find appealing.

The trend over the years has continually been towards these relationships feeling ever closer, more
connected, more ‘real’. Videos of influencers trying on new clothes, giving advice about relationships,
showing their ‘Day in the life’ became increasingly popular in waves 6, 7 and 8 (2019 to 2022).

This year, e of cultivated intimacy and connection has been more noticeable than ever. We have
seen pa ing videos in which the content creator is roleplaying with a POV (point of view)
to talk directly to the viewer, openly pretending to be their best friend,

hile one child in the study seemed to be aware of this (i.e. had
hese children are telling us that they aren’t interested in this type

with more explicitly se
heard about ‘spit painti
of ASMR content.

The children who like ASMR vid
or want to feel soothed to sleep.
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Annex |:Profile of the participants

Gender

Male I

Female 10

Age

8

9

10

12

13

14

I5

N (NN (W INdIN N W

16

17

18

Age bands

Male and 8-11

Male and 12-15

Male and 16-17

Female and 8-11

Female and [2-15

(=2 Ko S N L

Female and 16-17

Socioeconomic background (SEG)

A/B
Cl

C2
D/E

o |1 U1 |

Location

England 16

Wales I

Scotland 2

Northern Ireland 2

Types of location

City/large town 4

Town/small town 12
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Village/hamlet 5
Family circumstances
Older sibling(s) 8
Younger sibling(s) 12
Twin |
Only child 5
Living with one parent I
Living with both parents 9
[
ttish, Northern Irish, 15
|
3
2
Disabilities/SEND (includihg tal he issues)
Diagnosed/awaiting diagnosis 5
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Annex 2: Devices and platforms

Overview of device and platform use across the 21 children who took part in the research

Device
Phone )
Console 10
TV 13
Laptop 10
Tablet 9
4
I

Platform/service

YouTube
TikTok

Snapchat

Instagram

Facebook
WhatsApp
JusTalk Kids

Netflix

Disney+

Twitter

Twitch

spent on devices and platforms.

Figure D: Children’s average daily screen-time

Ishak, 18
Bobby. |7
Osar, 16

Ben, 16

8.00

Hours spent

Overall screen time
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Figure E: Children's average daily screen-time across different apps/services

]

Hours spent

TikTok mSnapchat mInstagram YouTube m Gaming Other
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Annex 3: Glossary

ASMR: ASMR stands for autonomous sensory meridian response. It is the feeling triggered by certain sounds
and/or stimuli that causes a comforting physical feeling.

Bendy and the Ink Machine: Bendy and the Ink Machine is a first-person survival puzzle-action-horror game
set in a fictional cartoon world in the mid to late 20" century.

Bio: A short summary found beneath an Instagram user’s name. This could be a short description of them, a
set of emojis or a link to another profile.

Clickbait: Cli
to entice us

ait usually refers to titles, captions or thumbnails that are designed in a sensationalised way

ick on the link or video they are describing.

ages, blogs, and podcasts. They often cultivate dedicated audiences and may
collaborateti monetise their content through sponsorships or advertisements.

‘Day in the life’: ‘Day i ifé™s s\are types of videos on social media, usually TikTok, Instagram, or
YouTube. These videos immg sin influencers’ lives and routines. ‘Day in the life’ content shows
viewers various events in an s day

EA FC 24: This is first instalment'of th d series of popular football video games, the preceding
version of which was FIFA 23. It is a majoraconsoles.

Fast-forward feature (TikTok): A functign/on

advance past segments of a video.

Filter: Filters are effects that can be applied to photos
enhance or augment certain features of the video, su

latforms such as TikTok or Snapchat to
rance, voice changing, or other effects.

For You Page: It is the main landing page or feed’ on Ti
follow, and videos recommended for them based on TikT

Fortnite: Fortnite is a multiplayer online combat video game
multiple gaming platforms (e.g. Xbox, PlayStation). Predominantly, it i e where players can fight
and cooperate with other players, collect and upgrade items and build ifications. In the most
popular game mode, Battle Royale, the game pits players against each ot vivor on an
island.

e modes and can played on

‘Get ready with me’: ‘Get ready with me’ videos are types of videos on soci i ok,
Instagram, or YouTube. These videos immerse viewers in influencers’ lives and rotgi
me’ videos, the content creators typically talk through what skincare and make-up pred
outfits they might wear that day.

Instagram Reels: The short-form section of Instagram, hosting reels of short-form content*Re
Instagram are short videos (usually around 15-30 seconds) similar in format to videos found on TikTok.

Influencer: A social media user who exerts influence over the digital and material consumption habits of their
audience. ‘Influencer marketing’ is now a well-established advertising technique whereby ‘expert’ influencers
promote a product through public use on their ‘channel’.

