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Executive Summary

01

Motivation and mindset
drive reading identity

People's reading behaviour is shaped by
intrinsic motivations (enjoyment, curiosity,
self-improvement) and mindsets:
whether they have a growth or fixed
attitude toward reading, and whether
they see themselves as readers. These
internal drivers matter more to
engagement than demographics. Social
influences (family, teachers, peers) and
the context in which reading occurs
(outside drivers vs. personal interest)
further shape whether and how people
read, with some defining reading broadly
(including digital or audio formats), and
others sticking to traditional books.

02

Distinct barriers segment
audiences and shape solutions

Our analysis identified four underlying
barrier patterns and clustered

audiences into six actionable segments.
These segments are differentiated by

the unique barriers they face, such as
access to books, time pressure,
confidence, or competing entertainment
options. For example, ‘Keen' readers have
high confidence and regular habits, whilst
‘Disengaged’ audiences find reading
irrelevant amid digital distractions. Some
want to read more but are held back by
practical challenges. Understanding these
barriers allows for targeted solutions,
including providing better access,
boosting confidence, or offering content
aligned to interests.
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Priority audiences span multiple
segments, requiring custom
approaches

Key groups including boys aged 10-16
and disadvantaged parents emerge across
several segments, each with different
drivers and hurdles, rather than just one
homogeneous set of needs. Effective
engagement first requires understanding
which barriers and motivations are most
pressing for each group. Then,
interventions can be designed, creating
clear connections between the benefits
of reading and the priorities of a given
segment. This way, reading can be
framed as fitting in with — or as an
extension of — existing interests, rather
than an alternative.



The

Keen

Frequent and enthusiastic
readers, the Keen make
reading an integral part of
daily life. They naturally
find time for books,
prioritising reading as an
enjoyable, routine activity.
Motivated by an intrinsic
love of reading, they
encounter no significant
barriers.

Gen X / Baby Boomers,
female, most likely to
be white and of a higher
soc ioeconomic grade
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Introduction to the Segments

The Self-
Conscious

Relatively frequent readers

who seek connection,
the Self-Conscious enjoy
sharing reading with
others. Their sociability
motivates them to read
but canalso act as a
barrier, heightening
sensitivity as to how
reading is perceived by
others.

Millennial, highest
proportion of unemployed
and ethnic minorities

The
Modern

Regular readers who
favour digital formats, the
Modern navigate barriers
(limited access to
libraries/ bookshops,
concerns about cost) with
a receptivity to new ways
of accessing content. A
preference for online
formats reveals a shift
away from traditional
reading spaces.

Older Gen Z and Millennials,
least likely to live near
bookshop/ library

The
Distracted

Occasional readers, the
Distracted struggle to
maintain engagement
with books. Despite
interestin reading,
motivation is undermined
by digital distractions,
making it difficult for them
to focus or form sustained
reading habits.

@

Older Millennials and Gen X,
more likely to be graduates
and live 1in urban areas

The

Disengaged

Minimal readers who lack
intrinsic interest in
reading, the Disengaged
show little enjoyment
inreading as an activity
onits own. They can

be motivated to read in
relation to existing
interests but are likely
tofind reading boring,
preferring TV / film, going
online or using their phone
instead.

Savanta:

The

Unconfident

Infrequent readers who
struggle with reading, the
Unconfident face
challenges with skills and
confidence. Prior
difficulties and, for some,
disabilities affecting
reading contribute to low
reading enjoyment, and
as such this group lack
motivation to read.

Gen Alpha, Gen Z and
younger Millennials, active
social media users with low
reading enjoyment

Gen Z and younger
Millennials, male, high
proportion of ethnic
minorities, higher levels
of disability
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Background to
the Research

Reading engagement is
fundamental to educational
attainment, cognitive development,
and lifelong opportunity. However,
recent evidence reveals a stark
generational decline: only one in
three children and young people
aged 8-18 report enjoying reading
in their free time, whilst just one in
five read something daily. This
decline extends beyond childhood,
with adults citing barriers including
time pressure, low confidence, and

limited access to relevant materials.

