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The UK Online Market Overview March 2024

This Online Market Overview focuses on UK
online audience on PC, tablet and
smartphone in March 2024

Ipsos iris launched in 2021 as the new UKOM
endorsed industry standard for the
measurement of UK online audience
behaviour.

Consolidated in one PDF, this is a starting
point to learn more about the online
audiences of companies in the headlines as
well as a deep dive into the top online
companies and brands in the UK
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For the first time, YouTube Video content owner data
has been reported in Ipsos iris at an organisation level

RSN W WA R W e
* From January 2024 onwards, YouTube video data
has been incorporated into Ipsos iris using a
server-to-server integration. In January and

February this data is only reported under YouTube. e st O
This will impact YouTube’s data.

IPSOS IRIS ADDS YOUTUBE DATA IN THE UK
ED X s | wews ) socucmeon Jf recwocooy Jf ux |

Ipsos Iris platform.

Google partners with
Ipsos iris and UKOM

¥ R Sowe ps to innovate online
* From March 2024 onwards, YouTube Content g ==V e s oY

Owners break outs are reported under and
contribute to the publishers’ organisations e.g.
Sky, News UK etc. This may affect rankings at the
Organisation level.

* The following metrics are now available: Avg. Daily
Video Audience, Avg. Daily Video Minutes and
Avg. Daily Video Views.
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In the news




US ban looms but TikTok UK growth continues

reaching /2 of online population

TikTok reach (%) & average hrs pp per month
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& Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 2024
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month

TikTok ban in US moves a step closer

MAR MAR Change | Change

'23 ‘24 (%) (abs)
Audience | 55 546 | 25 287 [+13.29% | +2,941
(000s) ' ’ 8 '

Audience
(0)
Reach (%) 44.8 +13.5% | +6.02



ITV content on YouTube in March adds incremental
reach for ITV, particularly among younger audiences

ITV Online brand reach and incremental reach from ITV’s video
content on YouTube (%)
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Internet
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m|TV (BG) AUDIENCE REACH (%) Incremental Audience from ITV on YouTube

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 24

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month. ITV (BG) = ITV Brand Group —
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Octopus grows audience as UK customers

migrate after Shell Energy closure

AUDIENCE (000S)

DEC'23 MAR'24 Change (%)

Total Energy

Suppliers/Utility | 23196 | 23,059 -0.6% -137
Octopus Energy 4,549 5,465 201% +916
British Gas 3,823 3,175 -17.0% -648
E.ON 3,121 2,834 -9.2% -288
EDF Energy 2,378 2,321 -2.4% -57
Ovoenergy 1,928 1,774 -8.0% -154
Scottish Power 1,585 1,515 -4.4% -70
Shell Energy 1,554 755 51.4% -/99

Source: Ipsos iris Online Audience Measurement Service, Dec 23-Mar 2024
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.
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Octopus Energy has completed its transfer of Shell Energy customers () Image: No credit

NEWS POLITICS FOOTBALL CELEBS ‘ ™ SHOPPING ROYALS

Octopus issues major update to over
1.3million customers as Shell Energy
shuts for good

Octopus has now completed its transfer of all Shell Energy customers to the energy firm
and the update means all former Shell Energy customers will now have their gas and
electricity supplied by Octopus




Over 3 million visit HMRC online each month with app
reach overtaking the website — except among over 65s

Online audience by month (000s)

Business Market Data Economy Your Money Companies Technology of Business CEO Secrets = Al Busin

4000 (B

HMRC drops decision to close self-
assessment helpline

By Kevin Peachey
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Total HMRC | 80 | 56 |
——HMRC Total =——HMRC (Mobile App) hmrc.gov.uk HMRC.gov.uk
E HMRC Mobile app

Source: Ipsos iris Online Audience Measurement Service, Dec 22-Mar 2024
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.



Interest in motorsport peaks in March as F1 season
and Christian Horner story both kick off

UKOM

Audience (000s) Minutes (MM)

Sgigy News Sport Fabulous TV  Showbiz Money Travel Health Tech Motors More
Motorsports category

7000 . INSIDE THE F1 PADDOCK AFTER

ALLEGED LEAKED MESSAGES
6,000 60 T
5,000 50 ”
4,000 40 | :
3,000 30 .
2,000 20 XT BOM Geri Halliwell ‘stunned’ by flirty texts sent by
i ner to female staffer as couple locked in crisis talks

PP DD DD PP P D P R |
CE PPV FSLE ¥ EN March 2024 | Aence

mmm TOTAL MINS (MM)  =——AUDIENCE (000s)

Source: Ipsos iris Online Audience Measurement Service, Dec 23-Mar 2024

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.