JusTalk Kids: This app is similar in functionality to WhatsApp, enabling children to communicate with friends
through video chat or messaging. However, unlike WhatsApp, the user doesn’t need a phone number. The app
is described on the Google Play Store as a “Safe Messenger” app for children with both chat and video call
functionality, and some parental controls.
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Likes: This feature allows users to express their appreciation of a particular post on social media platforms
like Instagram and Facebook, by either giving it a ‘thumbs up’ (Facebook) or clicking the heart (on Instagram).
Instagram allows other users to look at what you have liked.

Lives: A feature which allows people to live-stream what they are doing in real time on social media, and they
can be viewed by others online.

Madfut: An app where one can collect packs of football players and draft players into their teams. It is similar
to EA Sports FC games, but without the in-match gameplay.

Mario games: Mario is a renowned Italian animated character, who is the lead character in a franchise of
games such as Mario Kart, Super Mario Bros., and many more.

Minecraft: Minecraft is a creative computer game with blocky, pixelated visuals where players can explore

their world, b ructures, craft items, extract materials, and sometimes fight or cooperate with other
players.

‘Mukl SMR video style in which the focus is on the sounds and textures of a variety of
foods bei . own in popularity recently, although it was not specifically referred to by the
children.

Nintendo Switch: released by Nintendo in 2017, which can be used as a stationary or

portable device. ‘Sw!

Oculus headset: A virttal re
other things.

‘Personal Attention ASMR’: 2
these videos’ personal and relatable

entioned by several children. This type of ASMR enhanced
ed to combine the friendly aspects of more mainstream

or over.

Point of view (POV): This is a format of video where th
appears to be speaking directly to you as the viewer. As m
online to mimic a conversation, interaction, or roleplay bet

Post: A post is an image, comment or video uploaded by the user to a so

Rec Room: A virtual reality multiplayer game where users can create rooms
experiences. One room might be for a debate while another could be a virtual g . ) enter
rooms and interact with other users within that space. There are no age restriction
registered under |3 will automatically have a junior account.

Recommender Systems: Systems used by platforms to rank and curate content that use
feeds. These are often based on several criteria, which can include demographics, preferences, and past
behaviours.

Roblox: Roblox is an online gaming platform that allows users to access and play millions of games. Roblox
includes a vast array of different genres in their games, and both single and multiplayer games.

Rocket League: A video game combining football and cars, where players use rocket-powered vehicles to
score goals against their opponents. This can be played both online with other people, or offline in a solo play
mode.

Screen recording: Screen recording is a feature which allows the user to record real-time what they are
viewing on their device, typically a phone, tablet, or console.
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Screen-time: Screen-time is a smartphone function which provides a breakdown of how much time a child
has spent on different apps on their device that day.

Snapchat: A messaging platform where users can send photos, videos, messages, post stories, to other
individuals and group chats.

Spit painting: A type of ASMR video where the content creator uses spit on their fingers in a POV (point of
view) perspective, using their fingers to wipe spit on the screen to simulate painting your face with it.

Spotlight: A reel-style feature on Snapchat that showcases popular short-form videos from users who have
posted content onto the ‘spotlight story’.

Split-screen: A single post or piece of content which displays two different (often unrelated) videos, playing
simultaneously, either side by side or one on top of the other. Some social media platforms provide templates

for ‘split-scre tent to be produced.

Stories napchat): Stories allow users to post photos and videos for their followers to see
e platform before vanishing.

Stumble uys is a multiplayer knockout game with up to 32 players online. Players control
jellybean-like igating obstacle courses to be the last one standing.

clicking through to watch the video.

etworking platform which is used to watch algorithmically
seconds and |10 minutes) in a feed, and create short-form

TikTok Shop: This is a shop in the Ti ] ers can shop directly within the app, and content
creators can showcase products.

-person shooter game with a variety of solo,
cooperative, and competitive game modes, where pla trol of an attacking or defending player in

different situations such as defusing bombs, rescuing

according to how popular and well known the personality is, with YouTubers gen
personalities who make a living from their vlogging.

YouTube Shorts: The short-form section of YouTube, hosting reels of short-form conte 60 seconds.

There are no age restrictions on YouTube Shorts.
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Annex 4: Image references

Foreword

Figure A: A graphic illustrating Niamh'’s screentime. Developed by Revealing Reality, this graphic (and those
for other children in the report) illustrate the children’s estimated media and device usage. These are based on
a combination of what they told the researchers and screenshots of their screentime sent through in the diary
task phase.

