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Foreword from Molly Rose
Foundation

It is now almost 8 years since Molly Russell died after being algorithmically bombarded with harmful suicide,
self-harm and depression content.

This report reveals that, immediately before the Online Safety Act took effect, far too little had changed. Using
a nuanced and in-depth approach to understand the true scale of children’s exposure to different types of
potentially harmful content, the findings suggest that young people continued to be put at risk at a deeply
worrying scale.

Fieldwork undertaken in the weeks prior to the Protection of Children Codes coming into force shows that
many children were being exposed to deeply worrying types of harmful content. Disturbingly, over a third of
13-17 year olds had seen the highest risk suicide, self-harm, depression or eating disorder content in the
previous week - content which they should be prevented or protected from encountering under the Act.

This rose to even higher proportions for girls, children with SEND, and those with low wellbeing — groups that
we know are already more vulnerable to online harm.

The results also identified considerable numbers of children at risk of cumulative harm, with many — like Molly
— encountering potentially harmful content in alarmingly high volumes. This includes many seeing a toxic
combination of the very worst content being reinforced by related material.

This report will make horrifying reading for parents, grandparents and anyone interested in protecting
children. The dreadful reality is that we lose one young person a week to suicide where technology has played
a role, with far too many teenagers being recommended large volumes of harmful content by social media
algorithms that prioritise user engagement over the safety and wellbeing of our teens.

The Online Safety Act should have been a watershed moment for addressing these risks. However, it is
becoming increasingly clear that Ofcom’s deeply unambitious approach to implementing the Act will fail to
respond to the scale of the problem highlighted by this research.

This report must therefore be a call to action, and we hope you will join us in calling for the Government to
take urgent action to strengthen the Online Safety Act. Regulation remains the most powerful and urgent
means at our disposal to ensure children are protected from the scourge of algorithmically-driven cumulative
harm.

We hope to re-run this research in future with confidence that children’s exposure to harmful content will
have substantially fallen.

Rowan Ferguson

Policy and Public Affairs Manager, Molly Rose Foundation



Executive Summary

As of 25 July 2025, platforms have a legal duty under the Online Safety Act to protect children online. This
includes preventing children from accessing content which promotes suicide, self-harm or eating disorders,
alongside other harmful and age-inappropriate material.' This report provides a crucial benchmark on
children’s experiences immediately before these requirements came into force, with data collection concluding
in June 2025.

It examines the online experiences of children aged 13 - 17, focusing on their exposure to potentially harmful
content, covering a range of content types including those likely to be classified under the Online Safety Act, as
well as a broader range of content that children have seen. The survey was completed by 1897 young people
from 20 schools across the UK. The findings reveal the scale and nature of what children encounter on social
media platforms.

o 37% of children reported they had seen at least one type of high risk content relating to
suicide, self-harm, depression, or eating disorders in the past week. This includes content likely to
be classified as either primary priority content (PPC) or non-designated content that is harmful to children
(NDC) under the Online Safety Act.

e Children reported they had been exposed to a range of different types of high risk content in
the last week. This included:
59% had seen content that encourages or promotes suicide

9% had seen content that makes suicidal thoughts seem normal, appealing, or cool

6% had seen content that encourages or promotes self-harm
89 had seen content that makes self-harm seem normal, appealing, or cool

| 5% had seen content that shows self-harm

| 7% had seen content that makes feeling depressed seem normal, appealing, or cool

229% had seen content about feeling hopeless, despairing, or suicidal

I | 29 had seen content that encourages or promotes eating disorders

e Some children had been exposed to high risk content frequently. This was reported by over a
quarter of those who had seen content that encourages or promotes suicide, with 27% of these children
indicating they had encountered this content 10 or more times in the last week on at least one platform.

e Girls, children with low wellbeing, and children with SEND were more likely to report they
had been exposed to high risk content in the last week. Almost half of girls (49%) reported
exposure compared with a quarter of boys (25%). Among children with ‘low’ wellbeing,” over two-thirds

I GOV.UK, Online Safety Act, 2025

2 For an explanation of the wellbeing measures used in this report, please see the Methodology section.


https://www.gov.uk/government/collections/online-safety-act

(68%) had seen this content, compared with just one in five (20%) of those with ‘high’ wellbeing. Similarly,
43% of children with SEND reported they had seen high risk content, compared with 35% of those
without SEND.

e Children using TikTok and X were the most likely to encounter high risk content. Among
children spending 30 -120 minutes per day on these platforms, 31% of TikTok users and 29% of X users
reported they had seen at least one type of such content in the past week, compared with users of
Instagram (13%), Pinterest (13%), YouTube (I 1%) and Snapchat (5%).

e 70% of children reported exposure to moderate risk content® and 80% to content which
could exacerbate the risk of cumulative harm.* Some children reported that they had seen
this content frequently. For example, 12% of children who had seen people talking about their
experiences of self-harm, and 20% of children who had seen dieting or low-calorie / restrictive food choices, had
seen these 10+ times on at least one platform in the last week.

e Some saw high volumes of lower risk content in combination with high risk content. For
example, just under half (42%) of children exposed to content encouraging or promoting eating disorders
had also seen content portraying slimness as ‘desirable or cool’ 10 or more times on at least one platform
in the last week. Similarly, over | in 3 (34%) of children who encountered content encouraging or
promoting suicide or self-harm also frequently® saw content about feeling sad, down, or lonely.

e Children were most likely to have seen potentially harmful content through feeds containing
recommended content, compared with other platform functionalities such as search or direct messages.

e Over a third (38%) of the sample said they had encountered content they found upsetting or
uncomfortable on social media at some point in their lives. This was highest on TikTok, where | in 4
children (25%) reported they had seen something that made them upset or uncomfortable on the
platform.

e Fewer than | in 3 children felt that they could always do something to avoid seeing content that made
them feel uncomfortable or upset across all social media platforms. Meanwhile, around a fifth of children
who had seen content that made them feel uncomfortable or upset felt there was nothing they could do,
ranging from 19% of children who had seen upsetting content on TikTok or YouTube, to 30% of children
who had seen this content on X.

3 Refers to content which is not likely to be classified as PPC or NDC but could still fall into these categories depending on children’s interpretation
of the content. This content may therefore still hold a moderate risk of causing harm, particularly when viewed cumulatively. See page 10 for a
list of all content types included.

4 Refers to content which is unlikely to be classified as PPC or NDC, but has the potential to increase risk of harm, particularly through repeated
exposure, or when viewed alongside other high or moderate risk content types. Note that this content could also be beneficial or positive to
some people, in some contexts. See page 10 for a list of all content types included.

5 Had seen this content 10 or more times on at least one platform in the last week.
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About Revealing Reality

Revealing Reality is an independent social research and insight agency. We enjoy working on challenging
projects with social purpose to inform policy, design, and behaviour change. This includes working with
regulators, government, and charities to provide rigorous insight into young people’s online behaviours and
experiences.

Studying people’s experiences of the digital world and how it is shaping their lives is something we do every
day. This includes exploring how digital services and platforms are shaping people’s behaviour — across
relationships, gambling, financial products, the health service, and more.

We frequently conduct detailed qualitative and quantitative research to build in-depth understandings of digital
behaviours and observe how people really experience technology and the online world.

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



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

Introduction and
method



Context and background

The Online Safety Act 2023° was introduced to promote safety for internet users at a time when adults
and children are increasingly spending more of their lives online.

The Act places legal duties on platforms to identify, mitigate, and manage the risks of harm from illegal content
and content which is harmful to children.

Ofcom’s Media Literacy Report 2025 highlights the importance of these new protections, with an
overwhelming majority (96%) of 13- to |7-year-olds reporting use of social media.

Ofcom’s Online Experiences Tracker?® is already tracking children’s exposure to different categories of content
online, including some content that holds the potential for causing harm.

Against this backdrop, in February 2025, Molly Rose Foundation commissioned Revealing Reality, an
independent social research and insight agency, to design a survey that benchmarks young people’s exposure
to specific types of potentially harmful content on social media.

This research focused on four themes of potentially harmful content:

e suicide

e self-harm

e mental health, low mood, or depression
e eating disorders, dieting, or fitness

The range of content captured within each theme aimed to be extensive, covering both content already
classified as ‘harmful’ under the Act, as well as other types of content that may contribute to cumulative harm
when viewed alongside such ‘harmful’ content.” In moving away from broader, high-level definitions of content
(e.g. overarching themes of content like ‘suicide’), the survey provides a more nuanced insight into the kinds of
content children aged 13- to |7-years-old are being served whilst using social media platforms.

The survey examined both what types of content children were exposed to and where that exposure took
place, including which platforms and where within the functionality of the platform content was seen. It also
asked how frequently content had been encountered, given the potential for repeated exposure to increase the
risk of harm.'®

A further goal of the survey was to explore what children feel able to do after they had seen content that they
found upsetting or that made them feel uncomfortable. Children were asked about the actions they may take
after exposure, including engaging with the content or taking steps to avoid the content.

Looking ahead, this research aims to contribute to wider judgements about the effectiveness of regulation
changes in the UK in reducing the presence of harmful content on social media platforms. The survey was
designed to ensure it could be reused over time to provide an ongoing picture of children’s exposure to
certain types of content.

The timing of this work is significant. As of 25 July 2025, platforms have a legal duty under the Online Safety
Act to protect children online, and as such are required ‘to prevent children from accessing pornography, or
content which encourages self-harm, suicide or eating disorder content’, alongside other harmful and age
inappropriate content.'' Data collection for this project concluded in June 2025, just before these new
requirements came into force, meaning future iterations of the survey can provide vital evidence on the impact
of these regulatory changes.

6 Legislation.gov.uk, Online Safety Act, 2023

7 Ofcom, Children and Parents: Media Use and Attitudes Report, 2025

8 Ofcom, Online Experiences and Attitudes Questionnaire, 2025

9 DCMS, Online Harms Feasibility Study, 2021

10 Ofcom, Protecting children from harms online, 2024

I GOV.UK, Online Safety Act, 2025
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https://www.legislation.gov.uk/ukpga/2023/50
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/media-literacy-research/children/childrens-media-use-and-attitudes-report-2025/childrens-media-literacy-report-2025.pdf?v=396621
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/telecoms-research/telecoms-data-updates/online-experiences-tracker-questionaire.pdf?v=394409
https://revealingreality.co.uk/wp-content/uploads/2025/03/DCMS_Online_Harm_Feasibility_study.pdf
https://www.ofcom.org.uk/siteassets/resources/documents/consultations/category-1-10-weeks/284469-consultation-protecting-children-from-harms-online/associated-documents/vol3-causes-impacts-of-harms-to-children.pdf?v=336052
https://www.gov.uk/government/collections/online-safety-act

Methodology

Survey design

This research aimed to build on existing methods of capturing exposure to potentially harmful online content
by incorporating more nuanced statements on specific types of content that children may be served while
using social media.

A variety of sources were used in developing the framework of potentially harmful content, including:

¢ Existing literature and measures — a variety of existing sources were used as an initial reference
point, including materials from Molly Rose Foundation'?, NSPCC'3, Samaritans'4, and Ofcom"*.

e Desk research — researchers explored the different types of content that appeared on six social
media platforms and subsequently categorised them into specific content types related to each of the
themes.

e Legislation — language used in the content framework aimed to align with that in the Online Safety
Act, where possible.

The framework for potentially harmful content included in the survey is set out below.

This research explored a range of content types related to four overarching themes:
I Suicide

I Self-harm

I Mental health, low mood, or depression

I Eating disorders, dieting, or fitness

Throughout this report, we will also refer to different types of content in terms of the level of potential
risk they are likely to pose for children. These risk levels reflect both the legal framework set out in the
Online Safety Act and content which is unlikely to be classified under the Act but may nonetheless contribute
to cumulative harm.

Content types not likely to be classified by the Act were included to capture a broader range of potentially
harmful content that children could be seeing — beyond the most explicit or extreme examples. As set out in
the Online Safety Act, harm can arise from cumulative exposure, either through repeated exposure to the
highest risk content or through exposure to combinations of higher and lower risk content'®. A single
exposure to lower risk content is not likely to be harmful on its own, but repeated exposure, particularly
alongside higher risk content, may still contribute to a risk of harm over time'’.

The inquest into Molly Russell’s death heard that she had been exposed to over 2,000 pieces of harmful content on
Instagram in the months leading up to her death, with the content becoming increasingly frequent and severe over
time.'®

12 Molly Rose Foundation, Preventable yet pervasive Report, 2023

13 NSPCC.org.uk, Content promoting self-harm, suicide, and eating disorders, 2025

14 Samaritans.org, What do people do online in relation to suicide and self-harm?, 2024

15 Ofcom, Online Experiences and Attitudes Questionnaire, 2025

16 Ofcom, Protecting children from harms online, 2024

17 DCMS, Online Harms Feasibility Study, 2021

18 Molly Rose Foundation, Molly's Inquest, 2022
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https://mollyrosefoundation.org/wp-content/uploads/2024/11/Preventable-Yet-Pervasive-MRF-TBI-Nov-23.pdf
https://www.nspcc.org.uk/keeping-children-safe/online-safety/inappropriate-explicit-content/promotion-self-harm/
https://www.samaritans.org/about-samaritans/research-policy/internet-suicide/internet-safety-practitioners/understanding-online-activity/what-people-do-online/
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/telecoms-research/telecoms-data-updates/online-experiences-tracker-questionaire.pdf?v=394409
https://www.ofcom.org.uk/siteassets/resources/documents/consultations/category-1-10-weeks/284469-consultation-protecting-children-from-harms-online/associated-documents/vol3-causes-impacts-of-harms-to-children.pdf?v=336052
https://revealingreality.co.uk/wp-content/uploads/2025/03/DCMS_Online_Harm_Feasibility_study.pdf
https://mollyrosefoundation.org/mollys-inquest/

The three risk levels used in this report are shown below:

High risk content

Includes content that is most likely to be classified as either ‘primary
priority content’ (PPC) or ‘non-designated content that is harmful to
children’ (NDC) under the Online Safety Act.

Suicide
- Content that encourages or promotes suicide
- Content that makes suicidal thoughts seem normal, appealing, or
cool

Self-harm
« Content that encourages or promotes self-harm
« Content that makes self-harm seem normal, appealing, or cool
« Content that shows self-harm

Mental health, low mood, or depression
» Content that makes low mood or feeling depressed seem
normal, appealing, or cool
« Content about feeling hopeless, despairing, or suicidal

Eating disorders, dieting, or fitness
« Content that encourages or promotes eating disorders

Moderate risk content

Refers to content which is not likely to be classified as PPC or NDC,
but could still fall into these categories depending on children’s
interpretation of the content. This content may therefore still hold a
moderate risk of causing harm, particularly when viewed
cumulatively.

Self-harm
« People talking about their experiences of self-harm

Mental health, low mood, or depression
« Content about having a ‘breakdown’
+ People sharing their experiences of feeling depressed
« Content about feeling sad, down, or lonely

Eating disorders, dieting, or fitness
« People talking about their experiences with eating disorders
= Content that makes being slim look cool or desirable
« Dieting or low-calorie/restrictive food choices
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Content that could exacerbate
the risk of cumulative harm

Refers to content which is unlikely to be classified as PPC or NDC,
but has the potential to increase risk of harm, particularly through
repeated exposure, or when viewed alongside other high or
moderate risk content types. Note that this content could also be
beneficial or positive to some people, in some contexts.

Suicide
« Content about suicide recovery, awareness, or safety

Mental health, low mood, or depression
+ Information or advice about depression (e.g. symptoms,
diagnosis, treatment)
« Self-care tips, mental health routines, or wellbeing
strategies

Eating disorders, dieting, or fitness
« Workout plans or routines telling you how to change the
way your body looks (e.g. muscle gain, toning, weight loss)
« Fit and healthy lifestyle content (including influencers)
« Healthy meal prep



PPC includes categories of content that platforms are legally required to protect children from encountering
under the Online Safety Act. These types of content are likely to breach community guidelines and encourage,
promote, or normalise suicide, self-harm, or eating disorders. They are considered to present the highest risk
of harm, particularly with cumulative exposure.'

NDC covers other content, not currently classified by Ofcom as PPC, where there are reasonable grounds to
believe it ‘presents a material risk of significant harm to an appreciable number of children in the UK’.%° These
risks may be less explicit or severe, but still warrant caution, particularly when children are exposed
repeatedly or in vulnerable contexts.?'

Survey question wording and child-facing instructions were refined in collaboration with Molly Rose
Foundation, and through cognitive and accessibility testing interviews with children aged 13- to |7-years-old to
ensure clarity and understanding for children of this age group.

Wellbeing measures used in this report

The Short Warwick-Edinburgh Mental Wellbeing Scale (SWEMWBS)? was used as the key wellbeing measure
in this survey. It constitutes seven statements aimed at measuring wellbeing in terms of thoughts and feelings
experienced in the last two weeks. Each statement is positively worded, with response options on a five-point
scale from ‘none of the time’ to ‘all of the time’. The scale has been validated for use with children aged | 3-
years-old or older (e.g. Clarke et al., 201 %)

Children’s responses were then coded into numerical scores and categorised into three categories: ‘low
wellbeing’, ‘medium wellbeing’, and ‘high wellbeing’. For a full explanation of how scores were coded and
categorised, please refer to the technical appendix.