Wales wins for rugby interest online - even if they fail
in The Six Nations

Rugby category online audience reach

UKOM

BE 2 signin A tome  Fhem Sport 4% Weather 13 iPlayer A Sounds I\ Bity

Scotland Six Nations: Wales receive.th_e
_ Wooden Spoon - but what is it?

20.6%

12.5%

MATCHES STANDINGS

Team GP w D L PD PTS

11 Ireland 5 4 0 1 84 20

2 01 France 5 3 1 1 6 15
Gareth Rhys Owen

3 =} England 5 3 0 2 -5 14

4 B34 Scotland 5 2 0 3 0 12

s B nay 5 2 1 2 -34 1

6 e Wales 5 0 0 5 51 4
Source: Ipsos iris Online Audience Measurement Service, Mar 2024
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.



Nationwide and Virgin combine to beat the online
reach of rivals

ptions P Signin Searchjobs O Search UK edition

Support the Guardian

.The,.
Guardian

Online audience (000s) & reach (%)
News Opinion Sport Culture Lifestyle M
. e Nationwide agrees £2.9bn deal to take

11 , 8 6 O over Virgin Money

9,680

3,265

MNONEY

(NSNEY
K

AUDIENCE | AUDIENCE
Top 3 Banks - Mar 24 REACH (%)

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 24
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.



Royal cancer stories drive biggest news days in
February and March ——
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Kate cancer diagnosis: Watch Princess of
Wales's video message and read her

General News online audience (000s) statement i ful

King diagnosed with cancer, Buckingham

Palace says

N A A A A I A U D D A A A AR A
NANANANNNNNNNNANNNNNNNNNNNNN NN
lefeofefoReloRefoRoloRofloRoloRoffoRooRofeRofeRoReRoReRoReoRe)
SASASCSSCNNNNNNNNNNNNNNNNNNNNAN

e e e e e e e e e e e e e e - - - - - - - - - - - - - -]

NN NDNDNDNDNDND D o
0000000000000 O0OOOOOOOOLOLDLOO 0
PN AN ITNONOIANTORNONTOCDONT © 0O 05/02/2024 28 475
OO0 HAddTAdANANNNNOOOOATAAANNNNN®

26,652
22/03/2024 28,309
Source: UKOM Ipsos iris Online Audience Measurement Service, Feb 2024 and Mar 2024 26,510

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month. Mobile app includes both smartphone and tablet apps




The UK online audience



Internet penetration by demographics - Q1 2024

89% of the UK population use the internet on a PC, mobile or tablet — this is lower among those aged
75+ and social grades DE, and higher among under 24s and parents with children at home

UKOM

% of UK population who use the internet
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Source: UKOM Ipsos iris Online Audience Measurement Service, Establishment survey Oct 2023 - Mar 2024
Base — Total UK Population (15+)



Device ownership by internet population - Q1 2024

Almost 40% own a smartphone, tablet AND PC or laptop

Smartphone only,
13.4%

Smartphone, Tablet Tablet Only, 1.1%

and PC/Laptop,

39.6% PC/Laptop Only, 2.7%

Tablet and PC/Laptop,
1.1%

Smartphone and
Tablet, 12.4%

Smartphone and
PC/Laptop, 29.7%

Source: UKOM lpsos iris Online Audience Measurement Service, Establishment Survey Oct 2023 — Mar 2024
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s)



Online audience by devices used (000s)

More than twice as many people use smartphones than computers

7
7
Selected devices PC/Laptop Smartphone Tablet

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 2024
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month



Devices used to go online by age and gender (%)

Older audiences are more likely to use a tablet. Males are more likely than females to use a PC

95% 96% 98% 97% 95% o100 94% 96%
0 88%
53% 53% 519
o0% 45% Yy 46%
37% 4% 0% 8% 40%
0 20 8% - 9%
1% 7% ’
15-24 25-34 35-44 45-54 55-64 65-74 Male  Female

PC/Laptop ®m Smartphone Tablet

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 2024

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month



Time online




Average time spent online per day by device (hh:mm)

L.O

The UK population spends on average 4 hrg=asg3 mins online each day*
)n video content on YT 7

UKOM

= 01:57
=
01:13
Total internet PC/Laptop Smartphone Tablet

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 2024
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month. Averages are based on users of each device.

