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October 2019 Methodology
Update

UKOM



New developments in UK online audience measurement and
changes in online universes

Effective with October 2019 data released in November 2019, the UK comScore audience product suite (MMX Multi-
Platform, MMX, Video Metrix, Mobile Metrix) benefitted from several methodology enhancements. Related to these
enhancements, reported data may show a break in trend. For additional information, please see the

The enhancements include:
* Improved Android Collection/Reporting (MoMX/MMX MP)
* Improved iOS Collection/Reporting (MoMX/MMX MP)
* Updated Mobile Universe Estimate* (MoMX/MMX MP)
* Android Duration Methodology Enhancements (MoMX/MMX MP)
* Minor Mobile iOS Panel Processing Updates (MoMX/MMX MP)

*The updates to the mobile universe estimates results in a market share shift between iOS and Android within the total
mobile population. These updates are being made to better align digital universe estimates with expectations from the
market in anticipation of future cross-platform product offerings. UK universe estimates are transitioning from being
informed by Mobilens to being informed by PAMCo (the same source used by all other Comscore digital products).

UKOM


https://mymetrix.comscore.com/app/cmdata/UK%20October%202019%20-%20Digital%20Audience%20Product%20Enhancements.pdf
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Breakdown of Digital Unique Visitors by Platform

Total Unique
Visitors (000s)

All Tablets Desktop All Smartphones Mobile Total Digital
Population

«
Source: Comscore MMX Multi-Platform, Desktop age 6+, Mobile age 18+, December 2019, UK. U K

- C o I ' ' S C o re MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps. Desktop refers to Setting the industry standard for

desktop, laptop and notebook. Total mobile refers to smartphone and tablet usage combined online audience measurernent



Share of Minutes by Platform

Mobile Devices now account for 81% of all adult online minutes

Share of Total Minutes 18+

All Tablets
14%

Desktop
19%
All
Smartphones
67%
Source : Comscore MMX Multi-Platform, Adults 18+, December 2019, UK UK «
MMX Multi-Platform in Iddktpbwgdktpd streams, smartphone browsing & apps, tablet browsing & apps

- Ill Setting the industry standard for
Co Score *Desktop refers to ‘Desktop, laptop and notebook. Total mobile refers to smartphone and tablet usage combined EHung the industry standard 1o

online audience measurement



Platform Unique Visitors by Age

. Audience by Platform by Age - Unique Visitors (000s)

Y 9,500 9,435
8,523

7,755 7,664 7,961

5,326 5,515 5,272 5,631

4,289

3,626 3,558 3,749

1,813

18-24 25-34 35-44 45-54 55+
Desktop ® All Smartphones All Tablets

«
Source: Comscore MMX Multi-Platform, Adults 18+, December 2019, UK U K

. Co m Score Setting the industry standard for

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps anline audience measurerment



Average Time Spent Online Per Day by Age & Gender

Average time spent online decreases with increasing age

y I
7 =/ Average Time Spent (Hrs:Mins) Per day by Age and Gender — Dec 2019
[ 1
04:17
03:55 03:42
. 03:36
03:25 03:27 03:14
I I )
18+ 18-24 25-34 35-44 45-54 55+ Males: 18+ Females:

18+

Source: Comscore MMX Multi-Platform, Adults 18+, December 2019, UK UK h ”

comscore g e sy mﬂ
MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps measurement




Average Time Spent Online Per Day by Age & Gender

Adults spend 3x longer on mobile devices than desktops each month

7, -
L { Vi Average Time Spent (Hrs:Mins) Per day by Age and Gender — Dec 2019
[ 1
; 03:50
03:20 03:16
02:58 03:06 02:56
02:40
02:13
. . 01:05 . 01:05
00:59 0048 01:00 00:59 I 00:59 0052
18+ 18-24 25-34 35-44 45-54 55+ Males: 18+ Females:
18+