In order to capture children’s self-reported body image, a new statement ‘I've been feeling bad about how my
body looks’ was included as a separate question, using the same scale as the SWEMWABS for responses.

Survey dissemination through 20 schools

Unlike previous surveys, including Ofcom’s Online Experiences Tracker®, this survey was disseminated
directly in schools as part of a lesson designed by the PSHE Association? (PSHEA), the national body for PSHE
education in the UK.

Disseminating the survey in classrooms meant students were able to complete the survey independently,
without parental involvement, while still being in an environment that felt familiar to them with the appropriate
safeguards in place. This aimed to mitigate some of the challenges associated with alternative dissemination
routes, like research panels, providing children a private but safe space to encourage honest responses. It also
meant that within each school, all children had an equal opportunity to take part in the research, compared to
a panel approach, where parental registration would be necessary.

Considerations for this report

To our knowledge, this research is the most up-to-date and nuanced insight on children’s reported exposure
to content related to suicide, self-harm, mental health, low mood or depression, or eating disorders, dieting,

or fitness. In the absence of objective, publicly accessible platform data on children’s exposure to potentially

harmful content, the methodology used in this research is a strong alternative.

19 GOV.UK, Online Safety Act: explainer, 2025

20 Ofcom, Protecting children from harms online, 2025

21 Parliament.uk, Joint Committee on the Draft Online Safety Bill Report, 2021

22 Corc.uk, The Short Warwick—Edinburgh Mental Well-being Scale (SWEMWVBS), 2008

23 Clarke et al., Warwick-Edinburgh Mental Well-being Scale (WEMWABS): Validated for teenage school students in England and Scotland. A mixed
methods assessment, 201 |

24 Ofcom, Online Experiences and Attitudes Questionnaire, 2025
25 PSHE Association VWebsite
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https://www.gov.uk/government/publications/online-safety-act-explainer/online-safety-act-explainer
https://www.ofcom.org.uk/siteassets/resources/documents/consultations/category-1-10-weeks/statement-protecting-children-from-harms-online/main-document/guidance-on-content-harmful-to-children.pdf?v=395445
https://publications.parliament.uk/pa/jt5802/jtselect/jtonlinesafety/129/12908.htm
https://www.corc.uk.net/media/1245/swemwbs_childreported.pdf
https://bmcpublichealth.biomedcentral.com/articles/10.1186/1471-2458-11-487
https://bmcpublichealth.biomedcentral.com/articles/10.1186/1471-2458-11-487
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/telecoms-research/telecoms-data-updates/online-experiences-tracker-questionaire.pdf?v=394409
https://pshe-association.org.uk/

While reading this report, however, certain considerations should be kept in mind:

This report is based on survey data. The results are therefore reflective of what children reported they
had seen in the last seven days, and how they would describe content they had seen. As a result, there is
no way to determine the true nature of the content children have viewed — it is possible that the
survey findings encompass a broad spectrum of material that children felt aligned with the
descriptions.

Because of this, the true prevalence of children’s exposure to content may be higher (whereby some
children may not always report or correctly interpret the content they’ve seen) or lower (some
children may interpret more general/unrelated content as relating to the statements provided).

Other measures, including those regarding wellbeing, the presence of SEND, and time spent on
platforms in the last week are similarly based on self-report, so cannot be independently verified.

The six platforms included in this research offer broad and differing functionalities, and data was not
collected on children’s specific use of each platform — such as the time spent on specific parts or
features within each platform. As a result, it is difficult to determine exactly how children were using
or engaging with each platform, which may contribute to varied user experiences.

When comparing the proportion of platform users that report exposure to content types, the data
only includes children who reported they had spent between 30-120 minutes on average per day on
each platform. This has been done to improve the comparability between platforms, given that their
functionalities vary, and reduce the risk that differences in the data are driven by the amount of time
spent on a platform, which similarly differs by platform.

Analysis of the frequency of exposure to content is limited because of small numbers (fewer than 30)
of children reporting exposure to specific content types on some platforms. As such, the data in this
report often focuses largely on TikTok, due to larger base sizes for that platform.

Though the total sample size was large (with almost 2000 respondents), the children in this sample
came from just 20 schools. A spread across key school characteristics was achieved however, we are
unable to guarantee the representativeness of the sample as a whole.

Reading charts and statistics in this report

Throughout this report, when something is referred to as ‘significant’, this means it is a statistically significant finding
at the 95% confidence interval.

In charts, statistically significant column comparisons are indicated using a lowercase or capital letter. For example,
where a data point is marked with a lowercase ‘@’, this means it is significantly greater than the data point in column
A at the 95% confidence interval. If the data is marked with an uppercase ‘A’, this indicates statistical significance at
the 99% confidence interval.
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About the sample

The total sample was 1897 students, covering a range of backgrounds and characteristics across 20 schools.
To account for slight differences in the number of responses received from each school, the data was weighted
so that responses from each school represented an equal proportion (5%) of the total sample.”

Note: some children selected ‘Other’, ‘I don’t know’, or ‘1 don’t want to say’ to the below demographic questions but have not
been included in the sample breakdown. For a full summary of these statistics, please see the data tables.

~

48% boy / male
48% girl / female

65% White
18% Asian
5% Black
5% Mixed
=

/ \ =
14% reported having SEND

27% Aged I3
24% Aged |4
Qo E-E-EE 16% Aged |5
0 Q 17% Aged |6
16% Aged |7
099
35% Non-academy state-funded

Q? WO 55% Academy

Q 10% Independent
9999 99

40% Above national average (lower SEG)

60% Below national average / Independent school (higher SEG)

Qread of locations across the UK/

50% Above national average
50% Below national average

Self-reported wellbeing levels (SWEMWBS)

12% Categorised as ‘low wellbeing'
73% Categorised as ‘medium wellbeing’

15% Categorised as ‘high wellbeing’

We aimed to include schools that would enable representation of different geographic regions and socio-
economic groups. It was only possible to quota at the school level, meaning there were some variables that we
expected to fall out naturally across the sample, including SEND and ethnic background.

When looking at children’s reported platform use, participants were most likely to report using YouTube (77%
of the sample), Snapchat (76%), or TikTok (73%) in the last week. Over half (59%) of children additionally
reported use of Instagram, while smaller proportions had used Pinterest (36%) or X/Twitter (17%).

26 Weights applied to schools ranged between 0.59 and 1.90.
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Platforms children reported they had used in the last week, and average time spent on these per day

100%
90%
80% 77% °
76% 73%
70%
° m | don't want to say
60% 59%
- B 6 or more hours a day
50% oA
21% 1552 H 4 to 6 hours a day
40% 19% 36% B2 to 4 hours a day
30% 27% 28% I’;;:/ | to 2 hours a day
20% 19% 25% ’ 17% 30 minutes to | hour a day
— p
9 o Less than 30 minutes a day
10% 24% 23% 12% 37% 66% 16%
7% 66%
0% =
YouTube Snapchat TikTok Instagram  Pinterest X (Twitter)

d&&@@

Q: “In the last week, have you used any of these social media platforms?” by Q: “In the last week, on average how much time do you
think you have spent on these platforms every day?” Percentages shown on top of bars represent the proportion of the total sample
that used the platform in the last week. Percentages within bars represent the proportion of platform users that indicated they used
the platform for different amounts of time per day. Base of TikTok n=1377, Instagram n=1111, X n=320, Pinterest n=686,
YouTube n=1465, Snapchat n=1434

Though these statistics are not directly comparable due to differences in the ways these questions were asked,
Ofcom’s Media Use and Attitudes Report from 2025 reported similar patterns of platform use for these age
groups. It reported that roughly two-thirds of children aged 13- to |7-years-old use Snapchat and TikTok,
while YouTube remained the most-used platform for all ages of children, with over 80% of children aged |3-
to |7-years-old using it. As in the current sample, use of Instagram was slightly lower, with small proportions
of children using Pinterest or X.

27 Ofcom, Children and Parents: Media Use and Attitudes Report, 2025

Ofcom, Children and Parents: Media Use and Attitudes Report - interactive data, 2025
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https://www.ofcom.org.uk/media-use-and-attitudes/media-habits-children/children-and-parents-media-use-and-attitudes-report-2025--interactive-data

Chapter |

Children’s exposure to online content
that poses a risk of harm

This section looks at the types of potentially harmful content
children said they saw online in the past week — from high
risk material defined under the Online Safety Act, to other
content that, while not classified as such, may still pose risks.



Over a third (37%) of children reported they had been exposed
to at least one type of high risk content in the last week

Out of the 1897 children in the sample, 37% said they had encountered at least one type of content® that
would likely fall under the Online Safety Act’s ‘primary priority’ or ‘non-designated’ harmful content
categories. These include:

High risk Suicide
content « Content that encourages or promotes suicide
- Content that makes suicidal thoughts seem normal, appealing, or cool

Self-harm
« Content that encourages or promotes self-harm
« Content that makes self-harm seem normal, appealing, or cool
« Content that shows self-harm

Mental health, low mood, or depression
« Content that makes low mood or feeling depressed seem normal,
appealing, or cool
« Content about feeling hopeless, despairing, or suicidal

Eating disorders, dieting, or fitness
- Content that encourages or promotes eating disorders

In other words, in a classroom of 30 children, this would equate to | | children who had been exposed to at
least one type of high risk content in the last week.

R ERAT R4
UHH

children who saw content that encourages or promotes suicide, to 22% that saw content about feeling hopeless,
despairing, or suicidal in the last week.

28 On TikTok, Instagram, X, YouTube, Pinterest, or Snapchat
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Proportion of children in the sample that reported they had seen high risk content types while using
TikTok, Instagram, X, YouTube, Pinterest, or Snapchat in the last week

0% 25% 50% 75% 100%

Content that encourages or promotes suicide . 5%

Content that makes suicidal thoughts seem normal, - 9?
appealing, or cool ©

Content that encourages or promotes self-harm [l 6%

Content that makes self-harm seem normal, - 8‘y
appealing, or cool ©

Content that shows self-harm [ 15%

Content that makes low mood or feeling - 17%

depressed seem normal, appealing, or cool

Content about feeling hopeless, despairing, or B 22%

suicidal

Content that encourages or promotes eating o
disorders - 12%

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?”” Recoded
to illustrate the proportion of the total sample that reported exposure to high risk content types, including those that didn’t use social
media in the last week. Base n=1897

Overall, children in the sample were exposed to an average of 0.9 types of high risk content in the last week —
close to one type per child. This average does not reflect how often content appeared, but how many different
types children had seen. Across the whole sample, around | in 8 children (13%) had encountered three or
more types of high risk content in the last week.

Most children (63%) saw no high risk content at all. Among those who did, the average exposure rose to 2.5
different types. Within this exposed group, over a third (34%) reported they had seen more than three types
of high risk content, and 4% had seen all eight.

For some children, high risk content is not a one-off encounter, but something
they are shown frequently

Note: Frequency was asked at the platform level. The data shown in this section represents the proportion of children who
reported they had seen a specific content type 10 or more times on at least one platform in the last week. This does not capture
children who saw it |0 or more times across multiple platforms, and includes some children that saw each content type |0+
times across multiple platforms.

As a result, the overall proportion of children exposed to each content type |0+ times across all platforms is likely to be higher.
Where children said they had seen a type of content, they were asked which platforms it appeared on and

how often they had encountered it in the past week. Among those exposed to high risk content, between 3%
and 27% said they had seen such content 10 or more times in the last week on at least one platform.

Of the high risk content types, repeated exposure was highest for those who had seen content that encourages
or promotes suicide. More than | in 4 of the children who had seen this content (27%) said they had come
across it frequently in the last week on at least one platform.

Around | in 5 of those who had seen content that makes suicidal thoughts seem normal, appealing, or cool (22%),
content that encourages or promotes self-harm (20%), content that makes self-harm seem normal, appealing, or cool
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(20%), or content about feeling hopeless, despairing, or suicidal (19%) also reported they had encountered it 10 or
more times on at least one platform in the last week.

Smaller but still notable proportions of children said they had seen content 10 or more times for content that
shows self-harm (13%), content that encourages or promotes eating disorders (13%), and content that makes low
mood or feeling depressed seem normal, appealing, or cool (14%).

The proportion of children who have seen each content type 10+ times on at least one platform in the
last week

Of those that had seen the following content types...

B Saw |0+ times on at least one platform Did not see 10+ times on any platform

Content that encourages or promotes suicide 27 73% n=97

Content that makes suicidal thoughts seem o, o -
normal, appealing, or cool 22% 78% aalcs

Content that encourages or promotes self-harm 20 80% n=109

Content that makes self-harm seem normal, 5 B
appealing, or cool 20 80% n=143

o2 I 5%
IIIH

Content that shows self-harm [ fe$7/4 87% n=276
Bt |45 863%
Content about feeIi:Ei:\iZ;eless, despairing, or 81% n=414
Content that encc:jt;:zg:z :;r promotes eating 87% n=230

Q: “In the last week (7 days), how often did you see this content on [platform]. Recoded to show the proportion of those that had
seen each type of content, that indicated they had seen it ‘Lots of times (10+) on at least one platform. Base n=97-414

Girls, those with low wellbeing, and children with SEND were
significantly more likely to encounter high risk content

Around half of girls reported they had seen at least one type of high risk content in the last week, compared
with a quarter of boys — nearly double the proportion. This pattern was consistent and significant across all
ages.
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Proportion of children that saw high risk content, by gender

49% of girls

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?”” Recoded
to illustrate the proportion that reported exposure to at least one high risk content type, by gender. Base of girls n=902, base of boys
n=911

Differences were even more pronounced when looking at wellbeing. A higher proportion of children with
low wellbeing® said they had encountered high risk content in the last week. More than two-thirds of this
group reported they had seen at least one type of high risk content, compared with just over a third of those
with medium wellbeing and only | in 5 of those with high wellbeing. These differences were significant across
all groups.

Proportion of children that saw high risk content, by wellbeing

68% of children with ‘low wellbeing’

36% of children with ‘medium
wellbeing’

20% of children with
‘high wellbeing’

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?”” Recoded
to illustrate the proportion that reported exposure to at least one high risk content type, by wellbeing. Base of children with low
wellbeing n=207, base of children with medium wellbeing n=127 |, base of children with high wellbeing n=266

Additionally, a significantly higher proportion of children with SEND reported higher levels of exposure to
high risk content, compared with those without SEND.

Proportion of children that saw high risk content, by SEND

43% of children with SEND

35% of children without SEND

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” Recoded
to illustrate the proportion that reported exposure to at least one high risk content type, by SEND. Base of children with SEND
n=262, base of children without SEND n=1328

This difference was only significant among boys: 35% of boys with SEND reported they had seen at least one
type of high risk content, compared with 21% of boys without SEND. In contrast, there were no significant
differences among girls, with 51% of those with SEND and 48% of girls without SEND reporting exposure.

29 Throughout this report, analysis by wellbeing is based on categorisation using SWEMWABS. For a full explanation of this scale, please see the
technical appendix.
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70% of children reported exposure to moderate risk content, and
80% saw content that could exacerbate the risk of cumulative
harm

7 in 10 children said that they had seen at least one type of moderate risk
content in the last week

Moderate risk content refers to content which is not likely to be classified as PPC or NDC but could still fall
into these categories depending on children’s interpretation of the content. This content may therefore still
hold a moderate risk of causing harm, particularly when viewed cumulatively. It includes:

Moderate risk Self-harm
content « People talking about their experiences of self-harm

Mental health, low mood, or depression
« Content about having a ‘breakdown’
« People sharing their experiences of feeling depressed
« Content about feeling sad, down, or lonely

Eating disorders, dieting, or fitness
« People talking about their experiences with eating disorders
« Content that makes being slim look cool or desirable

« Dieting or low-calorie/restrictive food choices
Reported exposure to these content types ranged from around a quarter to just under half of children. About
| in 4 said they had seen people talking about their experiences of self-harm or eating disorders, while higher

proportions reported they had seen dieting or restrictive food choices, content promoting slimness, or posts
about feeling sad, down, or lonely.

Proportion of children in the sample that reported they had seen moderate risk content types while
using TikTok, Instagram, X, YouTube, Pinterest, or Snapchat in the last week
0% 25% 50% 75% 100%
People talking about their experiences of self-harm _ 25%
Content about having a ‘breakdown’ [ NG 28%
People sharing their experiences of feeling depressed _ 37%
Content about feeling sad, down, or lonely _ 40%

People talking about their experiences with eating _ 29%

disorders

Content that makes being slim look cool or desirable [ NN 40%
Dieting or low-calorie/restrictive food choices _ 44%

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?”” Recoded
to illustrate the proportion of the total sample that reported exposure to moderate risk content types, including those that didn’t use
social media in the last week. Base n=1897

On average, children were exposed to 2.5 types of content with a moderate risk of harm in the last week.
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Some children who saw moderate risk content had seen it frequently in the last
week

Among those who had seen moderate risk content, between | 1% and 31% said it had appeared 10 or more
times for them on at least one platform in the past week.

Just over | in 10 who had seen people talking about their experiences of self-harm (12%) or people talking about
their experiences with eating disorders (1 1%) reported this level of repeated exposure.