In response, the government has
commissioned The National Year of
Reading 2026 - a private/public
funded collective action campaign.
The campaign will be led by the
National Literacy Trust in
collaboration with a consortium of
leading literacy organisations,

publishers and other partners. This
research (supported using public
funding by Arts Council England) will
lay the foundation for that campaign
by developing a robust audience
segmentation framework focused
on two priority groups: boys aged
10-16, and parents/carers from
disadvantaged communities —
representing both the greatest
need and opportunity for
intervention. The third priority group
for the campaign is children under 5
and their families.




05 | MANY WAYS IN | AUDIENCE SEGMENTATION

Resea rC h Supyported using public funding by Arts Council England, the National Literacy Trust

commissioned Savanta to conduct research to understand reading engagement patterns,

O b 1 e Ct iv eS attitudes, and behaviours across priority audiences, to help ensure that the 2026 national
J reading campaign effectively reaches and motivates those who need it most.

01
02
03
OL
05

Deepen understanding of attitudes and behaviours towards reading amongst priority groups and wider audiences, identifying both
explicit barriers and implicit enablers.

Map the full spectrum of reading experiences as a broad, evolving cultural practice across informal, digital, social, and independent
formats.

Identify meaningful audience segments based on relationships with reading, motivations, values, and lived experiences rather than
demographics alone.

Surface key drivers and opportunities through behavioural science frameworks (COM-B) to identify specific touchpoints where
targeted messaging can create meaningful behaviour change.

Lay groundwork for the national campaign by providing creative agencies with clear audience profiles.

Savanta:
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Methodology

Our approach involved four key phases, each building on the previous stage to
deliver comprehensive insight into reading attitudes and behaviours.

PHASE 1 > PHASE 2 > PHASE 3

Rapid evidence review Exploratory qualitative Survey of adults

interviews and children

Rapid evidence review

of 22 UK studies which
identified gaps in audience
understanding that needed
to be captured.

Qualitative research with Comprehensive survey of
29 participants (4 focus 6,149 UK adults and children
groups + 13 interviews) aged 10+.

including boys aged 10-
16, disadvantaged parents,
and adults who don't see
themselves as readers.

Boosts of priority audiences
were applied including
parents, disadvantaged
households, and those from
minoritised ethnic groups.

The COM-B framework
for behaviour change was
embedded in the survey
design to provide clear
insight into potential
interventions.

Savanta:

PHASE 4

Segmentation and
Key Drivers Analysis

A segmentation analysis
(factor & cluster analysis)
identified 6 segments based
on their primary reading
barriers.

A Key Drivers Analysis was
conducted to identify the
impact of a) demographic &
contextual factors and

b) barriers affecting
reading behaviour.
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Setting
the Scene

Reading engagement levels

MAKE BETTER DECISIONS
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The Reading Engagement Gap

Attitudes towards reading are largely positive — but other activities and distractions often compete.

100

80

60

40

20

The data reveals a positive view of reading:

DESCRIBE
THEMSELVES AS
CONFIDENT
READERS, WITH
63% SAYING THEY
ARE VERY
CONFIDENT

REPORT

GETTING

ENJOYMENT

FROM READING,

WITH 49%

SAYING THEY SELF

GET “A LOT” IDENTIFY AS
OF ENJOYMENT “READERS”

READ AT
LEAST
WEEKLY

But significant barriers to reading exist:
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29%
27%
P REPORT
& INTERESTING WORRY ABOUT DISTRACTION

CITE LACK OF CONTENT THAT
MAKES THEM

WANT TO READ

TIME AS A TOP
BARRIER TO
READING MORE

THE SOCIAL
JUDGEMENT
AROUND
READING

/
PRIORITISATION
ISSUES AROUND
READING

Many people have the desire to read — and view reading as desirable. But they face structural, social, and motivational barriersthat prevent reading from fitting into their lives easily.
Our report shows high reader identification because we measured identity separately from frequency, without distinguishing strength of identification. Other studies link the two,
counting only "avid" readers and reporting lower figures. Our approach captures the full spectrum and reveals gaps between self-perception and behaviour. (*YouGov, HarperCollins)

Many people have the desire to read - and view reading as desirable. But they face structural,

social, and motivational barriers that prevent reading from fitting into their lives easily.
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Savanta:
Engagement with Reading
There are high levels of positivity towards reading, but notable proportions Seven in ten (68%) self-identify as readers,
struggle to fit it into their lives. with 31% saying they see themselves ‘very

much so’ as readers, and a further 37%
state they do so ‘a little".