® Mobile Desktop

Source: Comscore MMX Multi-Platform, Adults 18+, December 2019, UK UK.M

comscore Stng e sty s
MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps £ measure



Average Minutes per Visit by Platform

Mobile visits are shorter

Average minutes per
visit by platform

Total Digital Population Desktop Mobile

Source: Comscore MMX Multi-Platform, Adults 18+, December 2019, UK U K g A

Setting the industry standard for
MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps online audience measurement
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Platform Share of Minutes by Age & Gender

18-24s & females spend greatest share of time on mobile devices

Share of Minutes

% 19%
Smartphone share

18-24 12%  12% decreases with increasing

2534 % 6% age but 55+ have the
greatest tablet share

35.44 % 19%

6% 19%

20% 26%

Females 18+ spend 85% of
their time online on

. 0, 0, (o) o .
Viles: 15+ % s mobile devices compared
Females: 18+ o6 15% to only 76% for males.

B All Smartphones All Tablets Desktop

7

«
Source: Comscore MMX Multi-Platform, Adults 18+, December 2019, UK U K

- C o I I l S C o re Setting the industry standard for
MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps

online audience measurement




Platform Share of Time Online by Social Grade

Smartphone share increases as social grade decreases

Platform Share of Minutes by Social Grade
100%

80%

60%

40%

20%

0%
A - Upper Middle B - Middle Class C1 - Lower Middle C2 - Skilled D - Working Class  E - Those at Lowest
Class Class Working Class Level of
Subsistence

<
Source: Comscore MMX Multi-Platform, Adults 18+, December 2019, UK U K

- C o I I l SCO re lti-Platf includ ktop b ; K id ) h b . blet b ! for dsi Setting the industry standard for
MMX Multi-Platform includes Desktop browsing, Desktop video streams, smartphone browsing & apps, tablet browsing & apps for tagged sites & apps. online audience measurernent
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Multi-Platform Usage

Over a third of UK Adults are now Mobile Only

7%

Desktop only UV

~134%

— Mobile only UV

15.2 m adults are now
mobile only

7 1 7

59%
Multi-platform

Source: Comscore MMX Multi-Platform, Adults 18+, December 2019, UK U K M

- C o I I l S Co re MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps. Total mobile refers to Setting the industry standard for

smartphone and tablet usage combined online audience measurement




‘Mobile Only” Audience Reach by Age & Gender

Females are more likely to be ‘mobile only’ than males

34% 34%

18+ 18-24

s comscore

Mobile Only Reach (%) by Age and Gender

37%
’ 36%
34%
25-34 35-44 45-54 55+
Source : Comscore MMX Multi-Platform, Adults 18+, December 2019, UK

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsin

38%

30%

Males: 18+ Females: 18+

UK.U\V/H

Stt gth dstrytandrdf
g & apps e measurs)



‘Mobile Only’ Audience Reach by Social grade

Lower social grades are more likely to be ‘Mobile Only’

Mobile Only Reach (%) by Social Grade

68%

52%
43%
13% 12%

38% l I

A - Upper Middle B - Middle Class C1 - Lower Middle C2 - Skilled Working D - Working Class  E - Those at Lowest
Class Class Class Level of Subsistence

Source: Comscore MMX Multi-Platform, Adults 18+, December 2019, UK U K

) comscore R et | | VRO

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps d| ce measurerment




Top Properties: Total Digital
Population




Top 20 Properties by ‘Unique Visitors’ - Total Digital Population

Google reaches 99% of the UK Online population

/ — .
7 = 74 Google Sites
= = Facebook

Amazon Sites

Microsoft Sites

Reach Group

News UK Sites

BBC Sites

Mail Online / Daily Mail
Apple Inc.