For other content types, the proportion was even higher: nearly | in 3 (31%) of those who had seen content
portraying being slim as cool or desirable reported they had seen this over 10 times, while | in 5 (20%) said
the same for dieting or low-calorie/ restrictive food choices.

This suggests that for some children, these types of content are often something they are being shown
repeatedly, which may increase the potential for harm.

The proportion of children who had seen each content type 10+ times on at least one platform in the
last week

Of those that had seen the following content types...

m Saw |0+ times on at least one platform Did not see 10+ times on any platform
People talking about};c:rerirl; experiences of self- 88% n=484
Content about having a ‘breakdown’ 84% n=533
People sharing tl(wj::r::f:;iences of feeling 84% n=706
Content about feeling sad, down, or lonely 82% n=753
People taIkingezt;i(:;tdt:;zi:d?;speriences with 11% 89% s
Content that makdezs?fai;islim look cool or 69% n=760
Dieting or low-calorie/restrictive food choices 80% n=839

Q: “In the last week (7 days), how often did you see this content on [platform]”. Recoded to show the proportion of those that had
seen each type of content, that indicated they had seen it ‘Lots of times (/0+) on at least one platform. Base n=484-839
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8 in 10 children reported they had seen at least one type of content that could
exacerbate the risk of cumulative harm in the last week

Content that could exacerbate the risk of cumulative harm refers to content which is unlikely to be classified
as PPC or NDC, but has the potential to increase risk of harm, particularly through repeated exposure, or
when viewed alongside other high or moderate risk content types. Note that this content could also be
beneficial or positive to some children, in some contexts. It includes:

Content that could I Suicide

exacerbate the risk « Content about suicide recovery, awareness, or safety

of cumulative harm
Mental health, low mood, or depression
« Information or advice about depression (e.g. symptoms, diagnosis, treatment)
« Self-care tips, mental health routines, or wellbeing strategies

Eating disorders, dieting, or fitness
+ Workout plans or routines telling you how to change the way your body looks
(e.g. muscle gain, toning, weight loss)
« Fit and healthy lifestyle content (including influencers)
» Healthy meal prep

Exposure to content that could exacerbate the risk of cumulative harm ranged from around | in 5 (21%) of
children that had seen information or advice about depression, to nearly two-thirds (65%) that saw healthy meal

prep.

Note: As outlined above, while each of these content types may appear less harmful in isolation, repeated or combined exposure
has the potential to contribute to cumulative harm over time. However, depending on the context, some of this content may also
be experienced as positive or beneficial.

Proportion of children in the sample that reported they had seen content types that could exacerbate
risk while using TikTok, Instagram, X, YouTube, Pinterest, or Snapchat in the last week

0% 25% 50% 75% 100%

Content about suicide recovery, awareness, or safety _ 27%

Information or advice about depression (e.g. symptoms, - 21%

diagnosis, treatment)

Self-care tips, mental health routines, or wellbeing _ 45%
strategies ©

Workout plans or routines telling you how to change

the way your body looks (e.g. muscle gain, toning, _ 60%

weight loss)

Fit and healthy lifestyle content (including influencers) _ 64%
sty et e | 65

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?”” Recoded
to illustrate the proportion of the total sample that reported exposure to content types that could exacerbate risk, including those
that didn’t use social media in the last week. Base n=1897
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Overall, children were exposed to an average of 2.9 types of content that could exacerbate the risk of
cumulative harm.

Some children who saw content that could exacerbate risk of cumulative harm
had seen it frequently in the last week

Among those that had been exposed to these content types, between 2% and 27% said they had seen it more
than ten times on at least one platform in the past week.

This, again, suggests that for some children, exposure is not a one-off but rather something shown repeatedly.

The proportion of children who have seen each content type |0+ times on at least one platform in the
last week

Of those that had seen the following content types...

m Saw |0+ times on at least one platform Did not see 10+ times on any platform
Content about suicide recovery, awareness, or _
ety 12% 88% n=503

Healthy meal prep 22% 78% n=1232
Fit and healthy lifestyle content (including o, -
influencers) 27% 73% n=1212

Workout plans or routines telling you how to o o, —
change the way your body looks 24% 76% n=1142

Self-care tips, mental health routines, or ® o _
wellbeing strategies 23% 77% n=861

n=406

Information or advice about depression (e.g.
ice about depression (eg.  PLA 86%
symptoms, diagnosis, treatment)

Q: “In the last week (7 days), how often did you see this content on [platform]”. Recoded to show the proportion of those that had
seen each type of content, that indicated they had seen it ‘Lots of times (10+) on at least one platform. Base n=406-1232

High risk content was often seen alongside moderate risk content and material that could exacerbate the risk
of cumulative harm. Almost all children who had seen at least one type of high risk content had also been
exposed to moderate risk content (98%) or to content that could exacerbate cumulative harm (95%) in the
last week.

Given that 70% of children reported they had seen moderate risk content and 80% reported they had seen
content that could exacerbate harm, this overlap is not surprising: those encountering the most extreme
material are often also exposed to more common, lower-level content that may be thematically related.

Some children saw high volumes of thematically related lower risk content®
alongside high risk content

While most children exposed to high risk material also saw related lower-risk content, a smaller proportion
reported they had seen this content more than 10 times in the last week on at least one platform.

30 This includes both moderate risk content and content that could exacerbate the risk of cumulative harm.
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For content related to suicide, around | in 6 (17%) of those exposed to high risk content also said they had
repeatedly seen posts about suicide recovery or awareness. For self-harm, around | in 7 (14%) reported they had
been repeatedly shown people talking about their experiences of self-harm.

Among those who had seen high risk mental health, low mood, or depression content, between 9% and 22%
also reported frequent exposure to related lower-risk posts, including content about having a breakdown (13%),
people sharing their experiences of feeling depressed (18%) and content about feeling sad, down, or lonely (22%).

For eating disorders, frequent overlap was even higher. Between 16% and 42% of those who had seen the
most harmful content also reported frequent exposure to lower-level content, ranging from personal accounts
of eating disorders (16%) to content glamorising slimness (42%) or promoting workout routines to change body shape
(35%).

These findings suggest that while not all children are repeatedly shown related lower-risk material, a
proportion are exposed to both high risk content and frequent lower-level content in combination, which may
amplify the risk of harm. This is explored in greater depth within each theme in Chapter 2.

Many children who saw moderate risk content, or content that
may exacerbate harm, did not encounter high risk content

While most children who had seen high risk content had also been exposed to moderate risk or content that
may exacerbate the risk of cumulative harm, the reverse was not true. Only about half of those who saw
moderate risk content or content that may exacerbate the risk of cumulative harm also reported they had
seen high risk material, while the other half did not.

This suggests that although exposure to potentially lower risk content is widespread, it does not always
coincide with exposure to the most severe forms of content.

Of those that saw moderate risk content:

51% also saw high risk content 49% did not see high risk content

Of those that saw content that may exacerbate the risk of cumulative harm:

44% also saw high risk content 56% did not see high risk content

Among children who had seen moderate risk content, certain groups were significantly more likely to also
report seeing high risk content. This included girls (58% who had seen moderate risk content and also seen
high risk content compared with 41% of boys), children with low wellbeing (83% compared with 48% of
those with medium wellbeing and 36% of those with high wellbeing), and children with SEND (58%
compared with 48% of those without SEND).

Note: In some cases, the moderate risk content or content that may exacerbate the risk of cumulative harm a child saw may not
be directly related to the high risk content they reported (for example, a child might have seen both healthy meal-prep content
and content encouraging suicide).

Additionally, these figures show the proportion of children who saw at least one instance of each content type, but not how often
they encountered them over the week.

Nonetheless, these findings highlight that a proportion of children are exposed to both high risk content and
lower-level material in combination. This overlap is explored in greater depth within each theme in Chapter 2.
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Some children encountered combinations of high risk content
across the four themes®'

Some children who reported they had seen one type of high risk content also said they had been exposed to
others. This overlap was highest among those who had seen high risk suicide content or high risk content
relating to self-harm, where 87% and 75%, respectively, also reported exposure to high risk content related to
mental health, low mood, or depression.

Note: some overlaps may reflect the way statements are defined — for example, high risk content related to mental health, low
mood, or depression includes the item ‘content about feeling hopeless, despairing, or suicidal’, which is closely related to suicide
content.

The table below shows how exposure to high risk content overlapped across themes. It should be read down
each column: for each group of children who had seen high risk content in that theme, the percentages show
how many had also seen high risk content in the other themes. For instance, among children who had seen
high risk self-harm content, 40% had also seen high risk suicide content.

Proportion of children who had encountered high risk content related to each theme that also saw
high risk content in other themes

Saw high risk Saw high risk Saw high risk Saw high risk

content related to content related to  content related to  content related to

Shicide self-harm... mental health, low eating disorders,
mood, or dieting, or
depression... fitness...

... also saw high
risk content

related to suicide 40% 3 I % 3 6%

... also saw high
risk content
45% 54%

related to self-
harm

... also saw high
risk content
related to mental
health, low mood,
or depression

68%

... also saw high

risk content

related to eating 44% 3 8% 29%
disorders, dieting,

or fitness

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” Figures
are recoded to show the proportion of children who had seen at least one type of high risk content within a given theme, who had
also seen at least one type of high risk content from another theme. Base: Children who had seen at least one type of high risk
content - suicide n=190, self-harm n=325, mental health, low mood, or depression n=537, eating disorders, dieting or fitness n=230

31 The four themes of content in this research are: suicide; self-harm; mental health, low mood, or depression; and eating disorders, dieting, or
fitness.
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Chapter 2

What content do children and young
people say they have been exposed to
online!?

We asked children whether they had seen different types of

potentially harmful content while using social media in the
last week.

This section summarises what they reported they had seen,
related to the four themes of content:

Suicide
| Self-harm
| Mental health, low mood, or depression

| Eating disorders, dieting, or fitness



Content related to
suicide



Content related to suicide

Children were asked whether they had seen any of the following types of content in the last week:

High risk Content that could exacerbate Other
content the risk of cumulative harm
- Content that encourages or - Content about suicide recovery, | - Something else related to suicide
promotes suicide awareness, or safety

- Content that makes suicidal
thoughts seem normal, appealing,
or cool

In the last week...

5 % had seen content that encourages or promotes suicide

(o) had seen content that makes suicidal thoughts seem normal,
(o) appealing, or cool

1 in 10 (10%) children reported they had seen at least one type of
high risk content related to suicide in the last week

In a classroom of 30, this would equate to three children saying they had seen content in the last week that
they would describe as encouraging or promoting suicide or making it seem normal, appealing, or cool.

Proportion of children in the sample that reported they had seen the content types related to suicide
while using TikTok, Instagram, X, YouTube, Pinterest, or Snapchat in the last week

0% 50% 100%

Note: for all themes, we have included similar statements

from Ofcom’s Online Experiences Tracker where relevant

OFCOM: 'Content encouraging or assisting suicide' I 4% 4—

Content that encourages or promotes suicide . 5%

10% of children had seen one or more types
of high risk content related to suicide

Content that makes suicidal thoughts seem normal, - 9%
appealing, or cool °

Content about suicide recovery, awareness or safety _ 27%
Something else related to suicide - 15%

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?”” Recoded
to illustrate the proportion of the total sample that reported exposure, including those that didn’t use social media in the last week.

Base n=1897
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Around | in 20 children in the sample said they had been served content that they felt encourages or promotes
suicide in the last week.

Similarly, Ofcom’s 2025 Online Experiences Tracker reported that 4% of |3- to |7-year-olds had encountered
‘content encouraging or assisting suicide’.

In addition, nearly | in 10 (9%) of children in this study said they had seen content that makes suicidal thoughts
seem normal, appealing, or cool.

Exposure to content related to suicide that could exacerbate risk was higher. Over | in 4 reported exposure
to content about suicide recovery, awareness or safety, and a further 15% of children reported they had seen
something else related to suicide.

Overlap in exposure between high risk content and content that
could exacerbate the risk of cumulative harm

The majority of children who had seen high risk suicide content had also seen
thematically related lower risk’? content, with around | in 6 seeing this content
frequently

Over two-thirds (68%) of children who had seen high risk suicide content also reported they had seen content
about suicide recovery, awareness, or safety.

Around | in 6 (17%) of those who had seen high risk suicide content also saw content about suicide recovery,
awareness, or safety frequently.

Of the 190 children who saw content that encourages or promotes suicide or content

that makes suicidal thoughts seem normal, appealing, or cool...

CONTENT THAT COULD EXACERBATE THE RISK OF CUMULATIVE HARM

1 70/ also saw content about suicide recovery,
0 awareness, or safety 10+ times on a platform

This suggests that for a smaller subgroup, material linked to suicide recovery and awareness appeared
repeatedly alongside the most harmful suicide content.

However, a majority of children who saw lower risk suicide content did not see
thematically related high risk content

Around | in 4 (26%) who had seen content about suicide recovery, awareness or safety had also encountered
high risk content relating to suicide.

While the majority of children who saw high risk content relating to suicide had also seen lower risk content,
only 26% of children who had seen lower risk content had also encountered high risk content, compared with
nearly three quarters who had not (74%).

32 For content related to suicide, there is only one lower risk content type.
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Specifically, 15% of those who had seen the lower risk content had also seen content that encourages or
promotes suicide, compared with a large majority (83%) of this group that had not seen this high risk content

type.

Similarly, of this same group, 23% reported they had seen content that makes suicidal thoughts seem normal,
appealing, or cool, whereas 75% had not seen this content.

Proportion of children who had seen content about suicide recovery, awareness or safety that had also
seen high risk content types related to suicide

% of children who had seen content about 15% 839,
suicide recovery, awareness, or safety

H Had also seen content that encourages or promotes suicide

® Had not also seen content that encourages or promotes suicide
® Didn't want to say

% of children who had seen content about 23% 75%
suicide recovery, awareness, or safety

B Had also seen content that makes suicidal thoughts seem normal, appealing, or cool
® Had not also seen content that makes suicidal thoughts seem normal, appealing, or cool
H Didn't want to say

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?”” Responses
shown are only for those children that also indicated they had seen content about suicide recovery, awareness or safety. Base n=503

Girls and children with lower wellbeing were more likely to
report encountering all content types related to suicide

Across all four content types related to suicide, girls and children with lower self-reported wellbeing
were significantly more likely to say that they had been exposed to them in comparison to boys and children
with higher reported wellbeing respectively.

Note: NET proportions shown in the charts in this section differ slightly from the total sample exposure figures presented above,
as they exclude children who had not used any of the six social media platforms included in the survey. The NET figures used
here are based only on children who reported they had used at least one platform in the last week, across the total sample.

This applies to all sub-group analysis of content exposure.
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Proportion of children who had used social media in the last week that had seen content types related

to suicide, by gender

100%
A
50% 41% .
28% A
AT 20%
SR 13% 99 15% 12% 16%
4% 6% 5% 5% °
0% — L -
Content that encourages or Content that makes suicidal ~ Content about suicide Something else related to
promotes suicide thoughts seem normal, recovery, awareness or suicide
appealing, or cool safety

Boys (A) * Girls () ®™NET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q: “Are
you...?” Base of girls n=868, boys n=854, NET n=1777

Proportion of children who had used social media in the last week that had seen content types related
to suicide, by wellbeing

100%
BC
51% BC
50% BC BC : 41%
23% 26% 294 28/: C -
- - o 15% 16%
. 9% 13% o
4% 3% 5% 8% 6% 7% 7% -
0% — — | | -
Content that encourages or Content that makes suicidal ~ Content about suicide Something else related to
promotes suicide thoughts seem normal, recovery, awareness or suicide
appealing, or cool safety

B Categorised as 'low wellbeing' (A) B Categorised as 'medium wellbeing' (B)

Categorised as 'high wellbeing' (C) mNET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q:
“[SWEMWSBS] I've been...” Coded numerically, with those who selected ‘I don’t want to say’ excluded. Base of low wellbeing n=189,

medium wellbeing n=1223, high wellbeing n=252, NET n=1777
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Children with SEND were also more likely to have been exposed to three out of
the four content types related to suicide

Proportion of children who had used social media in the last week that had seen content types related
to suicide, by SEND

100%
0% 33% .
o o, b
B |9B% ] 27% 28% o -
14% - . 14% 16%
0% - — . -
Content that encourages or Content that makes suicidal ~ Content about suicide Something else related to
promotes suicide thoughts seem normal, recovery, awareness or suicide
appealing, or cool safety

B Children with SEND (A) Children without SEND (B) mNET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q: “Do
you have any Special Educational Needs or Disabilities (SEND) / Additional Support Needs (ASN) / Additional Learning Needs (ALN)
| Special Educational Needs (SEN)?” Base of children with SEND n=239, children without SEND n=1265, NET n=1777

When looking at differences by socio-economic grade® (SEG), children from higher SEG schools were
significantly more likely to report having seen content about suicide recovery, awareness or safety than those from
schools in lower SEG schools, whilst those from lower SEG schools were more likely to have seen something
else related to suicide. There were no significant differences across the other two types of content related to
suicide.

Additionally, younger children aged |3- to |4-years old were more likely to report having been exposed to
something else related to suicide when compared with their older (aged 15- to |7-years-old) counterparts; there
were no other significant differences.