Screentime data was not available for some of the children, as there were some participants who did not have
phones (and so it was not possible to measure screentime in the same way), and a couple of participants did

timate of non-screen time, split between waking and sleeping, with an assumed eight
(although the amount the children slept each night on average varied widely and

megmoxie, mindovermatterwithemma.#

Main body
Figure |: Reposted by one of the children, Taylor (

Figure 2: Joely Bonner, !!! for them from us !'#watermel
(TikTok, 2023).

r%20for%20good&t=171052326291 I.
Figure 3a: Jourdan Johnson, “Replying to @" love // WE DID IT !!!

#effecthouse #watermelon #watermelonfilter #blackgirlsintech #augmentedrea
#filterforgood”, 2.7M views (TikTok, 2023).

https://www.tiktok.com/@xojourdanlouise/video/7302107535165672735? r=1& t=8|

Figure 3b

Jourdan Johnson, “how | made the FILTER FOR GOOD | !! about 6 hours crammed into | minute
#filterforgood [...] #effecthouse #watermelon #watermelonfilter #blackgirlsintech #blackcreatives
#augmentedreality #socialchange #filterforgood”, 250.2K views (TikTok, 2023)

https://www.tiktok.com/@xojourdanlouise/video/7304014330884934943? r=1& t=8IGx6UjAMCX

Figure 3c: Monica Aksamit, “can someone do it and teach me how to win? #filterforgood #forgoodfilter
#watermelon”, 2.1M views (TikTok, 2023)

https://www.tiktok.com/@monicaaksamit/video/7300237072529378603?_r=1& t=8IGx5145bf7
Figure 3d: Lailoolz, “ @Jourdan #filterforgood #freepalestine #foryou”, 16.2M views (TikTok, 2023)



https://www.youtube.com/watch?v=LeYsRMZFUq0
https://www.youtube.com/@OceansASMR
https://www.tiktok.com/tag/watermelon?lang=en
https://www.tiktok.com/tag/filterforgood?lang=en
https://www.tiktok.com/tag/fyp?lang=en
https://www.tiktok.com/tag/foryou?lang=en
https://www.tiktok.com/@joelybonner/video/7301370670741605664?is_from_webapp=1&sender_device=pc&web_id=7307563063481632288
https://www.tiktok.com/@joelybonner/video/7301370670741605664?is_from_webapp=1&sender_device=pc&web_id=7307563063481632288
https://www.tiktok.com/@xojourdanlouise/video/7302107535165672735?_r=1&_t=8lGwyQ0kuOW
https://www.tiktok.com/@xojourdanlouise/video/7304014330884934943?_r=1&_t=8lGx6UjAMCX
https://www.tiktok.com/@monicaaksamit/video/7300237072529378603?_r=1&_t=8lGx5I45bf7
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Figure 4: Adrian Markovac, ““Students don’t spend enough time in the classroom” — Rishi Sunak #rishisunak
#educationsystem #ukschool #alevelsscrapped”, 3.3M views (TikTok 2023)

https://www.tiktok.com/@inthewvlogs/video/72876 193432261 13312

Figure 5: Mohammed Hijab, “Responding To Ben Shapiro On Israel”, 722K views (YouTube 2023)
https://www.youtube.com/watch?v=vBHFN4TCVW8

Figure 6: Ali Dawah, “STARBUCKS HUNT!NG FOR MUSLIMS”, 37K views (YouTube 2024)

https://www.youtube.com/watch?v=ZckLkwNtrDE

Figure 7: One of the children, Bobby, saw this Facebook post on the internet and talked about it in his
second interview. The following photo is from: https://archive.ph/VWWqWsa

#couplecomedy #adhdzoomies”, 7.
https://www.tiktok.com/@tarah.and.barry/vi

Figure 10c: Tarah and Barry, “EVERY. SIN
cooked together so she was already onto getting ger
#adhdproblems #funnycouple #couplecomedy”, 37.6

ally cook for her and set the table but we
dhdinwomen #adhdgirlfriend

%M views (TikTok 2023)

Figure | 1b: Frankie, “If Your Height Growth Is Stunted Do THIS TOB i (TikTok 2023)
https://www.tiktok.com/@toomuchfrankie/video/7280206351735721222

Figure |l c: Frankie, “How To Grow Taller With No Genetics Supplements’s . ikl ok 2023)
https://www.tiktok.com/@toomuchfrankie/video/7281389155433630982

the followin
adhd

Figure 12: A screenshot of the top results for ‘ADHD’ on TikTok. The content is fro
accounts (left to right, top to bottom): healthwithnyrah, katelynblairesmit, megmoxie, che
tarah.and.barry, megmoxie, mindovermatterwithemma.