Verizon Media

eBay

Independent & ES (ESi Media)
PayPal

Sky Sites

Wikimedia Foundation Sites
The Guardian

Twitter

Hearst

Sainsburys

Telegraph Media Group

) comscore

Total Unique Visitors/Viewers (000s) = 50,089

T 49,515
T 44,213
T 43,763
42,749
A 40,158
e 38,417
T 36,068
e 35,402
——— 33,770
e 33,521
A 32,007
e 31,054
—— 29,966
e 29,075
e 26,539
E——— 25,052
e 25,013
E—— 24,869
E—— 22,939
R 20,633

Source: Comscore MMX Multi-Platform, Desktop age 6+, Mobile age 18+, December 2019, UK
MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps

Google’s properties
now reach 98.9% of
the UK population

U K*‘ ‘-lﬁjjj;.__.;jfj..-

Setting the industry standard for
online audience measurement



Audience Breakdown of Top 6 Sites: Media Titles > 4 million visitors

YouTube reaches more than all Facebook properties combined

1 Total Unique Visitors (000)

/, =

7 Google sites | o 5 15 Microsoft Sites NG 42,749
4 Bing [N 24,126
=7 oo I 7 5! sl —————— Kok

voutuse.com [ -5 7. Outlook (Outlook.com) [N 14,813
anproip.coM [ EEGN 17,271 OneDrive [l 4,200

Blogeer [ 7,170 Reach Group NN 40,158
Mirror Online | N NN 29,150

ExPRess.co.UK | 23,678
Facebook _ 44,213 MANCHESTEREVENINGNEWS.CO.UK Il 10,351

Facebook And Messenger ||| GGG 23075 BIRMINGHAMMAIL.cO.UK [N 7,571
LIVERPOOLECHO.CO.UK
wsacravicov | 27,350 - 055

DAILYSTAR.cO.UK [ 6,438

whatsApp ||| T 26,337 WALESONLINE.CO.UK [l 5,927

INYOURAREA.CcO.UK Il 5,691
DAILYRECORD.cO.UK [ 4,877

pmazon siees | <3763 ocouc I 4613
— D=

News UK Sites I 35,417
IMDb 14,335 '
i The sun Online I 36 005
Amazon Alexa (Mobile App) [ 4,601 Times Online [ 9,326

- C o I l l SCO re Source: Comscore MMX Multi-Platform, Desktop age 6+, Mobile age 18+, December 2019, UK Setting the industry standard for
MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps anline audience measurement



Top 20 Properties by ‘Time Spent’ — Total Digital Population

Entertainment (games/music/TV) & social media properties drive minutes

7 l| Total Mins (MM) - Total Market = 289,847

/ — / Google Sites
/ = / g
= —— Facebook

— * Spotify N 8,390
Netflix Inc. 8,010
Snapchat, Inc 1N 7,377
Amazon Sites [l 6,023
Mi ft Sit — :
icrosoft Sites Il 5,301 Properties in yellow rank in

BBC Sites Ml 4,160 :
Top 20 by minutes but not by

eBay M 3,790
Verizon Media Ml 3,683 Unique Visitors.

Twitter M 3,185

Peak Games 2,695
AppleInc. M 2,613
Bytedance Inc. 2,571
Sky Sites M 2,262
SWEATCO.IN 2,252
Samsung Group 1,842
Zynga 1,813
ROBLOX.COM 1,665
Reach Group N 1,527

73,935

40,606

UKC

Source: Comscore MMX Multi-Platform, Desktop age 6+, Mobile age 18+, December 2019, UK

- C o m S C o re MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps Setting the industry standard for
*Due to a tagging problem on Android platforms, [P] Spotify and [M] Spotify (Mobile App) were under-reported in December 2019 Mobile Metrix and anline audience measurernent
Media Metrix Multi-Platform data.