Users of X and TikTok were most likely to report exposure to
high risk content related to suicide

Note: In order to control for differences in how often children reported they had spent on different platforms, the data in this
section includes only ‘mid-frequency users’, i.e., those users that reported they had spent 30-120 minutes per day on the platform
in the last week.

This applies to all analysis of the platforms where children reported they had been exposed to content.
Among mid-frequency users, X and TikTok had the highest proportion of children that reported they had seen

high risk content related to suicide in the last week. This was the case for both high risk content types, with 3-
7% of users who reported exposure.

33 In this research, the proportion of students eligible for free school meals at the schools children attend was used as a proxy for SEG. For a full
explanation of this, please see the methodology section.
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Proportion of mid-frequency platform users that reported exposure to high risk content types related
to suicide

259
% mid-frequency X users had seen

3
o I I n I content that makes suicidal thoughts
20% !
seem normal, appealing, or cool

15%
10% 6% 5% 7%
5% 3% u 0 '/ 3% o 19
% 1% 1% / 1% ., 1% 1% 1% 0%
O% é — A % _m A
TikTok Instagram X (Twitter) Pinterest YouTube Snapchat

d ® 8 ® O <&

E Content that encourages or promotes suicide

% Content that makes suicidal thoughts seem normal, appealing, or cool

Q: “Please select all the platforms where you have seen [content that makes suicidal thoughts seem normal, appealing, or cool] /
[content that encourages or promotes suicide] .” Data shown includes only those that indicated they used the platform between 30-
120 minutes per day. Base of TikTok n=506, Instagram n=528, X n=72, Pinterest n=168, YouTube n=707, Snapchat n=542

When looking at exposure to content about suicide recovery, awareness or safety, mid-frequency users of TikTok
were most likely to report exposure, with | in 4 (26%) reporting this. This was followed by Instagram, with
over | in 10 (11%) users reporting this.

Most children who had seen high risk content related to suicide
on TikTok reported they had seen it multiple times

Note: The following analysis includes data on all those who indicated exposure to content, not just those users that said they had
used the platform for 30-120 minutes per day. This approach aims to include the experiences of those children who are spending
longer on social media platforms, who may be more likely to experience repeated exposures to potentially harmful content.

The anadlysis on frequency of exposure, therefore, should not be interpreted as a direct comparison between platforms, since
usage patterns differ by platform. Instead, it highlights the content types for which children report having been exposed multiple
times across different platforms.

Due to small base sizes, we are unable to report on data from all platforms in this section. We have included data on all
platforms for which at least 30 respondents had seen the content type.

Nearly 8 in 10 TikTok users who had seen content that they felt encourages or promotes suicide said they had
seen this content more than once in the last week. This includes over a quarter (27%) who indicated they had
seen this content ‘lots of times (10+)’ — which was the most commonly reported frequency of exposure.

For content that makes suicidal thoughts seem normal, appealing, or cool, over two-thirds of children who felt they
had seen this on TikTok reported they had seen it more than once, with just under | in 5 (19%) reporting they
had been exposed ‘lots of times (10+)’. Children most often indicated they had seen this content ‘a couple of
times (2-3)’, though a similar proportion (20%) of children indicated this.

On other platforms, base sizes were not sufficient for analysis.
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Reported frequency of exposure to content that encourages or promotes suicide on TikTok in the last
week

J TikTok  13% 24% 8%_7%| 27% saw it lots of times (10+)

Once (1) A couple of times (2-3) A few times (4-5) m Several times (6-10 times)
B Lots of times (10+) I'm not sure B | don't want to say

Q: “In the last week (7 days), how often did you see this content on [platform]?” Base of TikTok n=61

Reported frequency of exposure to content that makes suicidal thoughts seem normal, appealing, or
cool on TikTok in the last week

J TikTok 15%  20% 13% - 14% I 19% saw it lots of times (10+)

Once (1) A couple of times (2-3) A few times (4-5) m Several times (6-10 times)
B Lots of times (10+) I'm not sure m | don't want to say

Q: “In the last week (7 days), how often did you see this content on [platform]?” Base of TikTok n=116

When looking at children’s reported frequency of exposure to content about suicide recovery, awareness or
safety, children most often reported they had come across this content ‘a couple of times’ — this was true for
TikTok, Instagram, YouTube, and Snapchat (the four platforms where base sizes were sufficient for analysis).

Across all platforms, over 60% of children who had seen this content type reported they had seen it more
than once. For those who had seen the content on TikTok, this was true of almost 3 in 4 (73%) of children.
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Content related to self-harm

Children were asked about whether they had seen the following types of content in the last week:

High risk Moderate Other
content risk
- Content that encourages or - People talking about their - Something else related to self-
promotes self-harm experiences of self-harm harm

« Content that makes self-harm
seem normal, appealing, or cool
- Content that shows self-harm

In the last week...

6 o/o had seen content that encourages or promotes self-harm

or cool

I 5 % had seen content that shows self-harm

80/ had seen content that makes self-harm seem normal, appealing,

1 in 6 (17%) children in the sample reported they had seen one
or more types of high risk content related to self-harm in the
last week

In a classroom of 30 children, this would equate to around five of them saying they had seen content in the last
week that they would describe as encouraging or promoting self-harm, making self-harm seem normal,
appealing, or cool, or showing self-harm.

Proportion of children in the sample that reported they had seen the content types related to self-
harm while using TikTok, Instagram, X, YouTube, Pinterest, or Snapchat in the last week

0% 50% 100%

OFCOM: 'Content encouraging or assisting serious self- B 5
harm' °

Content that encourages or promotes self-harm [l 6%
17% of children had seen

Content that makes self-harm seem normal, appealing, or B s one or more types of high
cool ? risk content related to self-
harm

Content that shows self-harm [ 15%
People talking about their experiences of self-harm [ NNENEGEGE 25%
Something else related to self-harm [ 15%

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” Recoded
to illustrate the proportion of the total sample that reported exposure, including those that didn’t use social media in the last week.
Base n=1897
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Just over | in 20 (6%) children in the sample said they’d seen content encouraging or promoting self-harm in the
last week.

In Ofcom’s 2025 Online Experiences Tracker, 5% of children similarly reported they had seen content that
‘encourages or assists serious self-harm’.

8% of children reported they had seen content they would describe as making self-harm seem normal, appealing,
or cool, and 15% reporting they had seen content that shows self-harm.

As well as high risk content, children reported they had seen moderate risk content related to self-harm. One-
quarter (25%) of children reported they had been shown content that contained people talking about their
experiences of self-harm, and 15% said they had seen something else related to self-harm.

Overlap in exposure across high risk and moderate risk content

The majority who had seen high risk self-harm content had also seen lower risk**
content, with around | in 7 seeing this content frequently

Over 3 in 4 (77%) of those that had seen high risk content related to self-harm also reported they had seen
moderate risk self-harm content of people talking about their experiences of self-harm in the last week, while 22%
had not.

Around | in 7 (14%) children who had seen high risk self-harm content said they had also been shown people
talking about their experiences of self-harm frequently (10 or more times on at least one platform in the last
week).

Of the 325 children who saw content that encourages or promotes self-harm, content

that makes self-harm seem normal, appealing, or cool, or content that shows self-
harm...

MODERATE RISK CONTENT

1 40/ also saw people talking about their experiences
0 of self-harm 10+ times on a platform

However, around half of children who saw lower risk self-harm content did not
see thematically related high risk content

Of those that had seen moderate risk self-harm content (people talking about their experiences of self-harm), 52%
had also seen high risk self-harm content, whereas 48% had not.

I in 5 (21%) children who had seen this content reported they had seen content that encourages or promotes
self-harm, while over three-quarters (77%) of this group reported they had not.

34 For content related to self-harm, there is only one lower risk content type.
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Similarly, 26% of children that reported exposure to people talking about their experiences of self-harm also
reported they had been exposed to content that makes self-harm seem normal, appealing, or cool in the last week,
compared with 71% who had not seen this content.

For content that shows self-harm, this proportion was higher. Just under half (44%) of children who had seen
people talking about their experiences of self-harm felt they had also seen this high risk content type, whereas
over half (54%) indicated that they had not.

Proportion of children who had seen people talking about their experiences of self-harm that had also
seen high risk content types related to self-harm

% of children who had seen people talking about 21% 77%
their experiences of self-harm - -

B Had also seen content that encourages or promotes self-harm
# Had not also seen content that encourages or promotes self-harm
H Didn't want to say

% of children who had seen people talking about o o
. ) 26% 1%
their experiences of self-harm

B Had also seen content that makes self-harm seem normal, appealing, or cool
# Had not also seen content that makes self-harm seem normal, appealing, or cool
H Didn't want to say

% of chlldren. who he%d seen people talking about 44% 4%
their experiences of self-harm

B Had also seen content that shows self-harm
B Had not also seen content that shows self-harm
H Didn't want to say

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” Responses
shown are only for those children that also indicated they had seen people talking about their experiences of self-harm. Base n=484

Girls and children with lower wellbeing were significantly more
likely to report they had seen all types of content related to self-
harm?**

Across all five types of self-harm content, girls and children with lower self-reported wellbeing were
more likely to report exposure in the last week, when compared with boys and those with higher wellbeing
respectively.

35 Note: NET proportions in this section differ slightly from the total sample exposure proportions, as they exclude non-users of the 6 social media platforms.
Figures are based on the proportion of children that indicated they had used at least one platform in the past week.
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Proportion of children who had used social media in the last week that had seen content types related
to self-harm, by gender

100%
A
50% A 39% " A
O . 21% |65 15% ki 6%
4% 8% 6% 4% 12% 8% 9% ° ° . 9% °
0% — L - -
Content that Content that makes Content that shows People talking about Something else related
encourages or self-harm seem self-harm their experiences of to self-harm
promotes self-harm  normal, appealing, or self-harm

cool

Boys (A) = Girls () ®™NET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q: “Are
you...?” Base of girls n=868, boys n=854, NET n=1777

Proportion of children who had used social media in the last week that had seen content types related
to self-harm, by wellbeing

100%
BC
% BC
BC 53% .
50% c 43%
BC 35% -
IBsg 24% Cc © 27% 27% C -
° 3 - 14% 16% % 15% 16%
5% 39 6% 6% 49, 8% 8% I ke I 7%
0% || | || [ | . . . .
Content that Content that makes Content that shows People talking about Something else related
encourages or self-harm seem self-harm their experiences of to self-harm
promotes self-harm  normal, appealing, or self-harm
cool
B Categorised as 'low wellbeing' (A) B Categorised as 'medium wellbeing' (B)

Categorised as 'high wellbeing' (C) m NET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q:
“[SWEMWSBS] I've been...” Coded numerically, with those who selected ‘I don’t want to say’ excluded. Base of low wellbeing n=189,
medium wellbeing n=1223, high wellbeing n=252, NET n=1777

Children with SEND were also more likely to have been exposed to four out of
the five content types related to self-harm

For children with SEND, reported exposure was greater than for those without SEND for four out of five
content types, with the exception being content that shows self-harm, for which there was no significant
difference.
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Proportion of children who had used social media in the last week that had seen content types related
to self-harm, by SEND

100%
b
50% -
33% o b
b s - 20% ) 25% 27% 21% )
10% 6‘/ 13% Lo gy 14% 16% . 14% 16%
) 5% % °° o
o HHemm oomm ] L]
Content that Content that makes Content that shows People talking about Something else related
encourages or self-harm seem self-harm their experiences of to self-harm
promotes self-harm  normal, appealing, or self-harm
cool

B Children with SEND (A) Children without SEND (B)  ®mNET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q: “Do
you have any Special Educational Needs or Disabilities (SEND) / Additional Support Needs (ASN) / Additional Learning Needs (ALN)
| Special Educational Needs (SEN)?” Base of children with SEND n=239, children without SEND n=1265, NET n=1777

When looking at differences by age, younger children aged |3- to |4-years-old were significantly more likely
to say they had seen people talking about their experiences with self-harm or something else related to self-harm
than older children aged 15-17. For other content types, there were no significant differences.

Proportion of children who had used social media in the last week that had seen content types related
to self-harm, by age

100%
>0% 3 ?7 , B
- o . " 24% 27% 20% .
- o 17% 14% 16% ° 12% 16%
7% 5% 6% 9% 7% 8% .
0% — . - -
Content that Content that makes  Content that shows People talking about Something else related
encourages or self-harm seem self-harm their experiences of to self-harm
promotes self-harm  normal, appealing, or self-harm
cool

13-14 (A) ~ 15-17 (B) mNET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q:
“How old are you?” Base of 13-14 n=899, 15-17 n=878, NET n=1777

For differences by the average SEG in children’s schools, there were no significant differences in exposure to
self-harm content overall, however a slightly higher proportion of children from lower SEG schools said they
had seen content that encourages or promotes self-harm (8% compared with 5% of children from higher SEG
schools).
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TikTok and X had the highest proportion of users that had
reported exposure to high risk content related to self-harm

Among mid-frequency users® of the six platforms (i.e., those spending an average of 30-120 minutes per day),
TikTok and X were the platforms where the highest proportion of children said they had seen high risk
content related to self-harm. This was true for all three types of high risk content.

Proportion of mid-frequency platform users that reported exposure to high risk content types related
to self-harm

25%
20%
15%
10% 10%

10% 6%

ow 4%

9 3% - [ o,

>% 7 1% 1% N N
0% L presy | prssr |

TikTok Instagram X (Twitter) Pinterest YouTube Snapchat

) © ® (> ] g

& Content that encourages or promotes self-harm
% Content that makes self harm seem normal, appealing, or cool

m Content that shows self-harm

Q: “Please select all the platforms where you have seen [content that makes self-harm seem normal, appealing, or cool] / [content
that encourages or promotes self-harm] / [content that shows self-harm].” Data shown includes only those that indicated they used
the platform between 30-120 minutes per day. Base of TikTok n=506, Instagram n=528, X n=72, Pinterest n=168, YouTube
n=707, Snapchat n=542

When looking at where children had seen moderate risk content related to self-harm, the highest proportion
was reported on TikTok. Around a quarter (24%) of mid-frequency users said they had been shown people
talking about their experiences of self-harm while using the platform in the last week.

Across platforms, most children who saw high risk content
related to self-harm reported they had seen it multiple times®’

Across most platforms (where base sizes were big enough for analysis), a majority of children who reported
they had been shown high risk content related to self-harm had seen it more than once.

On TikTok (the only platform with sufficient base sizes to analyse all three high risk self-harm content types),
repeated exposure was common. 7 in 10 (70%) of those who saw content that encourages or promotes self-harm
said they had seen it more than once in the past week. Similar proportions were found for content that makes
self-harm seem normal, appealing, or cool (73%), and for content that shows self-harm (64%).

For content that shows self-harm, the frequency of exposure varied by platform. On Snapchat, 42% of children
who had seen this content said it appeared more than once, while on YouTube the figure was much higher,
with three-quarters (75%) reporting repeated exposure.

36 Note: In order to control for differences in how often children reported they had used different platforms, the data in this section includes only those users
that reported they had spent 30-120 minutes per day on the platform in the last week.

37 Note: Analysis of how often children are being served this content across different platforms is not intended as a direct comparison between platforms, but
rather to highlight that children are being shown this type of content multiple times a week across a range of platforms. The analysis in this section includes
data on all those who indicated exposure to that content, not just those users that indicated they had used the platform for 30-120 minutes per day, as
frequency of exposure is likely to vary for children who use social media platforms for more/less time.
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Reported frequency of exposure to content that encourages or promotes self-harm on TikTok in the

last week
cr TikTok  17% 18% 20% - |0%I 17% saw it lots of times (10+)
Once (1) A couple of times (2-3) A few times (4-5) m Several times (6-10 times)
I'm not sure B | don't want to say

B Lots of times (10+)

Q: “In the last week (7 days), how often did you see this content on [platform]?” Base of TikTok n=68

Reported frequency of exposure to content that makes self-harm seem normal, appealing, or cool on
TikTok in the last week

J TikTok  18% 27% 11% -6%I 18% saw it lots of times (10+)

H Several times (6-10 times)

Once (1) A couple of times (2-3) A few times (4-5)

B | ots of times (10+) I'm not sure B | don't want to say

Q: “In the last week (7 days), how often did you see this content on [platform]?” Base of TikTok n=101

Reported frequency of exposure to content that shows self-harm across different platforms in the last

week

d' TikTok 24% 32% 11% - |0%| 1 1% saw it lots of times (10+)
IGJI Instagram 32% 21%  11% - 13% 17% saw it lots of times (10+)
u YouTube 1%  20% 27% -- 8% l 15% saw it lots of times (10+)

Once (1) A couple of times (2-3) A few times (4-5) H Several times (6-10 times)

B Lots of times (10+) I'm not sure m | don't want to say

Q: “In the last week (7 days), how often did you see this content on [platform]?” Base of TikTok n=178, Instagram n=44, YouTube
n=37

For exposure to people talking about their experiences of self-harm, on Snapchat, YouTube, Instagram, and
TikTok, children most often indicated that they had seen this content ‘once (1)’ or ‘a couple of times (2-3)’.
Across all, however, over half of the children reported they had seen this content more than once in the last
week, with almost three-quarters (72%) of those who had seen the content on TikTok indicating this.
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Content related to mental health, low mood, or
depression

Children were asked about whether they had seen the following types of content in the last week:

High risk Moderate Content that could Other
content risk exacerbate the risk of
cumulative harm

» Content that makes low mood or - Content about having a « Information or advice about - Something else related to
feeling depressed seem normal, ‘breakdown’ depression (e.g. symptoms, mental health, low mood,
appealing, or cool « People sharing their experiences diagnosis, treatment) or depression

-« Content about feeling hopeless, of feeling depressed « Self-care tips, mental health
despairing, or suicidal - Content about feeling sad, down, routines, or wellbeing strategies

or lonely

In the last week...