34% 23% 20% 12% 7% L% 58% 31% 11%
Increases to two Increases to one

in five (43%) of in five (18%) of

disadvantaged boys aged 10-16

parents

I'M NOT THAT

I MAKE AN EFFORT FUSSED ABOUT

I ALWAYS FIT TO READ, EVEN IF I WISH I COULD READING BUT WOULD NET : DESIRE

READING INTO MY IT'S SOMETIMES READ MORE BUT READ SOME THING I DON'T REALLY I DON'T READ AND NET : POSITIVE TO HAVE A NET : NEGATIVE
LIFE AND REALLY DIFFICULT TO I STRUGGLE TO FIT IF IT SEEMED THINK ABOUT DON’T REALLY REL ATIONSHIP POSITIVE READING REL ATIONSHIP
ENJOY IT FIND TIME IT INTO MY LIFE INTERESTING

READING WANT TO READ WITH READING EXPERIENCE WITH READING
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How People Like to Read

Traditional formats remain popular, and the majority view reading as a solitary activity in the home.

Savanta:

Format preferences: How much enjoyment people get from Genre preferences when reading in free time
reading in the following formats in their free time

8
=

100

80

60

40

20

NEWSPAPERS OR E-BOOKS (USING
NEWSPAPERS OR MAGAZINES ONLINE A TABLET, KINDLE,
MAGAZINES IN PRINT (WEBSITES, APPS,DIG E-READER, PHONE , AUDIO (AUDIOBOOKS,

PHYSICAL BOOKS (PAPER) -ITAL MAGAZINES) COMPUTER, ETC) PODCAST ,ETC) NET: NON FICTION/INFORMAT IONAL NET : FICTION/STORYTELLING

The majority (67%) read at home. Very low levels say they read - Half (48%) say that they do not share The most popular motivators for
outside the house when travelling for leisure (10%), commuting reading with other people, suggesting reading are enjoyment (44%), relaxation
(7%), at school/ work for pleasure (5%) or out and about (4%). they see it as a more solitary activity. (43%) and mental well-being (33%).
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Genre Preferences

True stories and mystery stories lead the way as preferred 82% prefer Non-fiction/ Informational
genres, with a small preference for non-fiction overall. vs. 71% that prefer Fiction/ Storytelling

Savanta:

Do you like to read any of the following in your free time?

36% 35% 31% 25% 25% 24% 23% 22% 22% 21% 20% 19% 19% 19% 17% 17% 16% 12% 12% 11% 11% 9%

TRUE STORIES

MYSTERY STORIES

HISTORY

ADVENTURE STORIES

CURRENT EVENTS/NEWS
FANTASY STORIES

TRAVEL AND PLACE

ROMANCE STORIES

SPORTS

FUNNY STORIES

SCIENCE FICTION
TECHNOLOGY

SCIENCE AND NATURE
SUBTITLES WHEN WATCHING TV
HOW-TO GUIDES

ANIMALS AND WILDLIFE

FACTS AND RECORD BOOKS
FAN FICTION

RELIGIOUS TEXTS OR FAITH-BASED BOOKS
COMICS/GRAPHIC NOVELS/MANGA
POETRY

SELF IMPROVEMENT OR PERSONAL DEVELOPMENT
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Social Aspects of Reading and Influences

Personal interest has a strong influence on reading, but the social connection and impression that comes from it is prevalent.

Who or what most influences what you choose to read in your free time?

18% 16% 15% 14% 14% 13% 11% 10% 10% 7% 7% 7% 5% 5% 5% 5% 3%

20%

Friends (35%), partners (28%) and other family members (26%) are the most common personal connections in one's lifethat read at least once a week.

32%
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Savanta:

Social Aspects of Reading and Influences

Personal interest has a strong influence on reading, but the social connection and impression that comes from it is prevalent.

How often do you do each of the following?

(SHOWING NET: AT LEAST ONCE A WEEK)

50

40

30

12%

TALKING WITH SHARE INTERESTING ASK OTHERS FOR TAKE PART IN
OTHERS ABOUT THINGS WITH OTHERS RECOMMEND BOOKS OR BOOKS OR CONTENT BOOKCLUBS OR
THINGS YOU VE READ TO READ ARTICLES TO OTHERS RECOMMENDATIONS READING GROUPS

Strong agreement with statements
around social motivators to read

50

40

30

I LIKE IT WHEN PEOPLE PRAISE I READ BECAUSE I WANT OTHERS

ME FOR READING OR LEARNING TO SEE ME AS SUCCESSFUL
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Savanta:
Generational Reading

Over half say they do not share reading with others, however the majority of children aged 10-16
say they talk about, or would like to talk about, reading in the home.