Share of Adults’ Time Online by Platform for Top 10 ‘Time Spent’ Properties

Platform split is very different for the top 10

= Share Of Minutes

| Googlesies 2% 2%
racebook ™ S /¢ %

* Spotify 90% 9%
Netflix Inc. 27% 45%
Snapchat, Inc 95% 5%
Amazon Sites 21% 18%
Microsoft Sites 44% 5% 51%

B8 sites 2% 13%
12% 2%
Verizon Medis o 3%

B All Smartphones All Tablets Desktop

Source: Comscore MMX Multi-Platform, Desktop age 6+, Mobile age 18+, December 2019, UK

- C o m S C o r MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps

*Due to a tagging problem on Android platforms, [P] Spotify and [M] Spotify (Mobile App) were under-reported in December 2019 Mobile Metrix and
Media Metrix Multi-Platform data.

Snapchat, Spotify &
Facebook have the
greatest share of time on
mobile devices

BBC, Google (Inc YT) and
Amazon have highest
Tablet share out of top 10

Of the top 10, Microsoft
Sites have the greatest
desktop share

UKC

Setting the industry standard for
online audience measurerment



Mobile usage




Mobile Reach by Platform & Access

App use is now ubiquitous

Reach of Online UK Population - Dec 2019, 18+

Total Mobile Reach 93%

N
N

= = Mobile App Reach 92%

Total Smartphone Reach 86%

86%

= Smartphone App Reach

Total Tablet Reach 48%
Tablet App Reach 48%
UKoY

- COI I Iscore Source: Comscore Mobile Metrix, Dec 2019, UK, Age 18+. Please note that ‘mobile’ includes smartphone and tablet usage combined Setting the industry standard for

online audience measurement



Minutes by Platform & Mobile Access

Smartphone apps account for 57% of all Minutes

Share of Total Minutes

Tablet App

12% IS Desktop

" 19%

Smartphones
/ Web
C =

9%

Tablets Web

3%
Smartphone App
57%
Source : Comscore I\/II\/IXI\/I Iti-Platform, Age 18 December 2019, UK «
MMX Multi-Platform includes desktop brows gd esktop video streams, smartphone browsing & apps, tablet browsing & apps

Co Score Desktop refers to ‘Desktop, laptop and notebook. Total mobile refers to smartphone and tablet usage combined Sethlngthe iAdustry standard for
- I I l online audience measurermen



Top Properties: Mobile
Population




Top 20 Mobile Properties ranked by Unique Visitors

41.8m adults accessed mobile content in Dec 2019 (via browser or app)

Total Unique Visitors/Viewers (000s) Total Mobile (18+) = 41,815

7 % Google Sites g 1,558
— Facebook e 40,690
Amazon Sites I 38,016
Reach Group I 36,375
News UK Sites e 35,874
Mail Online / Daily Mail I 32,683
Apple Inc. e 31,069
BBC Sites e 29,690
Independent & ES (ESi Media) I 27,516
PayPal e 26,398
Sky Sites e 26,151
eBay e 26,146
Microsoft Sites [N 26,022
Verizon Media e, 24,277
Hearst e 22,150
Twitter e 21,932
Wikimedia Foundation Sites . 21,828
The Guardian e 20,835
Sainsburys I 19,635
Telegraph Media Group ™ 17,482 UKOM

. Setting the ind tandard fc
- COI I lscore Source: Comscore Mobile Metrix, Age 18+. December 2019, UK etting the industry standard for

Do : online audience measurement
Please note that ‘mobile’ includes smartphone and tablet usage combined




Top 20 Mobile Properties ranked by minutes

Entertainment & Games sites more likely to feature in ‘time online’ top 20

Total Minutes (MM) Total Mobile (18+) = 230,701

7 7 Google Site:s | 55,485
= _ Facebook NN 36,405
* Spotify 8,873
Snapchat, Inc NN 7,376
Amazon Sites I 4,920 Properties in yellow rank
Netflix Inc. 4,095 in top 20 by mobile
BBC Sites M 3,600 minutes but not in the