*Due to the enhanced YouTube measurement, overall internet time and time spent on YouTube and organisations with video content on YouTube may be higher from Mar 2024



Average time spent online per day by demographics

UKOM
Younger audiences, females and parents of young children spend more time online
(hh:mm)
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Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 2024

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month. Due to the enhanced YouTube measurement, overall internet time and time
spent on YouTube and organisations with video content on YouTube may be higher from Mar 2024



Average time online per day by city (hh:mm)

Of the major UK cities, residents of Edinburgh & Liverpool spent most time online per day in March

UKOM

Glasgow — 4hr 50m s - Edinburgh — 5hr Om
Belfast — 4hr 19m =y .
T Leeds — 4hr 15m

Liverpool — 5hr 14m s 50 i Sheffield — 4hr 29m
Birmingham — 4hr 20m Manchester — 4hr 30m

Cardiff — 4hr 12m e i
""""" Q
Bristol — 4hr 17m i

London — 4hr 21m

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 2024

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month. Due to the enhanced YouTube measurement, overall internet time and time spent on
YouTube and organisations with video content on YouTube may be higher from Mar 2024



Device share of minutes by age and gender

Older audiences spend a greater share of time on computers and tablets

Total Internet Population (15+)

15-24
25-34
35-44
45-54
55-64
65-74

75+

Female
Male

PC/Laptop ®mSmartphone m Tablet

M Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 2024
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month



Share of minutes (%) by device by category

Content type influences choice of device. Energy/utilities is now the only category where computers
account for the most time. Tablets perform well for entertainment and gaming

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

0%

<2 PC/Laptop mSmartphone = Tablet

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 2024
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.

NB Duration (Total Mins (MM) & Avg. Mins Per Person) not measured for sites or apps running in device background/'out of focus’. *Due to the enhanced YouTube measurement,
overall internet time and time spent on YouTube and organisations with video content on YouTube may be higher from Mar 2024



Top organisations
and brands




Top 20 organisations by audience

Nearly half of the top 20 organisations with the largest UK online audiences are British companies

Reach % Audience (000s)

Alphabet 99.3 HIIIIIIIIIENENEGENGNGNGNGNEEEE 40,452
Meta 96.2 NG 47,926
Amazon,Inc 90.6 I, 45,134
Microsoft Corporation g87.0 . 43,350
BBC Corporation g0.3 [IIIIINENENEGEGNGNNNNN 40,003
ReachPlc 68.c NN 34,257
eBaylnc 633 NN 51,760
PayPalinc 625 NN 31,118
Appleinc 616 NN 30,766
UK Government 595 [N 29,610
Sky 5g.8 NN 29,286
News UK Sites 58,3 NN 29,285
Mail Metro Media 575 NG 23,653
NHS Sites 549 NN 27,345
JSainsbury Plc 542 [N 26,996
BytedanceInc. 50.9 N 25,348
The Independent and The Evening Standard 490 I 24,408
Wikimedia FoundationInc 47,1 I 23,466
Spotify Music 466 NI 23,195
XCorp. 463 N 23,036

Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 2024

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.



Top 20 online brands by audience
Global brands dominate the top 20 with Alphabet and Meta having 5 of the top 10

Reach %

Google

YouTube

Facebook & Messenger
Amazon

WhatsApp

Microsoft

BBC

Instagram

eBay
PayPal
Apple

NHS
TikTok

The Sun
Gov.uk
Spotify Music
X (Twitter)
Mail Online
Wikipedia
Reddit

98.5
93.7
91.2
89.3
86.7
81.1
76.3
75.5
63.8
61.8
58.7
54.9
50.8
47.7
47.1
46.6
46.3
45.6
45.4
44.7

Audience (000s)

. 49,084
I 46,658
. 45,437
I, 44,469
I 43,186
I 40,379
I, 37,994
I 37,620
I, 31,760
I 0,757
I 0 ©,259
I, 27,342
I 05,237

I, 03,737

I 03,451

I 03,195

I 23,036

I, 22,687

I 22,629

I 02,270

Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 2024

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.




Top 20 brands by time spent

High average time per person for Snapchat and Scopely (Monopoly Go) propel them into the top
20 for minutes

Minutes (MM) Total minutes (MM) and Average mins per person Avg.Mins PP
80,000 1,800
70,000 1,600
60,000 1,400
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Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 2024
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.

NB Duration (Total Mins (MM) & Avg. Mins PP) not measured for sites or apps running in device background/‘out of focus’. *Due to the enhanced YouTube measurement, overall
internet time and time spent on YouTube may be higher from Mar 2024



Top mobile apps




Top 20 mobile apps by audience

Apps from Meta, Android and Apple dominate the top 20

Reach % Audience (000s)
WhatsApp Messenger g0 I 42,836
/ Facebook go.2 I 39,944
/ V YouTube 9.9 I 34,822
- Google Maps  69.7 I 34,726

Instagram 66.9 NG 33,338
Facebook Messenger 66.2 NN 32,991
Amazon 537 I 00,224
Gmail 536 NG 26,719
Apple Music  48.1 NG 23,940
Spotify 443 I 22,061
Microsoft Outlook 42.2 N 21,022
Google Play Store  41.9 [N 20,364
eBay 409 N 20,392
TikTok 39.9 N 19,3852
Google Play Services 39.3 I 190,575
Google Drive  29.3 | 14,578
X (previously Twitter) 29.2 I 14,565
Google Photos  29.1 N 14,510
Temu 28.1 I 14,006
Apple Weather 27.6 I 13,755

Source: Ipsos, Ipsos iris Online Audience Measurement Service, Mar 24
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.