In which of the following ways do you share reading with other people?

18% 16% 5% 4% 4% 3% 1% 48%

I READ TO MY CHILD/
GRANDCHILD/OTHER
RELATIVE

I TALK ABOUT BOOKS
STORIES, OR READING I READ TO A FRIEND
WITH OTHERS OR SOMEONE ELSE

I READ TO YOUNGER
CHILDREN (AT SCHOOL I READ TO AN OLDER I READ TO A YOUNGER I DON'T SHARE
ETC.) I READ WITH SOMEONE REALATIVE REALTIVE READING WITH OTHERS

8 O 0/ Of Boys and Girls aged 10-16 say they talk about books, 6 LI'O/ Of Boys and Girls aged 10-16 say they would like to
0 reading, or stories with a parent, carer or grandparent 0 talk more about books, reading, or stories with a parent,
carer or grandparent at home
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Libraries

The importance and decline
of physical access to reading.

Wider research highlights ongoing
generational declines in being able to
access reading outside the home, whether
this be in bookshops or libraries — our
research finds similar themes.

" 4
-

What Does Access Look Like

Research carried out by Ipsos for the Department of Media, Culture and Sport (DCMS)
finds that two thirds of UK adults (66%) have not used a library in the past year, with
recent decades showing concerning declinein library engagement across England.

Net expenditure by local authorities on public libraries fell by 47% in real terms
between 2009/10 and 2022/23, from £1.2bn to £673m.

DCMS analysis estimates 2,877 static libraries are currently open, with 276 closures
(not replaced or relocated) since 2010.

Barriers to Library Engagement

Key barriers to increased library use are wide ranging, and whilst accessibility is
crucial, research finds that limited awareness of services/activities, time constraints,
social identity concerns, personal relevance, and availability of alternatives are all
potent barriers to engagement.

Evidence from this Research

Access emerges as a theme within this research too, with approaching three in
ten (29%) saying that they do not live near a library, and around half (48%) saying they
do not live near a bookshop.

Furthermore, around one in ten (11%) say that the cost of getting what they want to
read is a primary barrier to them reading more in their free time.



AL
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Engaging
readers

Drivers, motivations and
barriers to reading

MAKE BETTER DECISIONS
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Vlotivations to

Savanta:

Reading in Free Time

Motivations for reading are often multilayered and interconnected.

However, we have employed a factor analysis to distill the
motivations to read in one’s free time to five core factors.

Ol 02

03 O4L 05

Seeking out information,
satisfying curiosity, building
and developing skills

Personal enjoyment,
feeling(s) of relaxation and
escapism, benefits to
mental wellbeing

Where reading has been

Based on social Reading to pass the time,

recommendations and the something to turn to so long established that it
connection felt with when bored is inherently part of one’s
others fromreading, as routine

well as impressing others

through reading
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Universal Reading Motivators

Inherent enjoyment as well as the relaxation and mental wellbeing benefits are the biggest motivators toread. e evowment(7sx) @ LEARNING (50%) @ CONNECTION (25%)
@ PASSING TIME (20%) @@ HABIT (19%)

Savanta:
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ITHELPS ME ESCAPE OR TAKE A
BREAK FROM EVERYDAY LIFE
ITHELPS ME FEEL CALM

| WANT INFORMAITON OR NEED
TO LEARN SOMETHING

I'M CURIOUS ABOUT
SOMETHING NEW

TO IMPROVE MYSELF OR
DEVELOP NEW SKILLS

[ ENJOVY IT

Q21. What are the main reasons or motivations that you read in your free time? Base: All respondents (n=6,149)
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Enjoyment

Reading for enjoyment, relaxation, and escapism is the dominant motivation to read.

Whilst enjoyment as a motivator is widespread across all age groups, it is most
apparent for the middle aged at 35-44 (20%) and older adults aged 65+ (20%), as well
as for those of a higher socioeconomic grade.