Twitter [l 2,976

eBay I 2,708

Peak Games 2,692
Apple Inc. [l 2,598
Bytedance Inc. 2,568
Microsoft Sites 1l 2,479
SWEATCO.IN 2,252
Sky Sites 1M 2,111
Verizon Media 1l 2,072
Samsung Group 1,837
Zynga 1,772
Activision Blizzard 1,416

Reach Group M 1,331 -

- C OI I lSCO re Source: Comscore Mobile Metrix, Age 18+. December 2019, UKPlease note that ‘mobile’ includes smartphone and tablet usage combined Setting the industry standard for

*Due to a tagging problem on Android platforms, [P] Spotify and [M] Spotify (Mobile App) were under-reported in December 2019 Mobile Metrix and Media Metrix Multi-Platform data. online audience measurement

top 20 for mobile visitors



Top 20 Mobile Apps (Tablet & Smartphone) ranked by Unique Visitors

Global Brands dominate top 20 Apps

7 % YouTube

= Facebook
WhatsApp Messenger

Google Search

Facebook Messenger

Google Maps

Amazon Mobile

Gmail

Instagram

Google Play

eBay

* Spotify

Weather Channel - Native Apple
Snapchat

Apple News

Google Drive

Netflix

Twitter

Google Photos

Samsung Calculator

Total Unique Visitors/Viewers (000s) — Total Mobile App Users =41.1m

e 30,952

I 21,850
I 26,059
I 22,540
I 21,938
I 21,532
I 19,716
I 19,200
I 18,695
I 17,250
I 15,835
I 13,368
I 13,060

I 12,101

I 11,926

I 11,246

I 10,151

I 10,003

I 9,608

I 7,910

Source: Comscore Mobile Metrix, Age 18+, December 2019, UK. Please note that ‘mobile’ includes smartphone and tablet usage combined

- C OI I l SCO re *Due to a tagging problem on Android platforms, [P] Spotify and [M] Spotify (Mobile App) were under-reported in December 2019 Mobile Metrix and Media Metrix Multi-

Platform data.

UKOIVI

Setting the industry standard for
online audience measurement



Top 20 Mobile (Tablet & Smartphone) Apps ranked by Minutes

TikTok is now just outside the top 10 for total minutes

7 = YouTube
7 Facebook

= * Spotify
Facebook Messenger

Snapchat

WhatsApp Messenger

Total Mins (MM) — Total Market = 195,477

2,099
I 16,529

I 8,852

I 8,825

I 7,374

I 5,865

Google Search N 4,261
Netflix [N 4,085
Instagram N 3,830
Twitter N 2,813
Tik Tok - including musical.ly 2,504
eBay [ 2,383
Gmail W 2,326
Sweatcoin 2,252
Google Maps [ 1,688
Amazon Mobile 1,409
Samsung Pay 1,320
SoundCloud 1,209
Happy Color - Color by Number 1,141
Yahoo Mail 1,125
UK ON
- Com Score Source: Comscore Mobile Metrix, Age 18+. December 2019, UK. Please note that ‘mobile’ includes smartphone and tablet usage combined Seting the indu;w Standard -

*Due to a tagging problem on Android platforms, [P] Spotify and [M] Spotify (Mobile App) were under-reported in December 2019 Mobile Metrix and Media Metrix Multi-Platform data. anline audience measurement



Top 10 Mobile Apps by Unique Visitors split by Platform

9O of the top 10 apps are owned by Google or Facebook

) =
~ L

Total Mobile / /4 Smartphone 7

Top 10 = — Top 10 =

(Million) (Million)
YouTube YouTube 26.2 YouTube 7.3
Facebook WhatsApp Messenger 26.1 Facebook 4.3
WhatsApp Messenger Facebook 24.8 Netflix 3.1
Google Search Facebook Messenger 20.6 Instagram 2.8
Facebook Messenger Google Search 20.5 Amazon Mobile 2.8
Google Maps Google Maps 20.2 Google Search 2.7
Amazon Mobile Gmail 17.8 Apple News 2.3
Gmail Amazon Mobile 17.5 BBC IPlayer 2.1