Figure 13: ITSALLRELATIVE, “Chandler’s funniest moments Part | #tvseriesfriends #TVShowFriends #fyp
#matthewperry #friendstvofficial #chandlerbing #funnyclips #friendstvshowclips”, 427K views (TikTok 2023)

https://www.tiktok.com/@friendsfanatic444/video/7227698505131904283

Figure 14: MrBeast, “| Gave People $1,000,000 But ONLY | Minute To Spend It!”, 204M views (YouTube,
2020)

https://www.youtube.com/watch?v=LeYsRMZFUq0

Figure 15: IShowSpeed, “Football challenges GOAT edition”, 2.2M views (YouTube, 2023)

https://www.youtube.com/watch?v=RESzustAHOc&t=19s

Figure 16: The Royalty Family, “l Tested 100 BANNED Amazon Products!”, |0M views (YouTube, 2023)



https://www.tiktok.com/@inthewvlogs/video/7287619343226113312
https://www.youtube.com/watch?v=vBHFN4TCVW8
https://www.youtube.com/watch?v=ZckLkwNtrDE
https://archive.ph/WqWsa
https://www.youtube.com/watch?v=8JEEwSCXS84
https://www.youtube.com/watch?v=bEfPr4kDUak&t=3s
https://linktr.ee/tarahelizabeth_
https://www.tiktok.com/@tarah.and.barry/video/7249318833897393410
https://www.tiktok.com/@tarah.and.barry/video/7231141360399551770
https://www.tiktok.com/@toomuchfrankie/video/7267212604005747973
https://www.tiktok.com/@toomuchfrankie/video/7280206351735721222
https://www.tiktok.com/@toomuchfrankie/video/7281389155433630982
https://www.tiktok.com/@friendsfanatic444/video/7227698505131904283
https://www.youtube.com/watch?v=LeYsRMZFUq0
https://www.youtube.com/watch?v=RESzustAH0c&t=19s
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https://www.youtube.com/watch?v=UY6tOlvSipg&t=1s
Figure 17: Ben Azelart, “l Bought|00 Banned Amazon Products!”, 16M views (YouTube, 2023)

https://www.youtube.com/watch?v=j8MMjigoXoA

Figure 18: The Royalty Family, “Saying GOODBYE To The MISSING PUPPY! **FOREVER** | The Royalty
Family”, 9.7M views (YouTube 2020)

https://www.youtube.com/watch?v=oqrCbXhiGg4

Figure 19: MrBeast, “Surviving 24 Hours On A Deserted Island”, 190M views (YouTube 2020)

https://www.youtube.com/watch?v=IBYC4 Lccjw

Figure 20: The Royalty Family, YouTube

https://www y@Httlbe.com/@royaltyfam

Figure 23: ASMR slime Sto
Compilations 2023 #1017, €

i |E ﬁ o Speech ASMR Satisfying Eating || Briana Mizura|| POVs Tiktok

https://www.youtube.com/watch? b

Figure 24: Joker pranks, “Wait for orts #shortvideo”, 46M views, (YouTube Shorts,
2023)

https://www.youtube.com/shorts/PnpeGhT:

Figure 25: SassySounds ASMR, “ASMR| X Marks The GLES”. 782K views. (YouTube, 2023)

https://www.youtube.com/watch?v=LjhRB32wa8g&t=
Figure 26: Oceans ASMR, YouTube

https://www.youtube.com/@OceansASMR

Figure 27: ASMR Jas, “ASMR Tingle Clinic — Complete Doctor Ched al'lNerve Exam, Scalp Check,
Medical Role Plays”, 294K views (YouTube, 2023)

https://www.youtube.com/watch?v=hh2Ca_SkBq4

Figure 28: ASMRandsleep, “ASMR | SPIT PAINTING (asmr with dena) #asmrésleep”, /M vi (TikTok,
2023)

https://www.tiktok.com/@asmrandsleep/video/7299949234328030496



https://www.youtube.com/watch?v=UY6tOlv5ipg&t=1s
https://www.youtube.com/watch?v=j8MMjigoXoA
https://www.youtube.com/watch?v=oqrCbXhiGg4
https://www.youtube.com/watch?v=lBYC4_Lccjw
https://www.youtube.com/@royaltyfam
https://www.youtube.com/watch?v=nQJN0GEsW8U
https://www.youtube.com/watch?v=CnzIa7KCaYM
https://www.youtube.com/watch?v=VbQ_KsJrGLU&t=163s
https://www.youtube.com/shorts/PnpeGhTzS2s
https://www.youtube.com/watch?v=LjhRB32wa8g&t=3
https://www.youtube.com/@OceansASMR
https://www.youtube.com/watch?v=hh2Ca_SkBq4
https://www.tiktok.com/@asmrandsleep/video/7299949234328030496
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