8%

say factors such as
enjoyment, relaxation,
escapism, calmand
wellbeing motivate
themtoread

Those who consider themselves to be ‘readers’ are notably more likely to be motivated to read
by inherent enjoyment (79%) than those who do not self-identify as readers (21%). Furthermore,
those who are confident in reading have an inner enjoyment and recognition of the mental and
personal benefits they experience (96% are driven by this motivator group vs. 3% of those who
are not confident in their reading).

Those who have an existing positive relationship with reading (that is, they make an effort tofit it
into their life) are also highly likely to be motivated by this inherent personal enjoyment (67%).

Nearly half (47%) of those whose top free-time activity is watching TV/Videos/Films are motivated
65% 7 90/0 7 90/0 83% to read by this factor.

Approaching half (46%) of those who say they prefer doing things they already know they enjoy
are driven by this motivator group, with over half (53%) of those who like trying new things
saying the same.

OF
OF BOYS AGED OF GIRLS AGED OF PARENTS/ DISADVANTAGED
10-16 10-16 CARERS PARENTS Q21. What are the main reasons or motivations that you read in your free time? Base: All respondents (n=6,149)
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Learning

Savanta:

Information-seeking factors are the second most prevalent motivators to read.

00%

say they are motivated to
read by factors such as
curiosity, wanting to find
out more about topics,
and improving knowledge
and skills

208% | 56% | 91% | 52%

0 o 0 o

) G G
OF

OF BOYS AGED OF GIRLS AGED DISADVANT AGED

10-16 10-16 OF PARENTS PARENTS

Men are more likely than women to say they read because they want to learn something/
improve themselves, and younger adults aged 25-34 are the most likely to be motivated by
this factor.

Information-seeking is a key motivator for those who describe themselves as ‘readers’, with
three in four (74%) saying that this is a primary motivator, compared to just a quarter (26%) of
those who do not recognise themselves as readers.

Those who enjoy non-fiction are significantly more likely to be motivated by this (94% vs. 75% of
those who prefer fiction), as well as those who are confident in reading (95%). Over a third (35%)
who view readers as ‘smart’ also see this to be the primary motivator to read, more so than any
other motivator type.

Whilst those who have a preference for physical books (92%), online (78%) and print newspapers
(76%) are motivated by curiosity and self-improvement, those who enjoy audio formats (such as
audiobooks and podcasts) are most represented in this motivator group (69%) compared to other
types of motivation.

Those who enjoy learning new things are significantly more likely to be motivated by
information-based factors than any other motivational factor (7 4%).

Q21 . What are the main reasons or motivations that you read in your free time? Base: All respondents (n=6,149)
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Connection

Social factors are not highly prevalent motivators, with a quarter of the public stating these are their primary motivators.

@é}] Men and women are equally likely to value the social interactions that come from reading, and
higher proportions of younger audiences, ages 10-16, select this motivator group compared
0 to any other (15%). Broadly, social factors are most popular with younger audiences rather than
2 5 /O older ones, and those in urban areas.
say social factors such as
personal recommendation, Four in five (80%) of those that self-identify as ‘readers’ say that the positive social implications
opportunity for discussion of reading, that is connection and impressing others, are primary motivators for them to read,
and connection, and compared to just one in five (20%) of those who do not identify as readers. Additionally, the vast
impressing others are majority of those who identify social factors as primary motivators are also confident in their
driving them to read reading ability (95%).

For those who have a positive relationship with reading, social motivators are seen to be highly
important (69% select this as a primary motivator), suggesting that the social impacts of reading
could be demonstrated to enhance the positive perception of reading.

0 0 0 0

LO% | 41% | 29% | 31%

S— S— — Those who enjoy sharing interesting things to read with others are directly motivated to read by
social factors more so than any other group (40%). Furthermore, those who are part of book clubs
(25%) and actively go out and borrow books or other things from a library (28%) at least once a
week are most represented in this motivator group.

OF
OF BOYS AGED OF GIRLS AGED DISADVANTAGED
10-16 10-16 OF PARENTS PARENTS Q21 . What are the main reasons or motivations that you read in your free time? Base: All respondents (n=6,149)
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Passing Time

One in five turn to reading when they feel bored and are wanting to pass the time.

< k ) Men are notably more likely to be driven to read out of a sense of boredom, and whilst this
motivation is split across age groups, it is most prevalent amongst younger adults between

ages 17-44.