Instagram Google Play 17.3 *Spotify 1.9
Google Pla Instagram 16.6 eBay 1.8

Source: Comscore Mobile Metrix, Age 18+. December 2019, UK [«
Please note that ‘mobile’ includes smartphone and tablet usage combined \T 4
- C OI I l S Co re *Due to a tagging problem on Android platforms, [P] Spotify and [M] Spotify (Mobile App) were under-reported in December 2019 Mobhile Metrix Setting the industry standard for

and Media Metrix Multi-Platform data. online audience measurement




Top 10 Mobile Apps by Minutes by Mobile Platform

Spotify, Netflix & eBay enter the top 10 for Minutes

. =
Total Mobile 7 /4 Smartphone 7
Top 10 = = Top 10  ——

(Billion) (Billion)

YouTube 20.6 YouTube 6.9

Facebook 16.0 Netflix 1.1

Facebook Messenger 8.8 Google Search 1.1

*Spotify 8.0 *Spotify 1.1

Snapchat 7.0 YouTube Kids 0.4

WhatsApp Messenger 5.9 Happy Color 0.3

Instagram 3.8 Facebook 0.3

Google Search 2.9 Amazon Prime Video 0.3

Twitter ) eBay 0.3

Sweatcoin 2.3 Snapchat 0.3

Spures Comocete ekle e, Age L6+, December 2019 UK e UKG

and Media Metrix Multi-Platform data. online audience measuremeant



Categories




Platform Share of Time Online by category

Platform time is influenced heavily by content and service

86% Real Estate 15%
85% Forums/Message Boards 14%

Taxes 50% Dating

Automotive 49% Weather
Airlines 48% Religion/Spiritualit 85% Jewellery/Luxury Goods 14%
Politics 45% Entertainment - Music 84% Technology 14%

«
Source: Comscore MMX Multi-Platform, Adults 18+, December 2019, UK U K

- C o I I l S C o re MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & app Setting the industry standard for

online audience measurement

Desktop total P Smartphone total
19% 1 67%
Computer Software 92% Kids 34%
Web Hosting 90% Books 30%
Autos Manufacturer 77% e-cards 29%
Family & Youth Education 73% Family & Youth 28%
Auctions 71% Entertainment 26%
Investments 61% Games 22%
Entertainment - Movies 61% General News 19%
Education 59% Retalil - Music 19%
Gaming Information 56% Search/Navigation 18%
Government 55% News/Information 16%
Business to Business 50% Department Stores/Malls 15%
| Dang | 8%
| weather | 85%
| Religion/Spirtualty | 85%
| Entertainment- Music | 84% _




Share of Mobile Minutes by Access Type by Category
Mobile App share of minutes varies by content & service

= = Mobile App v Mobile Web Share of Mobile Minutes
100%
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%
gw;c_ccméuopmngmoagoagtwg>o_9cwp8v
°°ED”wEEm28-28%:-9-:w>u:*amo-“—’g':-;>=.escsmw—
c © & - T O o 2 5 T 2 © 2 © C o > o m oL 5 % £ 8 = E
GJ(DECEOGJIC>GC)OEOQLJ.E°§$UCC|_WEOEE§EE“J‘£',C
9 ' 't m 3 503u$8""m> = 3 W o 0 =< 8w e Yo
) I < T O > £ x I Tz — 3 5&E 0% 580 g 3
S S @ o =z = s < I £ £ o = e e 8
2 n — Egmj c ~ o (%) ED
= S © c 5 2 O w S O c
— o > © o O O =
© O o O c 3 (1]
+ o = © (] c +
< o 2 0 =
() L
B Mobile App B Mobile Web UK"

Source: Comscore Mobile Metrix, Age 18+. December 2019, UK . - :
- C o I I l SCO re Please note that ‘mobile’ includes smartphone and tablet usage combined Setting the industry standard for

online audience measurement



Key Changes: Dec 19 v Oct 19

Given the enhanced methodology resulting in a trend break between Sept and Oct, the focus this
quarter is on categories and brands which have witnessed strong growth between Oct and Dec 2019




