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The Internet in Britain
Oxford Internet Survey and Social Media



•Rising overall use

•Rising social media use

•Persistent digital divides 

•Growing use of government websites

•Persisting non-use & ex-use

Internet Trends in Britain



• Representative probability sample 
• England, Scotland & Wales 
• Waves: 2003, 2005, 2007, 2009, 2011, 2013
• About 2,000 respondents: 14 years and older
• Face-to-face Interviews 
• Component of World Internet Project (WIP)

Oxford Internet Surveys 



Strengths of OxIS

• Quality
– Random sample
– High response rate: 51% in 2013
– Face-to-face interviews improve reliability
– Ofcom uses it as a benchmark

• Consistency
– Track trends and changes across years

• Comprehensiveness
– 300 questions cover dozens of topics of interest 

• Best quality, most comprehensive Internet data in the 
world
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OxIS 2003 N=2,029; 2005 N=2,185; 2007 N=2,350; 2009 N=2,013; 2011 N=2,057; 2013 N=2,657

Internet Users 2003-2013 (QH13)
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OxIS 2003 N=2,029; 2005 N=2,185; 2007 N=2,350; 2009 N=2,013; 2011 N=2,057; 2013 N=2,657

Use by Lifestage (QH13 by QO1)
Students Employed Retired
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OxIS 2005 N=2,185; 2007 N=2,350; 2009 N=2,013; 2011 N=2,057; 2013 N=2,657

Use by Age (QH13 by QD1)
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OxIS 2005: N=2,185; 2007: N=2,350; 2009: N=2,013; 2011: N=2,057; 2013: N=2,657
Note: The income scale changed in 2009.

Use by Household Income (QH12 by SC2)
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OxIS 2011 N=2,057; 2013 N=2,657
Note: Students were excluded.

Use by Educational Qualifications (QH13 by QL1)
No qualifications Basic qualifications Further education Higher education
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OxIS 2013: Current users N=2,083; Ex-users N=91

Effectiveness of Internet Use by Education
(QC22 and QE10 by QO4)

No qualifications Basic qualifications Further education Higher education
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OxIS current users: 2005 N=1,309; 2007 N=1,578; 2009 N=1,401; 2011 N=1,498; 2013 N=2,083

Use of Online Government Services by Year (QC33)
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OxIS current users: 2005 N=1,309; 2007 N=1,578; 2009 N=1,401; 2011 N=1,498; 2013 N=2,083

Detailed Use of Online Government Services
2005 2007 2009 2011 2013
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OxIS current users: 2007 N=1,578; 2009 N=1,401; 2011 N=1,498; 2013 N=2,083
Note: The social media question changed in 2009.

Use of Social Media by Year (QC8)
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OxIS current users: 2007 N=1,578; 2009 N=1,401; 2011 N=1,498; 2013 N=2,083

Use of Social Media by Age (QC8 by QD1)
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Current social media users. OxIS 2013 N=1,276

Social Media Use by Household Income
<=£12,500 >£12,5-£20,000 >£20-£30,000 >£30-£40,000 >£40,000
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Current social media users. OxIS 2013 N=1,276

Social Media Use by Household Income
<=£12,500 >£12,5-£20,000 >£20-£30,000 >£30-£40,000 >£40,000
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Current social media users. OxIS 2013 N=1,276
Note: Students were excluded.

Social Media Use by Educational Qualifications
No qualifications Basic qualifications Further education Higher education
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Current social network site users. OxIS 2013 N=1,276
Social activities are commenting on status, updating status or personal information, and posting pictures.
Informational activities include receiving news, learning about issues, clicking on links, and commenting on issues.

Informational & Social Activities on Social Media
(Q35 and QP6)

Never Less than monthly Monthly Weekly Daily More than daily





Summary of British Social Media Use

• Continued rise in social media use
• Continued stratification by age, income, education

– Users: wealthy, well-educated, young 
• Most social media users are interested in socializing

– Not receiving information 



Lessons for Local Authorities

• Who will you reach?
– Social media disproportionately reach wealthy, educated, 

young
• What is the best you can do?

– Depends on the group
– Best among young: a maximum of about 95%

• Pick your media carefully 
– Different social media reach different groups

• Hard to reach groups remain hard to reach
– Elderly, uneducated, poor



Thank you

Questions?

Grant Blank
grant.blank@oii.ox.ac.uk
Oxford Internet Surveys: http://oxis.oii.ox.ac.uk/
oxis@oii.ox.ac.uk

Oxford Internet Institute: http://www.oii.ox.ac.uk