20%

0

Non-readers are most represented in this motivator group (38%), presenting an opportunity

say boredom and passing the to show the accessibility and benefits of reading as a time-passing activity over and above
time are primary motivators other activities, that currently self described ‘non-readers’ might find easier or more
enjoyable. Furthermore, those who are only ‘'somewhat confident' in reading are also most
likely to be motivated by this factor (35%) again highlighting how reading as a tool to pass
the time could be stressed and made more accessible to a less confident audience.

to themreading

Those who want to make time to read but currently struggle to over-index on this motivator (40 %)
and this presents a challenge: those who feel the most time-poor are motivated to read most
intensely when they have free time.

o o o o

25% | 22% | 19% | 17% R | | o
Looking at wider activities, nearly half (47%) of this group say they like to spend their free time

— — — watching TV/videos/films, and they also over-index in browsing social media (30%), playing video
games (28%) and enjoying sports/ exercise (23%) — connecting reading to activities they are
already choosing to doin their free time is an opportunity to increase motivation to read.

OF
OF BOYS AGED OF GIRLS AGED DISADVANT AGED
10-16 10-16 OF PARENTS PARENTS Q21 . What are the main reasons or motivations that you read in your free time? Base: All respondents (n=6,149)
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Habit

Whilst reading already being a part of one's routine is not a wide motivator; it is important for those who have already integrated reading into
their daily lives to keep up the already established habit.

Savanta:

Women are slightly more likely to say that reading makes part of their routine, and older adults
are significantly more likely to select this as their primary motivator compared to younger
adults and across all different motivator groups.

[

9%
1 9 0 Reading being a part of one's routine, and this being what motivates them to read is
overwhelmingly likely for those that self-identify as ‘readers’ (92%). Unsurprisingly, itis also
say reading is part the most prevalent motivator for those that are confident in their reading ability (99%) and
of their routine read at least weekly (91%).

Those that have a positive relationship with reading, (that is, they make time for it) are most
represented in this motivator group (88%). Additionally, those that talk about reading at home
are most likely to say that reading is already part of their routine (93%) — suggesting a link
between a home environment, whether that be family or partners, that is conducive to reading
and the creation of reading as a habit, further supported by the fact that four in five (80%) of this
group read at home.

o o o o

18% | 23% | 21% | 23%
Genre preference is wide ranging, however, this group over-indexes on true stories (47%), mystery
(46%) and history (43%) genres. Outside of reading, over two in five (44%) say they watch TV/
videos/ film in their free time, and this is equal to their propensity for reading (44%). Additionally,
reading as a free time activity is most represented in this motivator group over any other.

OF
OF BOYS AGED OF GIRLS AGED DISADVANT AGED
10-16 10-16 OF PARENTS PARENTS Q21 . What are the main reasons or motivations that you read in your free time? Base: All respondents (n=6,149)
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Barriers to Reading

A factor analysis of the tested barriers distilled the barriers to
reading into four key themes.

Ol 02 03 O4

Competing activities, distractions, Peers' perceptions, Reading confidence, perceived Library/ bookshop proximity
and a struggle to find interesting self-consciousness, difficulty, concentration issues

content “coolness” concerns
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Universal Reading Barriers

Distraction stands out as the most prevalent barrier to reading,
but the way the barriers interact reveals greater complexity

® Priority (61%) @ Social (61%)

® Skills (19%)

® Access (15%)

29% 24% 21% 18% 18% 12% 11% 9% 8% 8% 7% 6% 5% 5% 4% 2%
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Q16 . What are the top three things that stop you from reading more in your free time? Base: All respondents (n
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A lack of engagement and skills have by far
the greatest impact on likelihood not to read

Savanta:

Those Total sample Adults Children
Aged 10+ Aged 17+ Aged 10-16
who say...

“Reading is
boring” are...

“I'm notgoodat 00 Qe o Qe P more likely
reading” are... to say they
don’t read

‘I find reading
difficult” are...
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Introduction to the Segments

N -

The The Self-

Keen Conscious

Confidentand
enthusiastic, this
segment experience
no significant barriers
to reading. They
routinely prioritise
reading as an integral
part of their daily lives.

\

The
Modern

This seiment re iort

N

The

Distracted

The
Disengaged
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