Top performing Categories based on Unique Visitor Growth Oct-Dec 2019

Retail dominates Top Growth Categories for Dec 2019

ﬁ Category Growth — Dec 19 v Oct 19
7 =7 Unique Visitor Increase: Dec 19 v Oct 19 (000s) Unique Visitor % Increase: Dec 19 v Oct 19
;JewelIery/Luxury/Accessories 3,823 [Nocle[ = 0000 Nel
Department Stores/Malls 3,302 Jewellery/LuxuryAccessories 50
Politics [ INNNEGEGEN 2 005 Flowers/Gifts/Greetings 41
Shipping NG 2,316 Retail - Music 27
Flowers/Gifts/Greetings 2,815 Fragrances/Cosmetics 25
Fragrances/Cosmetics 2,168 Politics N 19
Sports/Outdoor 1,557 Toys 18
Retail - Music 1,470 Shipping 1N 17
Humour NG 1,467 Humour M 15
e-cards N 1,456 Sports/Outdoor 13
Comparison Shopping 1,382 Department Stores/Malls 11
Beauty/Fashion 1,319 Comparison Shopping 9
Kids [ 1,142 Kids [l 9
Toys 1,025 Gay/Lesbian N 9
Apparel 903 Car Transportation [l 7 UK «

C o I I l SCO re Source: Comscore MMX Multi-Platform, Desktop age 6+, Mobile age 18+, December 2019, UK Setting the industry standard for

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps online audience measurement



Properties in the Top 100 which Added most Unique Visitors: Oct-Dec 2019

Retailers experienced the biggest gains

/4 AL Additional Audience (000s) — Dec 19 v Oct 19 Other retailers outside the top
7 =47 100 which performed well
[ 1 Gy e
=———_ DSG Retail Limited 3,519 included:
Sainsburys 3,501
Independent & £S5 EEEEG— 3 263 Pentland Group + 2.4m
John Lewis Partnership 2,869 Notonthehighstreet +1.6m
Royal Mail Group [ 2,505 Debenhams +1.4m
Hola - Hello! Sites | NN 2,018 The Perfume Shop +1.3m

MYHERMES.CO.UK I 2,003
Insider Inc. MM 1,779

Properties which went from

Boots Plc
NEXT Group

Tesco Stores

1,663
1,596
1,523

ZERO to >1m included:

Wheredoivote +1.2m
Noradsanta +1m

BuzzFeed [N 1,505
Marks&Spencer 1,504

Wal-Mart 1,437

Shop Direct Group 1,250 UK «

- C o I I l SCO re Source: Comscore MMX Multi-Platform, Desktop age 6+, Mobile age 18+, December 2019, UK Setting the industry standard for

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps online audience measurement

Voteforpolicies + 1m




Mobile Apps in top 200 which added most Unique Visitors: Oct -Dec 19

Very few retailers in Top Growth Apps

= = Amazon Alexa
Amazon Prime Video

I'm A Celebrity Get Me Out Of Here!
Amazon Mobile

Swagbucks

Apple News

Amazon Music with Prime Music
Too Good To Go

Google Home

Uber

Argos

Tik Tok - including musical.ly
UberEATS: Food Delivery, Fast
mybarclaycard

Your DPD

s comscore

7 = Additional Audience (000s) — Dec 19 v Oct 19

A —— 487
E——— 1,410

e 1,316
1,285
. 999
e 845
I 542
I 518
I 495
N 458
449
DN 443
I 421
I 284
I 246

Source: Comscore Mobile Metrix, Age 18+, December 2019, UK. Please note that ‘mobile’ includes smartphone and tablet usage combined

:,::"‘\ -
U I(\'\‘—'-’L’j

Setting the industry standard for
online audience measurement
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Questions?

