





SOCIAL MEDIA TRENDS

TREND 6

Younger Brits
increase L 14E
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The percentage of consumers spending three plus hours
on social media per day has increased by +4 points to 32%.
The increase comes primarily from Brits aged 31-49, who
are now +5 points more likely to indulge in 3-hour-plus
daily social sessions (to 30%). Despite this, this age group
is most likely to say they spend 1-2 hours online each day.



How long Brits spend on social Consumers aged 18-30 have also increased
. - the amount of time they spend online,
media daily

recording a +3 point increase in sessions
over three hours since last year, to a sizable

54%. Under 30s spend the most time on
None - 6% social platforms overall, being most likely to
spend 3-4 hours each day.
Older Brits (age 50-65) typically spend up to
30 mins-1 hour _ 21% an hour on social media each day, and only

14.5% spend more than three hours. When
1.5 il _ 27.5% it comes to the biggest doomscrollers,
women are twice as likely to spend 6+
A _ 21% hours a day on social platforms (6% versus
3% of men). At the other end of the scale,
over 50s are significantly more likely to
5-6 hours - 7%

say they spend less than 30 minutes (or no

time at all) on social per day: 37% versus
D

>6 hours just 6% of under 30s.



TREND 7

TikTok leads

social media

platform []{I)]

All the social media platforms in our survey have
failed to chalk up notable growth in daily users
over the last year - with TikTok being the singular
exception. TikTok has increased daily users by +6
points to 35%. At the same time, the platform has
attracted net new users, with the percentage of Brits
who never use it having declined from 47% to 38%.




With daily usage of Youtube seeing only a negligible
increase (to 41.5%), TikTok is edging closer to
becoming the nation’s third-most popular social
media platform. Consumers aged 31-49 are primarily
responsible for TikTok’s growth, with a +7 increase in
daily users among this age group (to 32%). However,
TikTok’s biggest user group is the under 30s, 61%
of whom use the platform daily following a +4 point
increase. This makes TikTok as popular as Instagram
for this age group.

Meanwhile, Facebook’s largest user group is made up
of those aged 31-49, 65% of whom use it daily (up +4
points since last year). Interestingly, the age profile

of X has shifted in the last year, moving from being
evenly distributed, to being dominated by the under
30s: 26% of 18-30s use X daily, compared with 22%
31-49s and 17% of over 50s. X has also obtained net
new users among the under 30s, with the percentage
who never use it decreasing by -5 points to 26%.




How many Brits use social media platforms daily

55.5%
Instagram -
43/0 41 5(,/TkT K
35%

Snapchat

23% 21.5%

Linkedin

1 1 % Pinterest

% Twitch BeReal

45% 39




PRINT AND DIGITAL CONTENT TRENDS

TREND 8

Under 30s are
digging into &1
EFEEE content

Brits aged 18-30 have increased their readership of digital
magazine content in 2025. Following a +7 point jump, more
than a third access it every week (33.5%). This means the

under 30s are now more likely to read digital magazines than
31-49-year-olds, who were the previous biggest consumers.




Overall, digital magazines record a +3 point increase
in the number of consumers reading them each

week (to 27%), while digital news sites experience a
small decline (to 65%). The over 50s are the biggest
consumers of digital news, with 71.5% accessing it at
least once a week. However, this represents a -6 point
decline on last year. The 31-49-year-old age group has
also reduced its weekly consumption of digital news by
a few percentage points (to 68%), while under 30s have
slightly increased it (to 55%).

High income households are more likely to read digital
content regularly - ability to pay for subscriptions

no doubt plays a role. We see that 82% of those with

a household income in excess of £75k access digital
news weekly (versus 59% with a household income
below £35k), while 52% access digital magazine
content every week (versus 22%). There's also a gender
split when it comes to digital news: 72.5% of men say
they access it weekly, in comparison to 59% of women.




How often Brits access digital news and magazine content

News Magazine

Daily: 32% Daily: 6%

A few times a week: 20% A few times a week: 11%
1-2 times a week: 13% 1-2 times a week: 10.5%

A few times a month: 7.5% A few times a month: 10%
1-2 times a month: 4% 1-2 times a month: 8%
<Once a month: 7% <Once a month: 15%
Never: 16% Never: 41%




TREND 9

Newspapers[ntLCGE
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While the tradition of the daily newspaper seems to be over, printed
papers aren’t completely dead. The percentage of Brits reading a paper
“a few times a week” has been modestly growing over the last few
years, rising from 8% in 2022, to 11.5% in 2025.

Combined with the 7% of consumers who do still buy a daily tabloid or
broadsheet, that's 18.5% of the population reading a physical newspaper
multiple times per week, while a further 8% pick one up “once or twice

a week”. Newspaper readership is seeing growth among younger
consumers: under 30s register a +6 point increase in weekly use.



However, at the same time, consumers over 50s are reducing
their newspaper consumption. Only 24% of 50-65-year-olds
read a newspaper weekly (down -9 points since last year). In
2025, its consumers aged 31-49 who are most likely to

read printed papers overall: 28% read one weekly, but this
segment fails to record any growth.

Interestingly, men are significantly more likely to engage
with physical newspapers than female consumers (32%
versus 21% read papers weekly). They're also more likely

to read printed magazines on a weekly basis (25% versus
20%). Overall, 22.5% of the population read printed magazines
every week, with the biggest consumers being 18-30-year-olds
(26.5% read mags weekly).

Higher earners over-index for reading newspapers and
magazines regularly: 48% of consumers with a household income
over £75k read a paper every week compared with 23% of those
with a household income under £35k, while 44% read print
magazines on a weekly basis versus 18% of lower earners.



How often Brits read print newspapers and magazines

Newspapers Magazines

Daily: 7% Daily: 5%

A few times a week: 11.5% A few times a week: 8%
1-2 times a week: 8% 1-2 times a week: 10%

A few times a month: 9% A few times a month: 10%
1-2 times a month: 5% 1-2 times a month: 8%
<Once a month: 18% <Once a month: 21%
Never: 42% Never: 39%




TREND 10

Younger consumers
increase spending

Tcontent

subscriptions

Despite the pressure of the cost of living in 2025, content
subscriptions are performing well: 37% of Brits are paying to
subscribe to a digital or print publication, which is +7 points more
than last year. Today, consumers aged 18-30 - already the biggest
spenders in content subscriptions — are +10 points more likely to
be paying for a subscription (51% of this age group has one).




How many Brits have
content subscriptions

18%

Digital content sub

Print content sub

4.5%

11%

Digital and print subs

Likewise, consumers aged 31-49 are +8.5 points
more likely to have a content subscription this year:
37% have at least one. The over 50s are the least
likely to be paying for content, but 24.5% have at
least one subscription.

Household income plays a big role in likelihood to
pay for content: 65.5% of higher earners have a
content subscription versus 32% of lower earners.
However, we also see that gender plays a role, as
significantly more men pay for content than women
(45% versus 30%).

Overall, digital content subscriptions dominate:
19% of consumers say they subscribe to digital
content, versus 5% who have a subscription to
a print publication (although a further 13% have
subscriptions to both types of publications).
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into media usage habits?
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