I 70/ had seen content that makes low mood or feeling depressed
(o

seem normal, appealing, or cool

2 2 % had seen content about feeling hopeless, despairing, or suicidal

Over a quarter (28%) of children said they had seen at least one
type of high risk content related to mental health, low mood, or
depression in the last week

In a classroom of 30 children, this would mean around eight students saying they had seen content in the last
week that they would describe as making feeling depressed seem normal, appealing, or cool or about feeling
hopeless, despairing, or suicidal.

Proportion of children in the sample that reported they had seen the following content types while
using TikTok, Instagram, X, YouTube, Pinterest, or Snapchat in the last week
0% 50% 100%

Content that makes low mood or feeling depressed seem T B
©

normal, appealing, or cool 28% of children had seen one or more
b b

types of high risk content related to
Content about feeling hopeless, despairing, or suicidal [ N 22% mental health, low mood, or depression

Content about having a 'breakdown' [ NNEGG2N 28%

50% had seen one or more

People sharing their experiences of feeling depressed [ NEGNNGEGEGEEEGEG 375 types of moderate risk
content
Content about feeling sad, down, or lonely [[INNNENERNEGEGEGEGEGEGENGNNNE 0%
Information or advice about depression (e.g. symptoms, e 49% had seen one or

diagnosis, treatment) more types of content

Self-care tips, mental health routines, or wellbeing strategies [N +5% :::: could exacerbate

Something else related to mental health, low mood, or _ 29%
depression °

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?”” Recoded
to illustrate the proportion of the total sample that reported exposure, including those that didn’t use social media in the last week.
Base n=1897
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Around | in 6 children (17%) said they had been shown content that makes feeling depressed seem normal,
appealing, or cool in the last week, and over | in 5 (22%) reported they had seen content about feeling hopeless,
despairing, or suicidal in the last week.

Exposure to other types of content related to mental health or depression were similar or higher. Only
around | in 5 (21%) reported they had been exposed to information or advice about depression, but a larger
proportion — almost half (45%) — said they had been exposed to self-care tips, mental health routines, or wellbeing
strategies.

Overlap in exposure across high risk content, moderate risk content,
and content that could exacerbate the risk of cumulative harm

The majority of children who had seen high risk mental health, low mood or
depression content had also seen lower risk®® content, with some seeing this
content frequently

Over 9 in 10 children (91%) who had seen at least one type of high risk content related to mental health, low
mood, or depression also reported they had encountered moderate risk material in the same theme, while
only 9% had not.

Additionally, nearly 4 in 5 (78%) of this group also reported they had seen content that could exacerbate the
risk of cumulative harm.

Over | in 5 of children who had seen high risk mental health, low mood, or depression content

also frequently encountered content about feeling, sad, down, or lonely

Some children who had been exposed to high risk mental health, low mood, or depression content were not
only seeing this material but also frequently encountering lower risk content.

Between 13% and 22% of this group said they had seen moderate risk content 10 or more times on at least
one platform. This included 22% of children who reported frequent exposure to content about feeling sad, down,
or lonely, 18% who saw people sharing their experiences of feeling depressed, and 13% who were shown content
about having a breakdown frequently.

A notable proportion also reported frequent exposure to content that could exacerbate the risk of cumulative
harm. Of those that had seen high risk content, | in 5 (20%) said they had repeatedly been shown posts about
self-care tips, mental health routines, or wellbeing strategies, while 9% reported frequent exposure to information or
advice about depression, such as symptoms, diagnosis, or treatment.

Of the 537 children who saw content that makes low mood or feeling depressed seem

normal, appealing, or cool or content about feeling hopeless, despairing, or suicidal...

MODERATE RISK CONTENT

D

13% 18% 22%

also saw content about also saw people sharing their also saw content about
having a ‘breakdown’ 10+ experiences of feeling depressed feeling sad, down, or lonely
times on a platform 10+ times on a platform 10+ times on a platform

38 This includes both moderate risk content and content that could exacerbate the risk of cumulative harm.

PAGE 45 OF 84



CONTENT THAT COULD EXACERBATE THE RISK OF CUMULATIVE HARM

9% 20%

also saw information or advice also saw self-care tips,
about depression (e.g., mental health routines, or
symptoms, diagnosis, treatment) wellbeing strategies 10+
10+ times on a platform times on a platform

Around half of children who saw lower risk mental health, low mood or
depression content also saw thematically related high risk content

Just over half (52%) of children who had seen moderate risk content related to mental health, low mood, or
depression also reported they had seen high risk material in the same category, while 48% had not.

A similar pattern was seen for content that could exacerbate the risk of cumulative harm: 45% of those who
had seen this type of content also reported exposure to high risk posts, compared with 55% who had not.

This overlap between lower risk and high risk content varied by material type. Between 28% and 44% of
children who had seen moderate risk content or content that could exacerbate the risk of cumulative harm
related to mental health, low mood, or depression also reported they had seen content that makes low mood or
feeling depressed seem normal, appealing, or cool. This overlap was highest for those who had seen information
or advice about depression (44%) and lowest for those who had seen self-care tips, mental health routines, or
wellbeing strategies (28%).

Proportion of children who had seen content that could exacerbate harm | moderate risk content
related to mental health, low mood, or depression that had also seen content that makes low mood or
feeling depressed seem normal, appealing, or cool

% of children who f:ad seen corl1tent about having a 399% 579
breakdown
% of children .who had seen people sharing their 36% 60%
experiences of feeling depressed
% of children who had seen content about feeling sad, 359% 1%
down, or lonely
% of children who had seen information or advice about
. . . 44% 53%
depression (e.g. symptoms, diagnosis, treatment)
% of children who had seen self-care tips, mental health o s
. . . 28% 707%
routines, or wellbeing strategies

B Had also seen content that makes low mood or feeling depressed seem normal, appealing, or cool
B Had not also seen content that makes low mood or feeling depressed seem normal, appealing, or cool
H Didn't want to say

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” Responses

shown are only for those children that also indicated they had seen different types of moderate risk content / content that could
exacerbate risk related to this theme. Base n=406-86 |
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A similar pattern was seen for content about feeling hopeless, despairing, or suicidal. For children who had seen
lower risk content related to mental health, low mood, or depression, around half of them also reported
exposure to this high risk content type. The exception to this was for those children who had seen self-care
tips, mental health routines, or wellbeing strategies, whereby only around a third of this group also reported
exposure to this high risk content type, with 64% indicating they had not.

Proportion of children who had seen content that could exacerbate harm | moderate risk content
related to mental health, low mood, or depression that had also seen content about feeling hopeless,
despairing, or suicidal

% of children who had seen content about having a
'breakdown'

) H . .
% of children .who had seen people sharing their 49% 7%
experiences of feeling depressed
o . .
% of children who had seen content about feeling sad, 48% 485
down, or lonely
% of children who had seen information or advice about o -
. . . 57% 38%
depression (e.g. symptoms, diagnosis, treatment)
% of children who had seen self-care tips, mental health o :
. . . 33% 64%
routines, or wellbeing strategies
B Had also seen content about feeling hopeless, despairing, or suicidal

® Had not also seen content about feeling hopeless, despairing, or suicidal
H Didn't want to say

52% 43%

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?”” Responses
shown are only for those children that also indicated they had seen different types of moderate risk content / content that could
exacerbate risk related to this theme. Base n=406-86 |

Over | in 3 children who saw content encouraging or promoting suicide or self-
harm also frequently encountered posts feeling sad, down, or lonely

Among children who had seen at least one of the following: content that encourages or promotes suicide or
content that encourages or promotes self-harm, between 18-34% also reported they had seen high quantities of
moderate risk mental health, low mood, or depression content, such as people sharing their experiences of feeling
depressed, or content that could exacerbate the risk of cumulative harm, such as information or advice about
depression.

Of the 148 children who saw content that encourages or promotes suicide or self-

harm...

MODERATE RISK CONTENT

26% 31% 34%

also saw content about also saw people sharing also saw content about

having a ‘breakdown’ their experiences of feeling feeling sad, down, or lonely

10+ times on a platform depressed 10+ times on a 10+ times on a platform
platform
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CONTENT THAT COULD EXACERBATE THE RISK OF CUMULATIVE HARM

18% 23%

also saw information or also saw self-care tips,
advice about mental health routines,
depression 10+ times or wellbeing strategies
on a platform 10+ times on a platform

Overall, among children who had seen at least one type of high risk content in the suicide or self-harm
themes®’, 87% also reported exposure to at least one type of moderate risk mental health, low mood, or
depression content. Additionally, 75% of this group said they had seen at least one type of content that could
exacerbate the risk of harm in this theme.

Girls and children with lower wellbeing were significantly more
likely to report they had seen all content types related to mental
health, low mood, or depression®

Girls in the sample were at least twice as likely as boys to see every type of content related to this theme.
Children who reported lower wellbeing were also more likely to say they had been exposed to these
content types in the last week, compared with both those with ‘medium’ or ‘high’ self-reported wellbeing.

Proportion of children who had used social media in the last week that had seen content types related
to mental health, low mood, or depression, by gender

100%

A

A A 68%
54% 56% -

A ) - 48%

44% 40% 2% 43%

A
50% _

A A
A 32% - 30% 28% 30% - 29% 31%
24% - 23% 25% 8% 23% o
T L I 15% I 15% I 18% I
~ Wl

Content that Content about Content about People sharing Content about Information or Self-care tips, Something else

makes low feeling hopeless, having a their feeling sad, advice about  mental health related to
mood or feeling despairing, or  'breakdown' experiences of down, or lonely depression (e.g. routines, or  mental health,
depressed seem suicidal feeling symptoms, wellbeing low mood, or
normal, depressed diagnosis, strategies depression
appealing, or Boys (A) = Girls (B) ®NET treatment)
cool

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q: “Are
you...?” Base of girls n=868, boys n=854, NET n=1777

39 High risk content types related to suicide/self-harm include the following: Content that encourages or promotes suicide; content that makes suicidal
thoughts seem normal, appealing, or cool; content that shows self-harm; content that encourages or promotes self-harm; content that makes self-harm seem
normal, appealing, or cool

40 Note: NET proportions in this section differ slightly from the total sample exposure proportions, as they exclude non-users of the 6 social media platforms.
Figures are based on the proportion of children that indicated they had used at least one platform in the past week.
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Proportion of children who had used social media in the last week that had seen content types related
to mental health, low mood, or depression, by wellbeing

100%

BC BC
70% 70%
BC BC
9 6 I %
60% 57%

52/0

C - 48%
o, - o o
50% g S o B oo b » _
Rk o 30% AT
C Ié/ 21% 23/; 24%) 23% 7_2°° 23[;
17% %
|0%I I I I'3%I I|3%I IM/,

Content that Content about Content about People sharing Content about Information or Self-care tips, Something else

0

makes low feeling hopeless,  having a their feeling sad, advice about  mental health related to
mood or feeling despairing, or  'breakdown' experiences of down, or lonely depression (e.g. routines, or  mental health,
depressed seem suicidal feeling symptoms, wellbeing low mood, or
normal, depressed diagnosis, strategies depression
appealing, or treatment)
cool

W Categorised as 'low wellbeing' (A) ® Categorised as 'medium wellbeing' (B) = Categorised as 'high wellbeing' (C) = NET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q:
“[SWEMWSBS] I've been...” Coded numerically, with those who selected ‘I don’t want to say’ excluded. Base of low wellbeing n=189,
medium wellbeing n=1223, high wellbeing n=252, NET n=1777

Children with SEND were more likely to have been exposed to four of these
content types

A significantly greater proportion of children with SEND also reported exposure to four of these content
types, when compared with children without SEND.

Proportion of children who had used social media in the last week that had seen content types related
to mental health, low mood, or depression, by SEND

100%

b

50% 474, ; W5 < 475%49%48%
'

33/0

o, 42%
37%40% 40% 404 )
284.304 28% o, 31%
, - 234 5 23%
10 I I I Izl/ I

Content that Content about Content about People sharing Content about Information or Self-care tips, Something else

makes low feeling hopeless,  having a their feeling sad, advice about  mental health related to
mood or feeling despairing, or  'breakdown' experiences of down, or lonely depression (e.g. routines, or  mental health,
depressed seem suicidal feeling symptoms, wellbeing low mood, or
normal, depressed diagnosis, strategies depression
appealing, or treatment)
cool

B Children with SEND (A) Children without SEND (B) B NET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q: “Do
you have any Special Educational Needs or Disabilities (SEND) / Additional Support Needs (ASN) / Additional Learning Needs (ALN)
/ Special Educational Needs (SEN)?” Base of children with SEND n=239, children without SEND n=1265, NET n=1777
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Additionally, there were some significant differences by age and for those children from higher SEG schools.
Younger children were more likely than older children to have seen content that makes low mood or feeling
depressed seem normal, appealing, or cool than older children. By contrast, older children, and those from
higher SEG schools were more likely to report exposure to self-care tips, mental health routines, or wellbeing
strategies compared with younger children and children from lower SEG schools respectively.

TikTok users were the most likely to report exposure to high
risk content related to mental health, low mood, or depression®

For children who had used TikTok for between 30-120 minutes per day, 13% reported they had been exposed
to content that makes low mood or feeling depressed seem normal, appealing, or cool in the last week, and 17% had
seen content about feeling hopeless, despairing, or suicidal.

Users of X were the second most likely to report exposure to these content types, with 8% and 9% of users
saying they had seen each one respectively.

Proportion of mid-frequency platform users that reported exposure to high risk content types related
to suicide

25%
20% 17%
15%
o 9%
10% 8%
4% 5% 5%

5% 3% 4% 3% 2% 2% 2%
o D WY  wmw .

TikTok Instagram X (Twitter) Pinterest YouTube Snapchat

d BB B @ O 2

B Content that that makes low mood or feeling depressed seem normal, appealing, or cool

# Content about feeling hopeless, despairing, or suicidal

Q: “Please select all the platforms where you have seen [content that makes self-harm seem normal, appealing, or cool] / [content
that encourages or promotes self-harm] / [content that shows self-harm].” Data shown includes only those that indicated they used
the platform between 30-120 minutes per day. Base of TikTok n=506, Instagram n=528, X n=72, Pinterest n=168, YouTube
n=707, Snapchat n=542

When looking at exposure to moderate risk content and content that could exacerbate risk related to mental
health, low mood, or depression, TikTok was also the platform where its users were most likely to report
having been exposed to these content types. This ranged from 45% of TikTok users who reported exposure
to self-care tips, mental health routines, or wellbeing strategies in the last week to 19% of users for information or
advice about depression.

41 Note: to control for differences in how often children reported they had used different platforms, the data in this section includes only those users that
reported they had spent 30-120 minutes per day on the platform in the last week.
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Children who had seen high risk content related to mental
health, low mood, or depression often reported they had seen it
multiple times*

Where base sizes were big enough for analysis, more than half of children said they had seen content that
makes low mood or feeling depressed seem normal, appealing, or cool more than once on each platform where it
appeared. The same was true of content about feeling hopeless, despairing, or suicidal.

For content that makes low mood or feeling depressed seem normal, appealing, or cool, children most often
reported they had seen it ‘a couple of times (2-3)’ on TikTok, Instagram, and Snapchat. YouTube was the
exception, where the most common response was ‘a few times (4-5)’.

A similar pattern was found for content about feeling hopeless, despairing, or suicidal: children who had seen it on
TikTok and YouTube most often reported ‘a couple of times (2-3)’. On Instagram, however, more children
reported higher levels of exposure, with 30% indicating they had seen this content ‘lots of times (10+)’.