Find out more at:
Email us at:

UKOM


http://www.ukom.uk.net/
mailto:insights@ukom.uk.net

Methodology and Definitions

* This report utilises data from the Comscore suite of UKOM approved products, namely Comscore MMX, Comscore Video Metrix and Comscore MMX
Multi-Platform, as well as Comscore Mobile Metrix which is pending UKOM approval.

¢ Comscore MMX Multi-Platform®
Comscore MMX Multi-Platform ® offers comprehensive reporting on more than 300,000 digital media entities, including their unduplicated audience size,
demographic composition, engagement, performance within key user segments and behavioral trends. All of these metrics are measured across multiple
digital media platforms, including desktop computers, smartphones and tablets, and content delivery vehicles, including websites, videos and apps. These
platforms are unified using both panel- and census-based methods to deliver a holistic view of media companies’ total digital populations. For more
information, please visit: http://www.Comscore.com/Products/Audience-Analytics/Media-Metrix-Multi-Platform

* Comscore MMX ®The Comscore MMX ® suite of syndicated products sets the standard for digital audience measurement and media planning. It is
powered by Unified Digital Measurement™, the measurement approach that bridges panel-based and website server-based metrics to account for
browsing on PC. MMX delivers the accurate suite of audience metrics, providing valuable demographic measures, such as age, gender, household income
and household size. MMX reports on more than 35,000 UK properties. For more information please visit:
http://www.Comscore.com/Products/Audience Analytics/MMX

* Comscore Mobile Metrix ®
Comscore Mobile Metrix ® captures total mobile audience behaviour on browsers and apps across smartphones and tablets. With Mobile Metrix,
publishers can demonstrate the value of their mobile audiences, while agencies and advertisers can strategically plan and buy digital advertising on mobile
platforms to achieve their campaign objectives. For more information, please visit: www.Comscore.com/Products/Audience-Analytics/Mobile-Metrix2

* Comscore Video Metrix ®
Comscore Video Metrix ® provides transparent, end-to-end video measurement and uses robust duration measurement to reveal engaged time spent
viewing online video, along with the unique ability to Separate advertising and content. For more information, please visit:
http://www.Comscore.com/Products/Audience Analytics/Video Metrix
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http://www.comscore.com/Products/Audience-Analytics/Media-Metrix-Multi-Platform
http://www.comscore.com/Products/Audience_Analytics/MMX
http://www.comscore.com/Products/Audience-Analytics/Mobile-Metrix2
http://www.comscore.com/Products/Audience_Analytics/Video_Metrix

About Comscore

Comscore (NASDAQ: SCOR) is the trusted partner for planning, Stay connected
transacting and evaluating media across platforms. With a data f

footprint that combines digital, linear TV, over-the-top and theatrical

viewership intelligence with advanced audience insights, Comscore in

allows media buyers and sellers to quantify their multiscreen behavior

and make business decisions with confidence. A proven leader in

measuring digital and set-top box audiences and advertising at scale,

Comscore is the industry’s emerging, third-party source for reliable

and comprehensive cross-platform measurement. To learn more

about Comscore, please visit
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http://www.comscore.com/
http://www.facebook.com/comscoreinc
http://www.twitter.com/comScoreEMEA
http://www.linkedin.com/company/comscore-inc

About UKOM

UKOM'’s objective is to set and oversee the delivery of a credible industry Find out more at:
standard for digital audience measurement. That means quantifying
audiences in terms of people, not browsers or machines.

UKOM’s governance structure involves all sides of the industry, to ensure that Comscore
services meet our collective needs fully and fairly.

The whole UK media industry is involved in setting and overseeing UKOM standards
through its Technical and Commercial Committees, and the UKOM Board.

UKOM and Comscore work to an agreed process for product approval, from agreeing
concepts, to approved data publication, and continuous assessment.

UKOM


http://www.ukom.uk.net/