Reported frequency of exposure to content that makes low mood or feeling depressed seem normal,
appealing, or cool across different platforms in the last week

o ik e [isw [EEEE]  15% saw it ots of times (10+)

(3] Instagram  22% 2% 15% [gejel 19% ] 8% saw it 'lots of times (10+)'
B voutwe 197 23% 26%  [6ueh 14% ] 6% saw it 'lots of times (10+)'

& Snapchat  16% 26% 17% -- 16% I 10% saw it 'lots of times (10+)'

Once (1) A couple of times (2-3) A few times (4-5) m Several times (6-10 times)
B Lots of times (10+) I'm not sure H | don't want to say

Q: “In the last week (7 days), how often did you see this content on [platform]?” Base of TikTok n=245, Instagram n=37, YouTube
n=53, Snapchat n=35

42 Note: Analysis of how often children are being served this content across different platforms is not intended as a direct comparison between platforms, but
rather to highlight that children are being shown this type of content multiple times a week across a range of platforms. The analysis in this section includes
data on all those who indicated exposure to that content, not just those users that indicated they had used the platform for 30-120 minutes per day, as
frequency of exposure is likely to vary for children who use social media platforms for more/less time.
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Reported frequency of exposure to content about feeling hopeless, despairing, or suicidal across
different platforms in the last week

J TikTok  13% 28% 18% _5%' 18% saw it 'lots of times (10+)’
|@' Instagram  15%  18%  12% _ 12% I 30% saw it 'lots of times (10+)’

B outbe  27% 32% 15% S0 1% | 10% saw it 'lots of times (10+)'
Once (1) A couple of times (2-3) A few times (4-5) m Several times (6-10 times)
B Lots of times (10+) I'm not sure m | don't want to say

Q: “In the last week (7 days), how often did you see this content on [platform]?” Base of TikTok n=295, Instagram n=41, YouTube
n=69

For other types of content related to mental health, low mood, or depression, children again most often said
they had seen it only ‘a couple of times (2-3)’. There were some exceptions, but overall, responses tended to
be roughly equally distributed across all response options.
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Content related to eating disorders, dieting, or
fitness

Children were asked about whether they had seen the following types of content in the last week:

High risk Moderate Content that could Other
content risk exacerbate the risk of
cumulative harm

« Content that encourages or - People talking about their « Workout plans or routines « Something else related to
promotes eating disorders experiences with eating disorders telling you how to change the eating disorders
« Content that makes being slim way your body looks (e.g. « Something else related to
look cool or desirable muscle gain, toning, weight loss) dieting or fitness
» Dieting or low-calorie/restrictive » Fit and healthy lifestyle content
food choices (including influencers)

« Healthy meal prep

In the last week...

I 2 % had seen content that encourages or promotes eating disorders

Almost | in 8 (12%) children reported they had been served
content that they felt encourages or promotes eating disorders in
the last week

In a classroom of 30 children, this would equate to almost four of them saying they had seen content in the
last week that they would describe as encouraging or promoting eating disorders.

Proportion of children in the sample that reported they had seen the content types related to eating
disorders, dieting, or fitness while using TikTok, Instagram, X, YouTube, Pinterest, or Snapchat in the
last week

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

OFCOM: 'Content relating to eating disorders' [ 10%

Content that encourages or promotes eating disorders [ 12%

People talking about their experiences with eating disorders [ININIINIEGEGGE 29% 60% of children had seen one
or more types of moderate
Content that makes being slim look cool or desirable [IIIIIEEEGEGEGEEN 40% risk content related to

eating disorders, dieting, or

Dieting or low-calorie/restrictive food choices [IIININIEGEEN 44% fitness

Workout plans or routines telling you how to change the way I 0% 76% had seen
your body looks © one or more

types of
Fit and healthy lifestyle content (including influencers) [N 64% | content that
could
Healthy meal prep [N 65% | exacerbate
risk

Something else related to eating disorders [N |7%

Something else related to dieting or fitness [ NN 47%

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?”” Recoded
to illustrate the proportion of the total sample that reported exposure, including those that didn’t use social media in the last week.
Base n=1897
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In Ofcom’s Online Experiences Tracker, 10% of children reported they had seen ‘content relating to eating
disorders’.

In this research, 60% of children reported they had seen moderate risk content related to eating disorders,
dieting, or fitness in the last week. This includes almost 3 in 10 (29%) children who felt they had seen people
talking about their experiences with eating disorders, 4 in 10 children who reported exposure to content that makes
being slim look cool or desirable, and almost half (44%) reporting they had seen dieting or low-calorie/restrictive food
choices.

Exposure was even higher for content that could exacerbate the risk of cumulative harm. Over three-quarters
(76%) of children reported they had seen at least one of these content types, with over 6 in 10 of the sample
reporting they had been exposed to either healthy meal prep, fit and healthy lifestyle content (including influencers),
or workout plans or routines telling you how to change the way your body looks (e.g. muscle gain, toning, weight loss).

Overlap in exposure across high risk, moderate risk, and content
that could exacerbate the risk of cumulative harm

Nearly all children who had seen high risk eating disorder, dieting, or fitness
content had also seen lower risk* content, with some seeing this content
frequently

Among children who had seen content that encourages or promotes eating disorders, almost all (99%) also
reported exposure to moderate risk content related to eating disorders, dieting, or fitness.

A further 93% said they had encountered content that could exacerbate the risk of harm, indicating that high
risk content was rarely being seen in isolation but instead appeared alongside a wide range of related lower
risk material.

Just under half of children exposed to content encouraging or promoting eating disorders also

frequently encountered posts glamorising thinness

A proportion of children who saw content that encourages or promotes eating disorders were not only exposed to
this type of high risk material but also reported they had seen lower risk posts about dieting, exercise, and
body image frequently in the last week.

For example, nearly half (42%) of this group said they had also seen content that makes being slim look cool or
desirable 10 or more times on at least one platform, while just under a third (28%) reported frequent exposure
to dieting or low-calorie/restrictive food choices. Many were also seeing content that could exacerbate the risk of
cumulative harm frequently, such as workout plans (35%) or fit and healthy lifestyle content (41%), alongside the
highest risk content.

43 This includes both moderate risk content and content that could exacerbate the risk of cumulative harm.
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Of the 230 children who saw content that encourages or promotes eating disorders...

MODERATE RISK CONTENT

16% 42%

also saw people talking also saw content that also saw dieting or low-
about their experiences makes being slim look cool calorielrestrictive food
with eating disorders 10+ or desirable 10+ times on choices 10+ times on a
times on a platform a platform platform

CONTENT THAT COULD EXACERBATE THE RISK OF CUMULATIVE HARM

41%

3oh

also saw workout plans or also saw fit and healthy also saw healthy meal prep
routines telling you how to lifestyle content (including 10+ times on a platform
change the way your body influencers) 10+ times on a

looks 10+ times on a platform

platform

However, a majority of children who saw lower risk eating disorder, dieting, or
fitness content did not see thematically related high risk content

I in 5 (20%) of those who had seen at least one type of moderate risk content also said they had seen high risk
content related to eating disorders, while the vast majority (80%) had not.

Similarly, 15% of those who had seen content that could exacerbate the risk of cumulative harm also reported
they had seen this content, compared with 85% who had not.

This overlap varied between specific content types. Just over | in 3 children (35%) who had seen people talking
about their experiences with eating disorders had also seen content that encourages or promotes eating disorders,
while 62% of this group had not.

The overlap was smaller for other moderate risk content: around a quarter (27%) of those that had seen
content that makes being slim look cool or desirable in the last week, or dieting or low-calorie/ restrictive food choices
(23%) also reported exposure to the highest risk content, whereas around three-quarters had not.

For all three types of content related to this theme that could exacerbate risk, around | in 6 children who had
seen these content types also indicated they had seen content that encourages or promotes eating disorders, too,
compared with at least 80% of children who had not.
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Proportion of children who had seen content that could exacerbate harm | moderate risk content
related to eating disorders, dieting, or fitness that had also seen content that encourages or promotes
eating disorders

% of children who had seen people talking about their experiences
with eating disorders

35% 627%

% of children who had seen content that makes being slim look
cool or desirable

27% 1%

% of children who had seen dieting or low-calorie/restrictive food

] 23% 75%
choices
% of children who had seen workout plans or routines telling you 18% 80%
how to change the way your body looks e &
% of children who had seen fit and healthy lifestyle content 17% 81%
(including influencers) S &
% of children who had seen healthy meal prep 16% 82%

B Had also seen content that encourages or promotes eating disorders
® Had not also seen content that encourages or promotes eating disorders
H Didn't want to say

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?”” Responses
shown are only for those children that also indicated they had seen different types of moderate risk content / content that could
exacerbate risk related to this theme. Base n=540-1226

Girls, children with poorer body image, older children, and those
from higher SEG schools tended to report exposure to content
related to eating disorders, dieting, or fitness more often*

Girls and children who reported they felt bad about their body more frequently were significantly
more likely to report having seen all the categories of content relating to eating disorders, dieting, or fitness.

Proportion of children who had used social media in the last week that had seen content types related
to eating disorders, dieting, or fitness, by gender

100%

A A
A 77% . "
A 70% - 68% 69%
A 64% © o A

59% 59% 61% 60% )

A 56% - 54%.
48% N 47% 479 90%

50% 43% 399
3 I-‘V 1 .
A 7% &5
20% - 18%
13% 14%
Content that  People talking  Content that Dieting or ~ Workout plans Fit and healthy Healthy meal Something else Something else
encourages or  about their makes being low-calorie/ or routines lifestyle prep related to eating  related to
promotes experiences  slim look cool restrictive  telling you how content disorders dieting or
eating disorders  with eating or desirable  food choices  to change the (including fitness
disorders way your body influencers)
looks

Boys (A) = Girls (B) ®mNET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q: “Are
you...?” Base of girls n=868, boys n=854, NET n=1777

44 Note: in the current sample, older children were more likely to be from higher SEG schools, and to be female. These subgroup analyses should therefore be
interpreted with caution
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Proportion of children who had used social media in the last week that had seen content types related
to eating disorders, dieting, or fitness, by self-reported body image

100%
BC C

77% 77% C
74‘72% : 72%

68% 6%
6|Cy 64A 65% 4% bC
% 59%
c .
BC : 519 51%  50%
50% 58 5 43% ™ 4”’
0%
c -
BC 30% 31% 33‘
22/» 18% 185%
I |‘7 32 W
'l il

Content that  People talking  Content that Dieting or ~ Workout plans Fit and healthy Healthy meal Something else Something else

encourages or  about their makes being  low-calorie/ or routines lifestyle prep related to eating  related to
promotes experiences  slim look cool restrictive  telling you how content disorders dieting or
eating disorders  with eating or desirable  food choices  to change the (including fitness
disorders way your body influencers)
looks
B Feel bad about how their body looks 'All of the time' + 'Often’ (A) = Feel bad about how their body looks 'Some of the time' + 'Rarely’ (B)
Feel bad about how their body looks 'None of the time' (C) ENET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q: “I've
been... feeling bad about how my body looks.” Base of ‘all of the time’ + ‘often’ n=478, ‘some of the time’ + ‘rarely’ n=822, ‘none
of the time’ n=395, NET n=1777

For older children, and those from a higher SEG school, this pattern was significant for most, but not all,
of the nine categories related to this theme.

Proportion of children who had used social media in the last week that had seen content types related
to eating disorders, dieting, or fitness, by age

100%

& -
2%, o0,

a
71O%68% 7] P H69%

ewémf"‘/

- 50%,476 51%499%50%
47% o°0%47%
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16%, o 18%19%18%
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Content that  People talking  Content that Dietingor ~ Workout plans Fit and healthy Healthy meal Something else Something else

encourages or  about their makes being  low-calorie/ or routines lifestyle prep related to eating  related to
promotes experiences  slim look cool restrictive  telling you how content disorders dieting or
eating disorders  with eating or desirable  food choices  to change the (including fitness
disorders way your body influencers)
looks

13-14 (A) © 15-17 (8) WNET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by Q:
“How old are you?” Base of 13-14 n=899, 15-17 n=878, NET n=1777
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Proportion of children who had used social media in the last week that had seen content types related
to eating disorders, dieting, or fitness, by SEG
100%

A A

T4%

o 60% ;
56% v
so% 47443‘y o "47/, 4750 750%
3543”/ 35%
a - & 19%18%
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Content that  People talking  Content that Dieting or ~ Workout plans Fit and healthy Healthy meal Something else Something else

encourages or  about their makes being  low-calorie/ or routines lifestyle prep related to eating  related to
promotes experiences  slim look cool restrictive  telling you how content disorders dieting or
eating disorders  with eating or desirable  food choices  to change the (including fitness
disorders way your body influencers)
looks

B Lower SEG (A) mHigher SEG (B) ®NET

Q: “In the last week (7 days), when using [platforms used in the last week], have you seen any of these types of content?” by SEG,
calculated using the proportion of students eligible for free school meals at the school as a proxy, then grouping these proportions
according to whether they are above or below the national average. Base of lower SEG n=693, higher SEG n=1083, NET n=1777

When looking at reported exposure for children with and without SEND, the only significant difference arose
for healthy meal prep, for which children with SEND were less likely to report they had seen this content in
the last week.

Users of TikTok were most likely to report exposure to high risk
content related to eating disorders

Among mid-frequency platform users®, TikTok was the platform where the highest proportion of children
reported they had seen high risk content related to eating disorders in the last week, with over | in 10 (1 1%)
users reporting they had seen it on the platform. This was followed by X and Pinterest, where 7% of mid-
frequency users reported this.

Proportion of mid-frequency platform users that reported exposure to content that encourages or
promotes eating disorders
25%

20%

15%
1%

6% 7% 7%
|

TikTok Instagram X (Twitter) Pinterest YouTube Snapchat

J ©) ® o 0

Q: “Please select all the platforms where you have seen content that encourages or promotes eating disorders.” Data shown includes
only those that indicated they used the platform between 30-120 minutes per day. Base of TikTok n=506, Instagram n=528, X
n=72, Pinterest n=168, YouTube n=707, Snapchat n=542

10%

5%

0%

45 Note: In order to control for differences in how often children reported they had used different platforms, the data in this section includes only those users
that reported they had spent 30-120 minutes per day on the platform in the last week.
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When asked where they had seen moderate risk content related to eating disorders, TikTok users
consistently reported the highest levels of exposure. For example, | in 4 (27%) of mid-frequency TikTok users
said they had been shown people talking about their experiences of eating disorders in the last week, compared
with 12% or fewer on any other platforms.

This pattern held across all other types of moderate risk or cumulative harm content in this theme, with
TikTok users most likely to report exposure, followed by Instagram, which ranked second for each content

type.

A majority of children who had seen high risk content related to
eating disorders on TikTok or Instagram saw it multiple times*

Most children who reported that they had seen content encouraging or promoting eating disorders on TikTok or
Instagram said they had seen it multiple times, with over 6 in 10 indicating this for each platform. On TikTok,
children most often indicated they had seen this content ‘a few times (4-5)’. On Instagram, however, the most
common response was ‘once (1)’

On YouTube, children often indicated that they weren’t sure how often they had seen content encouraging or
promoting eating disorders. Only 38% of children who had seen this content on YouTube reported they had
seen it more than once.

Reported frequency of exposure to content encouraging or promoting eating disorders across different
platforms in the last week

(r TikTok  18% 19% 22% -- 13% . 1 1% saw it lots of times (10+)
[G) wsagram 0% is% 1% RGN 9% saw it lots of times (10+)
B voutwe 2% 14% 9% - 31% - 10% saw it lots of times (10+)

Once (I A couple of times (2-3 A few times (4-5 m Several times (6-10 times
p

B Lots of times (10+) I'm not sure m | don't want to say

Q: “In the last week (7 days), how often did you see this content on [platform]?” Base of TikTok n=166, Instagram n=53, YouTube
n=30

Children often saw moderate risk content multiple times, though the frequency varied by

type and platform

Across platforms with sufficient sample sizes (TikTok, Instagram, YouTube, Snapchat), children who had seen
people talking about their experiences of eating disorders most often said they had come across it ‘a couple of
times (2-3)’. On each platform, at least half of those exposed had seen it more than once.

For dieting or low-calorie/restrictive food choices, children again most often reported they had seen the content ‘a
couple of times (2-3)’, except on Pinterest, where exposure was typically higher — nearly a third (31%) said ‘a
few times (4-5)’ and a quarter (25%) reported ‘several times (6-10)’. Across all platforms, at least two-thirds of
children who had seen this type of content said that they had encountered it multiple times.

46 Note: Analysis of how often children are being served this content across different platforms is not intended as a direct comparison between platforms, but
rather to highlight that children are being shown this type of content multiple times a week across a range of platforms. The analysis in this section includes
data on all those who indicated exposure to that content, not just those users that indicated they had used the platform for 30-120 minutes per day, as
frequency of exposure is likely to vary for children who use social media platforms for more/less time.
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By contrast, content that makes being slim look cool or desirable was more often seen at high frequency. Across

all platforms (except Snapchat), at least | in 4 children exposed said they had seen it ‘lots of times (10+)’, rising
to nearly 4 in 10 (39%) on X. As with dieting or low-calorie/restrictive food choices, at least two-thirds of children
exposed said they had seen it more than once across all platforms.

For the remaining content types that could exacerbate the risk of harm, patterns varied by type and platform,
but the majority of children exposed still reported they had seen them multiple times, usually around two-

thirds or more.
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Chapter 3

Who is being exposed to potentially
harmful content?

Not all children were equally exposed to potentially harmful
content. This chapter summarises these differences and
explores what the youngest social media users are
encountering.



Girls, children with lower wellbeing, and those with SEND
reported higher levels of exposure to high risk content

Differences in exposure to high risk content were not spread evenly across the sample. Girls, children with
low wellbeing, and those with SEND were consistently more likely than their peers to report exposure to this
type of material. The table below sets out the specific content types where these three groups of children
reported higher levels of exposure to high risk content.

The high risk content types for which girls, children with low wellbeing, or children with SEND were
significantly more likely to report exposure than boys, children with high wellbeing, and children
without SEND respectively

Note: an arrow indicates the content types for which there was a statistically significant difference at the 95% confidence interval
for these three groups, when compared with their peers (boys, children with high wellbeing, and children without SEND).

Content type Girls Low wellbeing SEND
Compared with boys Compared with children Compared with children
with high wellbeing without SEND

Content that encourages or

promotes suicide T T T

Content that makes suicidal
thoughts seem normal, T T T
appealing, or cool

Content that encourages or

promotes self-harm T T T

Content that makes self-harm

seem normal, appealing, or T T T
cool

Content that shows self-harm

Content that makes low mood

or feeling depressed seem T T
normal, appealing, or cool

Content about feeling

hopeless, despairing, or T T T
suicidal

Content that encourages or
promotes eating disorders T T
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Girls: for all eight high risk content types, girls were significantly more likely than boys to report they had
seen them.

Children with low wellbeing: children with low self-reported wellbeing were also significantly more likely
to report exposure to all eight high risk content types, compared with children who reported high wellbeing.

Children with SEND: for children who reported they had SEND, this pattern was consistent for five out of
eight high risk content types. The five types were: content that encourages or promotes suicide, content that makes
suicidal thoughts seem normal, appealing, or cool, content that encourages or promotes self-harm, content that makes
self-harm seem normal, appealing, or cool, and content about feeling hopeless, despairing, or suicidal.

The specific proportion of children in each of these three groups indicating they had been exposed to high risk
content types is shown in the table below.

Proportion of children that reported exposure to each of the high risk content types, by gender,
wellbeing, and SEND

Content type Girls vs. Low wellbeing vs. With SEND vs.

Content that encourages or

romotes suicide
P 6% vs. 23% vs. 14% vs.

Content that makes suicidal

thoughts seem normal,
£ 13% vs. 26% vs. 19% vs.
appealing, or cool

Content that encourages or

romotes self-harm
P 8% vs. 18% vs. 10% vs.

Content that makes self-harm
seem normal, appealing, or

cool 12% vs. 24% vs. 13% vs.

Content that shows self-harm

21% vs. 35% vs.

Content that makes low mood

or feeling depressed seem o o
normal, appealing, or cool 24% vs. 34% vs.

Content about feeling
hopeless, despairing, or

suicidal 32% VSs. 60% Vvs. 33% VS.

Content that encourages or

romotes eating disorders
P g 20% vs. 27% vs.
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These groups of children had also seen a significantly greater number of high
risk content types in the last week

Girls: On average, girls reported they had seen |.3 types of high risk content types in the last week, compared
with 0.6 types which were seen by boys in the last week.

Children with SEND: Similarly, children with SEND had seen an average of 1.4 types of high risk content,
compared with 0.8 types seen on average by those without additional learning needs. This difference was
especially marked among boys (1.0 vs. 0.4 for those with and without SEND respectively).

Children with low wellbeing: For children with low wellbeing, the average number of high risk content
types seen was 2.4, compared with 0.5 content types on average for their high wellbeing peers.

There were other groups of children for which exposure was higher for some types of high risk content but
not for others, including older and younger children, and those with higher SEG. For a full breakdown of these
subgroup differences, please see Chapter 2.

In addition to being more likely to be exposed to high risk content, girls were
more likely to report lower wellbeing and feeling bad about their bodies

It is also worth noting that, in addition to being more likely to see high risk content compared to boys, a
higher proportion of girls were categorised as having low wellbeing, while boys were more likely to be
categorised as having high wellbeing.

Self-reported wellbeing of children in the sample, by gender

100%
72% s
50%
B
4A° 21%
7% 4% 10%
0%
Categorised as 'low wellbeing' Categoried as 'medium wellbeing' Categorised as 'high wellbeing'
Boys (A) Girls (B)

Q: “[SWEMWSBS] In the last week...” by Q: “Are you...?” Base of boys n=844, girls n=847

Similarly, girls were more likely than boys to say they regularly felt bad about their bodies, while boys were
more likely to report that they never felt this way.

Children’s self-reported frequency of feeling bad about how their body looks, by gender

50%
B
A 33%
A 26% 27% .
25% A 20% 22z
9 17%
5% 12%
9% 9% °
5% 5%
0%
All of the time' Often' Some of the time' Rarely' None of the time' | don't want to say'
Boys (A) Girls (B)

Q: “In the last week... I've been feeling bad about how my body looks™ by Q: “Are you...?” Base of boys n=91 I, girls =902
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The youngest social media users reported they had been
exposed to potentially harmful content
Thirteen is typically the minimum age at which children are allowed to sign up to most social media platforms.

This section explores what social media use might look like for children at that age, drawing on the
experiences of the |3-year-olds in the sample, who were already reporting exposure to the highest risk
content.

62% of |3-year-old TikTok users reported they had spent 2 or more hours on
TikTok on an average day in the last week

YouTube, TikTok, and Snapchat were the most widely used platforms in this age group. Around two-thirds or
more of |3-year-olds in the sample reported they had used each of these platforms in the past week. In
contrast, fewer than a third said they had used Instagram or Pinterest, and fewer than | in 10 had used X.

Patterns of use varied by platform. On YouTube, TikTok, and Snapchat, many |3-year-old platform users said
they had spent several hours per day on each of these platforms. 62% of |3-year-olds that had used TikTok in
the last week reported they had spent two or more hours on the platform, with 41% of Snapchat users and
23% of YouTube users also reporting this. Time spent on the other platforms was lower, with 11% of
Instagram users saying they had spent two or more hours on the platform every day, with 10% of Pinterest
users and 5% of X users reporting the same.

Note: It is not possible to confirm whether respondents in our sample had created social media profiles that accurately reflected
their real age, or whether they had their profile set with an older age.

Platforms |3-year-old children in the sample reported they had used in the last week, and average
time spent on these per day

100%

90%
78%
80%
5%
70% 6% 67% 65%

60% 1% B | don't want to say

50% 23% ek B 6 or more hours a day

B 4 to 6 hours a day

40% o
o 32% 29% 2 to 4 hours a day
30% 28% 17% | 79 |
° 14% o | to 2 hours a day
20% 9 6% 21% 20% 30 minutes to | hour a day
19% 9%
10% 23% 9% 25% 52% 60% - Less than 30 minutes a day
0% 6% 67%

YouTube TikTok Snapchat  Instagram  Pinterest X (Twitter)
(including
2> ¢ o0 @ @

Q: “In the last week, have you used any of these social media platforms?” by Q: “In the last week, on average how much time do you
think you have spent on these platforms every day?” by Q: “How old are you?”. Data shown is only for |3-year-old children in the
sample. Percentages shown on top of bars represent the proportion of the total sample that used the platform in the last week.
Percentages within bars represent the proportion of platform users that indicated they used the platform for different amounts of
time per day. Base of TikTok n=348, Instagram n=166, X n=47, Pinterest n=151, YouTube n=406, Snapchat n=338
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Even at the youngest age that is allowed on social media,
children are already being exposed to some of the most harmful

types of content

Out of the 520 children aged |3-years-old in the sample, 39% indicated they had seen one or more types of

high risk content in the last week.

In a classroom of 30, this would equate to nearly 12 out of 30 children.

$1441¢
14

.

~
Content related to suicide Content related to self-harm
Content that encourages or . % Con;igtnt:)\::se:;:lézies or . 6% 17% had
promotes suicide ° I I% had seen seen one
one or mare Content that makes self-h or more
. ontent that makes self-harm seem o
Content that makes suicidal types of high normal, appealing, or cool - 8% types of
thoughts seem normal, - 8% risk content high
appealing, or cool risk
Content that shows self-harm - 15% | content
Content about suicide recovery, _ 31%
awareness or safety People talking about their _ 30%
experiences of self-harm °
Something else related to - 20%
suicide ) Something else related to self-harm _ 21%
N\ J
C - )
ontent relate O mental heal , IOW mood, or ontent relate O eating disoraers, dieting, or
Content related t tal health, | d Content related t ting d d diet
depression fitness
34% of 8% of children
Content that makes low mood or children Content that encourages or . 8% ] had seen high
feeling depressed seem normal, - 20% had seen promotes eating disorders ? isk tent
i risk conten
appealing, or cool one or
People talking about their
more P 3 9
Content about feeling hopeless, o experiences with eating disorders - 25%
despairi il 26% types of
espairing, or suicida high risk
content Content that makes being slim look o
. cool or desirable - 37%
Content about having a - 28%
'breakdown'’ °
Dieting or low-calorie/restrictive o
food choices _ 41%
People sharing their experiences - 39%
of feeling depressed ° Workout plans or routines telling
you how to change the way your _ 56%
body looks
Content about feeling sad, down, - 43%
or lonely ° Fit and healthy lifestyle content _ 60%
(including influencers) y
Information or advice about
depr.ession' (e.g. symptoms, - 25% Healthy meal prep _ 62%
diagnosis, treatment)
Self-care tips, mental health - 44% Something else related to eating - 17%
routines, or wellbeing strategies ° disorders °
Something else related to mental - 33% Something elseﬁt;it\::d to dieting or _ 49%
health, low mood, or depression °
- J




Chapter 4

Where are children seeing potentially
harmful content?

This chapter looks at which platforms children encounter
potentially harmful content on, and the routes through which
it appears.



Children were most likely to encounter high risk content types
on TikTok and X

Users of TikTok or X were most likely to report they had seen high risk content while using these platforms
in the last week when compared with users of any other platform asked about in the survey.

However, to control for differences in how often children reported they had used different platforms*, we
also explored these findings for children who were ‘mid-frequency’ platform users, spending 30-120 minutes
per day on each platform. By comparing platform users who had similar patterns of daily usage, we were able
to control for potential differences which are simply driven by the amount of time spent by children on
different platforms.

Even after controlling for time spent on the platforms, mid-frequency TikTok and X users remained the most
likely to report exposure to high risk content, suggesting that the amount of time children were spending on
these platforms may not be the key factor driving increased exposure.

Proportion of mid-frequency platform users (those that spent 30-120 minutes on each platform) that
saw one or more types of high risk content while using those platforms in the last week

50%
31%
29%
25%
13% 13%
11%
. . -
0%
TikTok Instagram X (Twitter) Pinterest YouTube Snapchat

d © ® O

Q: “Please select all the platforms whe re you have seen [high risk content types].” Data shown includes only those that indicated
they used the platform between 30-120 minutes per day. Base of TikTok n=506, Instagram n=528, X n=72, Pinterest n=168,
YouTube n=707, Snapchat n=542

TikTok and X users were consistently most likely to report exposure across all eight high risk content types,
aside from content that encourages or promotes eating disorders, for which Pinterest users were equally as likely
to report exposure as X users.

47 For a full breakdown of platform use in the sample, please see the ‘About the sample’ section in the Introduction and Methodology chapter.
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Proportion of mid-frequency platform users that saw each type of high risk content while using those
platforms in the last week

TikTok Instagram X (Twitter) Pinterest YouTube Snapchat

Content that

encourages or 3% I % 5% I % I % I %

promotes suicide

He

HH-.-.-. x

Content that
makes suicidal
thoughts seem
normal,
appealing, or
cool

1% 7% 3% 1% 0%

Content that
encourages or

W

% 1% 6% 1% 1% 0%

promotes self-
harm

Content that
makes self-harm

O

seem normal, % I % 5 I % I % 0%
appealing, or

cool

Content that
shows self-harm I 0%

J1)74 2% 2% 1%

Content that
makes low mood
or feeling
depressed seem I 3 % 3 % 8
normal,
appealing, or
cool

3% 5% 2%

Content about

feeling hopeless, I 7% 4% 9

despairing, or

2% 5% 2%

suicidal

Content that
encourages or

11% 6% 7 1% 2% 1%

promotes eating
disorders

Q: “Please select all the platforms where you have seen [high risk content types].” Data shown includes only those that indicated they
used the platform between 30-120 minutes per day. Base of TikTok n=506, Instagram n=528, X n=72, Pinterest n=168, YouTube
n=707, Snapchat n=542
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For lower risk content®®, TikTok users were most likely to report
exposure, with the second most common platform varying by
content type

To compare platforms fairly, analysis focused on children who reported they had spent 30-120 minutes per
day on each platform. For both moderate risk content and content that could exacerbate risk, children in this
group were most likely to report exposure on TikTok in the past week.

Proportion of mid-frequency platform users (those that spent 30-120 minutes on each platform) that
saw one or more types of moderate risk content while using those platforms in the last week

100%
75%
52%
50%
36% 35% 34%
18%
0%
TikTok Instagram X (Twitter) Pinterest YouTube Snapchat

d B B8 @@ O I

Q: “Please select all the platforms where you have seen [moderate risk content types].” Data shown includes only those that
indicated they used the platform between 30-120 minutes per day. Base of TikTok n=506, Instagram n=528, X n=72, Pinterest
n=168, YouTube n=707, Snapchat n=542

Proportion of mid-frequency platform users that saw one or more types of content that could
exacerbate risk while using those platforms in the last week

100%
86%
66%
53% .
50% 46%
27%
. b
0%
TikTok Instagram X (Twitter) Pinterest YouTube Snapchat

d © ® O o

Q: “Please select all the platforms where you have seen [content types that could exacerbate risk].” Data shown includes only those
that indicated they used the platform between 30-120 minutes per day. Base of TikTok n=506, Instagram n=528, X n=72,
Pinterest n=168, YouTube n=707, Snapchat n=542

Notably, the proportion of X users who indicated they had seen high risk content (29%) while using the
platform was similar to the proportion who had seen content that could exacerbate risk (27%).

When looking at specific types of moderate risk content / content that could exacerbate risk, the next highest
levels of reported exposure came from children who had spent 30-120 minutes on Instagram, X, or YouTube.

48 This includes both moderate risk content and content that could exacerbate the risk of cumulative harm.
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Proportion of mid-frequency platform users that saw each type of moderate risk content while using
those platforms in the last week

TikTok Instagram X (Twitter) Pinterest YouTube Snapchat

J @) BN > IFg

People talking
b hei
e BPLY 8% | VA 4% 5% 2%
self-harm
8%

13%

Content about

having a 2 6%

‘breakdown’

3% 5% 4%

People sharing
their
experiences of
feeling depressed

6% 11% 5%

Content about
feeling sad,
down, or lonely

14% 6% 12% 5%

People talking
about their
experiences with
eating disorders

5% 8% 2%

Content that
makes being slim
look cool or
desirable

Dieting or low-

lorie/
::s::il:tive food 44% I 6% I 7% 5%
choices

Q: “Please select all the platforms where you have seen [moderate risk content types].” Data shown includes only those that
indicated they used the platform between 30-120 minutes per day. Base of TikTok n=506, Instagram n=528, X n=72, Pinterest
n=168, YouTube n=707, Snapchat n=542

20 13% 8%
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Proportion of mid-frequency platform users that saw each type of content that could exacerbate risk

while using those platforms in the last week

TikTok Instagram X (Twitter)

Pinterest

YouTube Snapchat

JdEORNOO L

Content about
suicide recovery,
awareness, or
safety

11% 5%

26

Information or
advice about
depression (e.g.
Symptoms,
diagnosis,
treatment)

7 3%

Self-care tips,
mental health
routines, or
wellbeing
strategies

29% 5%

Workout plans
or routines
telling you how
to change the
way your body
looks (e.g.
Muscle gain,
toning, weight
loss)

42% ERE

Fit and healthy
lifestyle content

SV 14%

(including

HENEIEIHG

influencers)

Healthy meal

prep 68% | 43% 8%

1%

28%

29%

20%

27%

1%

17% 4%

27% 8%

31% 13%

29% 7%

Q: “Please select all the platforms where you have seen [content types that could exacerbate risk].” Data shown includes only those
that indicated they used the platform between 30-120 minutes per day. Base of TikTok n=506, Instagram n=528, X n=72,

Pinterest n=168, YouTube n=707, Snapchat n=542
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Children were most likely to have seen potentially harmful
material*” through recommender feeds with suggested content

Children were most likely to report they had seen potentially harmful content through feeds with suggested
content. This includes Explore pages, For You pages, Reels, or any other functionality providing children with
algorithmically selected content. Across all four themes of content™, this was the most common route
through which children said they had seen potentially harmful content in the last week and was reported by
just over half of children (53%-57%) that had seen content related to each theme.

The second most common place children reported they had seen content related to suicide or self-harm was
in comments on posts. For content related to eating disorders, dieting, or fitness or mental health, low mood,
or depression, the next most common routes were feeds or stories from accounts they already followed.

Fewer children reported exposure to all four themes of potentially harmful content through other routes,
such as searching, hashtags or location tags, other user profiles, or direct messages and chats.

Platform functionality through which children reported they had seen content related to each of the
four themes

0

2

50% 100%

I 57%
Feeds with SUggested Comtent e 5%
I 53%

Feeds from content you follow g™ o/

Stories (from accounts you follow)

Comment(s) on a post g™ | 7o/
I

Through searching = 9%
Someone's profile
Hashtags or location tags g™ 4o
DM/ Chat g s

|

Somewhere else

H Content related to suicide

H Content related to self-harm

B Content related to mental health, low mood, or depression
B Content related to eating disorders, dieting, or fitness

Q: “In the last week (7 days), where on these platforms did you come across this content?” Base of suicide n=638, self-harm n=558,
mental health, low mood, or depression n=1180, eating disorders, dieting, or fitness n=1479

49 Note: This question was asked at the broader content theme level rather than for each individual content type, to keep the survey length manageable and avoid
respondent fatigue.

50 Themes: suicide; self-harm; mental health, low mood, or depression; eating disorders, dieting, or fitness.
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Chapter 5

What do children do when they are
shown content that they find upsetting
or uncomfortable?

Children were asked whether they had ever seen content
on social media that they found upsetting or made them
uncomfortable. This chapter explores those experiences,
including how confident children felt in their ability to avoid
such content, and the ways they responded when it did
appear — from engaging with it out of curiosity, to swiping it
away, or blocking and reporting it.



Over a third of children said they had seen content they found
upsetting or uncomfortable on social media at some point in
their lives

(o) of the sample had seen content that made them feel upset or
© uncomfortable on social media at some point in their lives

Interestingly, this proportion (38%) is relatively similar to the 37% of children who reported they had seen high
risk content®' in the last week (as noted in Chapter ), though it is worth highlighting that in this instance
children were answering about content they had ever seen and that they explicitly felt had made them upset or
uncomfortable.

That said, children who had seen high risk content in the last week were more than twice as likely to also say
they had ever come across upsetting content on TikTok, Instagram, X, Pinterest, YouTube, or Snapchat (59%)
than those who hadn’t (24%).

This pattern was consistent for content with lower levels of risk, too. Among children who had seen moderate
risk content® in the last week, 46% said they had ever seen something on TikTok, Instagram, X, Pinterest,
YouTube or Snapchat that made them feel uncomfortable or upset, compared with 17% of those who had not.
Similarly, 42% of those exposed to content that may exacerbate risk®’ reported they had seen upsetting
content on one of these platforms, compared with 17% of those who had not.

Across the total sample, 44% of children said they had never seen content that made them feel upset or
uncomfortable on any platform. Interestingly, this was reported by | in 4 (25%) children who had seen high
risk content types in the last week. This may suggest that children do not always perceive high risk content as
personally upsetting or something that makes them feel uncomfortable.

Children were most likely to report they had seen such content while using
TikTok

The proportion of children who said they had ever seen content that made them feel upset or uncomfortable
was highest on TikTok, with | in 4 children in the sample reporting this.

Note: this may reflect higher overall usage of TikTok in the sample, both in terms of the proportion of children who use the
platform and the amount of time spent on it.

51 High risk content types include the following: Content that encourages or promotes suicide; content that makes suicidal thoughts seem normal, appealing,
or cool; content that shows self-harm; content that encourages or promotes self-harm; content that makes self-harm seem normal, appealing, or cool;
content about feeling hopeless, despairing, or suicidal; content that makes low mood or feeling depressed seem normal, appealing, or cool; content that
encourages or promotes eating disorders

52 Moderate risk content types include the following: people talking about their experiences of self-harm; people talking about their experiences with eating
disorders; content that makes being slim look cool or desirable; dieting or low-calorie/restrictive food choices; content about feeling sad, down, or lonely;
content about having a ‘breakdown’; people sharing their experiences of feeling depressed.

53 Content types that could exacerbate risk include the following: content about suicide recovery, awareness, or safety; healthy meal prep; workout plans
or routines telling you how to change the way your body looks (e.g. muscle gain, toning, weight loss); fit and healthy lifestyle content (including influencers);
information or advice about depression (e.g. symptoms, diagnosis, treatment); self-care tips, mental health routines, or wellbeing strategies
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Proportion of children who reported they had ever seen content that made them feel uncomfortable
or upset while using different social media platforms

0% 25% 50%
J" TicTok I 5%
@ Instagram [  15%
P X (Twitter) I 9%
@ Pinterest [ 4%
) YouTube NN 13%
& Snapchat 12%

Other social media platforms 4%

| haven't seen content that made me

44%
uncomfortable or upset on any platform

I'm not sure 11%

| don't want to say [ 6%

| don't use social media | 1%

Q: [asked to those that had used platforms in the last week] “While using these social media platforms, have you ever seen content
that made you feel uncomfortable or upset?” / [asked to non-users of the six platforms] “We now want to ask you about your
experience ever with social media. Have you ever seen content that made you feel uncomfortable or upset on any of the following
social media platforms?” Data from both questions has been merged. Base n=1897

Fewer than | in 3 children who had seen high risk content felt
they could always do something to avoid seeing similar material
again

Children who said they had seen something that made them feel upset or uncomfortable were then asked
whether they felt there was anything they could do to avoid seeing similar content. Across most platforms,
fewer than a third of these children felt there was ‘always’ something they could do, and most often said they
could do something to avoid it ‘sometimes’ — this was reported by 30-48% of children who had seen such
content, depending on the specific platform they had seen it on. The exception to this was for children who
had seen such content on X, where similar proportions of children said they could ‘always’ or ‘sometimes’
take action to avoid seeing this content as the proportion who felt there was ‘nothing’ they could do.

Around a fifth (ranging from 19% to 30%) of children who had seen content that made them upset or
uncomfortable felt there was ‘nothing’ they could do to avoid seeing it again. This proportion was highest
(30%) for those who had seen such content on X, and lowest for those who had seen it on TikTok or
YouTube (19% each).
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Whether children who had seen content that made them feel uncomfortable or upset across different
platforms felt able to do something to avoid seeing such content again

Sl B - B I N - I - |

19% 21% . 19% .
30% 22% 24% 7%
48% . 37% 44%
50% 41%
27% 30% 30% 30% 21%
TikTok Instagram X (Twitter) Pinterest YouTube Snapchat On other social
' r@ @ u : media platforms
H Yes, always ® Yes, sometimes No, there is nothing | can do H | don’t want to say

Q: “When you see content that makes you feel uncomfortable or upset on [platforms], do you feel like there is something you can do
to avoid seeing content like that again?” Base of TikTok n=484, Instagram n=279, X n=180, Pinterest n=70, YouTube n=244,
Snapchat n=233, other social media platforms n=74

Children with low wellbeing were more likely to feel there was nothing they
could do to avoid upsetting or uncomfortable content on TikTok than those
with medium or high wellbeing

For TikTok, children with low self-reported wellbeing were more likely than those with medium or high
wellbeing to feel there was ‘nothing’ they could do to avoid content that makes them feel upset or
uncomfortable. For Instagram and Snapchat there were no significant differences, though the same pattern was
seen, while for YouTube there was a trend in the opposite direction, with children who reported low
wellbeing less likely to report there was ‘nothing’ they could do. For other platforms, base sizes were not big
enough for comparison.

Proportion of children that felt there was nothing they could do to avoid seeing content that makes
them feel upset or uncomfortable, by wellbeing

50%
B 9
30% 33%
25% o
25% 20% 22%
" ) _ o
TikTok Instagram YouTube Snapchat
B Categorised as 'low wellbeing' (A) # Categorised as 'medium' or 'high wellbeing' (B)

Q: “When you see content that makes you feel uncomfortable or upset on [platforms], do you feel like there is something you can do
to avoid seeing content like that again?” by Q: “[SWEMWABS] I've been...” For X and Pinterest, base sizes were too small for
analysis. Base of low wellbeing n=39-86, medium or high wellbeing n=158-364
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Although some children reported they had taken steps to avoid
content they found upsetting, some reported they had engaged
with this content

There were various ways children said they had responded to seeing something they didn’t like or found
upsetting while using social media.

These fell into four main categories:

« Liked it/ saved it [to a board]
+ Looked at the comments

Engaging with the content
or creator

« Commented on it

Looked at the user's page
Followed [subscribed to] the user that posted it

Searched for similar content (e.g., through the search function)

+ Closed the app or moved to another app

Taking steps to avoid

e « Refreshed the app or swiped to different content

« Hid the content / selected ‘not interested in this content’ / Disliked the content
« Used the platform less
« Posted on the platform less

« Blocked or unfollowed [unsubscribed from] the user that posted it
» Reported it

Blocking or reporting the
source

+ Talked to someone about it (e.g, a parent or friend)

Seeking support or advice

Across nearly all platforms, taking steps to avoid such content was the most common category of response to
upsetting or uncomfortable content, though some children reported they had engaged with the content or
creator further. In contrast, seeking support or advice was consistently the least common action.** The chart
below shows the proportion of children on each platform who reported each type of response.”

54 Note: it is possible that the lower proportion of children selecting this category is due to there being only a single possible response within it, while other
categories contained two or more responses.

55 Whilst not presented here, a small proportion of children (3-7%, depending on the platform) reported they had taken other actions when they
came across upsetting or uncomfortable content. Some (up to 17%) were unsure what actions they had taken. A further minority (5-17%)
selected ‘l don’t want to say’.
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Proportion of children who reported different categories of actions they have taken after seeing

content they found upsetting or uncomfortable on different social media platforms
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Q: “When you have seen something that made you feel uncomfortable or upset on [platform], have you ever done any of these

100%

Snapchat

things?” with responses grouped according to the categorisation provided in the above infographic. Base of TikTok n=484, Instagram

n=279, X n=180, Pinterest n=70, YouTube n=244, Snapchat n=233
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Looking at the comments was the most common response to
upsetting or uncomfortable content for three platforms

For children who had seen content that made them feel upset or uncomfortable, looking at the comments was
a commonly reported response. This was the only form of engaging with the content or creator that appeared
in the top five actions taken on any platform. Looking at the comments appeared in the top five for all
platforms apart from Snapchat and Pinterest (where this functionality may be less common) and was the most
common action children reported they had taken on TikTok, Instagram and YouTube. It should be noted that
it is not possible from this research to determine why children were looking at the comments, or what they
were looking for.

Among the other actions children reported they had taken, measures to avoid the content were common
responses. These included refreshing the app or swiping to different content, selecting ‘not interested in this
content’, closing the app or moving to another app.

Top five actions children reported they had taken after seeing content they found upsetting or
uncomfortable on different social media platforms

Looked at the comments [N <% Hid the content N 21%
Selected ‘not interested in this N Refreshed the app or swiped to .
p— I 43% different content I (9%
Refreshed the app or swiped to o f o
i L [EWA Reported it [N 18%
different content
Reported it  [NNNNGGE 3| Idon't want tosay [ 7%
Blocked or unfollowed the user I o Blocked or unfollowed the user s

that posted it that posted it

Locked at the comments [N 383 Looked at the comments [N 30%
@ Selected 'not interested in this Refreshed the app or swiped to
: I 31 : I 29%
content different content
Refreshed the app or swiped to I 0 Blocked or unsubscribed from the I s
different content N user that posted it N
Closed the app oarpr;oved to another I Disliked the content N 243
Blocked or unfollowed the user that Closed the app or moved to
; I 5% I 24%
posted it another app

Closed the app or moved to o, Blocked or unfollowed the user
I 0+ : 2%
X another app 8 that posted it
Reported it [N 23% Closed the app or moved to 26%
another app
Looked at the comments [N 21 Reported it 25%
Selected 'not inten?sted in this . Hid the content 23%
content
Blocked or unfollowed the user " Refreshed the app or swiped to o
that posted it I 0% different content 2

Q: “When you have seen something that made you feel uncomfortable or upset on [platform], have you ever done any of these
things?” Base of TikTok n=484, Instagram n=279, X n=180, Pinterest n=70, YouTube n=244, Snapchat n=233
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Afterword from Molly Rose
Foundation

This report paints a stark picture. It suggests that, for many children in the UK, encountering harmful and
sometimes extreme online content is a part of everyday life. For some, it can be overwhelming, with both high
and lower risk content bombarding them repeatedly. Perhaps most concerningly, certain groups that we know
are already more vulnerable to harm are worst affected.

The scale of this challenge needs to be met by an appropriately wholesale response. While effective regulation
continues to be the most effective vehicle to protect children from preventable harm, further legislative
strengthening is urgently required.

These findings also offer a challenge for how we track and understand online risks — pointing to the need for a
more nuanced and user-centred understanding of risk that takes into account how, when and to whom
content is being shown, rather than simply whether it violates a certain threshold. We recommend further
research is taken in this area.



Appendix
Additional methodological detail

Wellbeing measures

The Short Warwick-Edinburgh Mental Wellbeing Scale (SWEMWBS)*® was used as the key wellbeing measure
in this survey. It constitutes seven statements aimed at measuring wellbeing in terms of thoughts and feelings
experienced in the last two weeks. Each statement is positively worded, with response options on a five-point

scale from ‘none of the time’ to ‘all of the time’. The scale has been validated for use in children as young as
I3-years-old (e.g. Clarke et al., 201 1°").

Each statement was coded using the WEMWABS coding framework®®, Each participant’s score was then
calculated and transformed using the conversion table provided®. The average (mean) score across survey
participants was then calculated from these transformed scores. Scores that were at least one standard
deviation higher than the mean were categorised as ‘high wellbeing’, while scores at least one standard
deviation below the mean were categorised as ‘low wellbeing’. All other scores were classified as ‘medium
wellbeing’.

In order to capture children’s self-reported body image, a new statement ‘I’ve been feeling bad about how my
body looks’ was included as a separate question, using the same scale as the SWEMWABS for responses.

Three further wellbeing measures were also used in the survey. These measures include:

e A new statement in the style of SWEMWBS to capture children’s self-esteem

e The Whooley Questions®

e A question used in the annual cross-sectional Young Life & Times Survey in Northern Ireland which
asks about whether children have sought professional health for any personal, emotional, behavioural
or mental health problem in the last year

However, similar trends were seen for these measures. They have therefore not been included for subgroup
analysis in this report to ensure readability and flow, whilst avoiding repetition. For a full breakdown of
subgroup findings using these measures, please see the data tables.

Cognitive testing

After the initial survey design process, cognitive testing interviews were carried out with six children aged 13-
to |7-years-old.

Participants completed the draft survey with a researcher and were able to provide feedback as to whether
the survey was accessible, clear, and effective in capturing the specific content types being asked about. They
were also able to provide detailed feedback on specific question wording, response options, and overall survey
layout and length.

The process was iterative, with ongoing changes made to the survey in line with feedback from each of the
interviews.

56 Corc.uk, The Short Warwick—Edinburgh Mental Well-being Scale (SWEMVWVBS), 2008

57 Clarke et al., Warwick-Edinburgh Mental Well-being Scale (WEMWBS): Validated for teenage school students in England and Scotland. A mixed
methods assessment, 201 |

58 Warwick Innovations, How to use WEMWVABS effectively, 2025

59 HOLO / BioMed Central, Raw score to metric score conversion table for SWEMWABS, 2009

60 UCSF, Whooley Questions, 2025
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https://www.corc.uk.net/media/1245/swemwbs_childreported.pdf
https://bmcpublichealth.biomedcentral.com/articles/10.1186/1471-2458-11-487
https://bmcpublichealth.biomedcentral.com/articles/10.1186/1471-2458-11-487
https://warwick.ac.uk/services/innovations/wemwbs/how/#:~:text=Some%20simple%20guidance%20on%20sample,is%20very%20simple%20to%20score
https://hqlo.biomedcentral.com/articles/10.1186/1477-7525-7-15/tables/3
https://whooleyquestions.ucsf.edu/

Dissemination

This survey was disseminated through the PSHE Association®' (PSHEA), the national body for PSHE education
in the UK.

Schools were recruited through the PSHEA network and voluntarily signed up to the research. The 20 schools
selected for participation represented, where possible, national level statistics across the UK. Factors
considered included:

e Type of school — independent vs. state-funded vs. academy

e UK nation — England vs. Scotland vs. Wales vs. Northern Ireland

e Percentage of students eligible for free school meals — used as a proxy for socio-economic
grade of children at the school

¢ Sex of intake — mixed vs. single-sex (boys/girls)

The survey was disseminated as part of a wider PSHE lesson, designed by PSHEA, about research rights and
consent. Each school delivered the lesson to at least 50 students in an assigned year group.

Disseminating the survey in classrooms meant students were able to complete the survey independently,
without parental involvement, while still being in an environment that felt familiar to them with the appropriate
safeguards in place. This aimed to mitigate some of the challenges associated with alternative dissemination
routes, like research panels, providing children a private but safe space to encourage honest responses. It also
meant that within each school, all children had an equal opportunity to take part in the research, compared
with a panel approach, where parental registration would be necessary.

Note: though this dissemination method was selected with the aim of improving children’s engagement with the research and
maximising honesty, it is nevertheless subject to certain potential limitations. Please see the ‘Considerations for this report’ section
in the Introduction for an explanation of these.

After completing the survey, children were given time for reflection and safeguarding. Molly Rose Foundation
additionally provided ‘Where To Find Help’ cards® to schools that had taken part.

Dissemination of the lesson and survey took place in the summer term, between 29™ April — 27% June 2025.

Data processing

Data from all respondents was cleaned in preparation for analysis. New variables were coded, including total
scores for exposure to multiple different content types. For some variables, categorical responses were coded
into numeric variables, and then subsequently recategorised into groups for analysis.

To account for slight differences in the number of responses received from each school, the data was then
weighted so that responses from each school represented an equal proportion (5%) of total sample. The
minimum weight was 0.59, and the maximum was 1.90.

6! PSHE Association, 2025

62 Molly Rose Foundation, ‘VWhere To Find Help’ Cards, 2025
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