Top 20 mobile apps by time spent

Video, social media and music dominate time spent on mobile apps

Minutes (MM) Total minutes (MM) and Average mins per person Avg.Mins PP
60,000 1,600
50,000 1,400

1,200
40,000 1000
30,000 800
20,000 600
400
10,000 .
0 | | 0
O ©
S

mmmm TOTAL MINS (MM) e AVG. MINS PP

Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 24
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.

NB Duration (Total Mins (MM) & Avg. Mins PP) not measured for sites or apps running in device background/'out of focus’. *Due to the enhanced YouTube measurement, overall
internet time and time spent on YouTube may be higher from Mar 2024



Top 10 apps by minutes by mobile device

Video viewing apps rank high on tablets for time spent.

7 Smartphone Top 10 y Tablet Top 10
I IS NN NG O 7 [
YouTube 35,706 1081:33 YouTube 14,892 2488:55
2 Facebook 34,268 880:02 2 Facebook 3,465 531:17
3 TikTok 20,690 1083:33 3 BBC iPlayer 1,330 488:35
4 WhatsApp Messenger 18,779 440:13 4 Netflix 1,156 374:39
5 Instagram 17,581 544:32 5 TikTok 885 587:15
6 Snapchat 12,333 1074:55 6 Gmail 728 206:57
7 Spotify 6,027 282:30 7 Instagram 718 196:01
8 Facebook Messenger 5,996 186:22 8 Facebook Messenger 699 178:00
9 X (previously Twitter) 5,085 360:03 9 Microsoft Outlook 673 302:42
10 Google Maps 4,729 139:11 10 YouTube Kids 643 1725:40

Source: Ipsos, Ipsos iris Online Audience Measurement Service, Mar 24
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.

NB Duration (Total Mins (MM) & Avg. Mins PP) not measured for sites or apps running in device background/'out of focus’. *Due to the enhanced YouTube measurement, overall
internet time and time spent on YouTube may be higher from Mar 2024



Key changes: Dec 23 - Mar 24




Tier 1 category audience change (%): Dec 23 - Mar 24

Attention turns to house hunting in March - the Property category audience is 20% higher than in

December
Audience % change: Dec 23 - Mar 24
25% A
19.5%
20% A
15% - .
11.5%10.795
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- 47% 3 7% 3394
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Source: UKOM Ipsos iris Online Audience Measurement Service, Dec 223and Mar 24

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month



Home and Property category: audience & reach

OnTheMarket’s audience has doubled since December, but Rightmove is still the market leader by
some distance. Interest in Property varies by target audience

High Property reach (%)
Peterborough (Cities & Towns) NN 57.1

AUDIENCE (OOOS) AUDIENCE REACH (%) Secure Homeowners (Fresco) NN 5/ 1
Female I 53.7
. Change DEC . Change High Income Professionals I 53.5
RIS L1 MAR 24 Aged 35-44 I 50.0
Low Property reach (%)

Total Home/
() 0
Property 19,384 | 23,159 19.5% 19.2% ’ .
Stevenage (Cities/Towns) I 40.8

Income Up £4,999 IS 411.1

Rightmove 12,076 14,736 +22.0%  24.3 206 +21.8% N s——
Zoopla 5494 6648 +21.0%  11.1 13.4 +20.7% Starting Out (Fresco) EEG—_— 36.6
]
OnTheMarket 2417 4,837 +100.2% 4.9 9.7 +99.8% Young Dependents (Fresco) 35.7
Aged 15-24 NN 33.7
Ideal Home 1552 1584  +2.1% 3.1 32  +1.9%
PrimeLocation 1,044 1533 +46.9% 211 3.1 +46.7%

Females, high income professionals

and those aged 35-44 are more likely to
visit property sites and apps online

Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 24

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.



Tier 2 category changes: winners and losers

Online Travel Agents and Rugby added the biggest absolute audience between December and March

Audience change (000s) - Dec 23 — Mar 24

Online Travel Agents

Rugby

Property Search

Motorsport

Local Government
Hotel/Resort & Home Sharing
Ticketing

Automotive Dealers

General Travel

Other Government & NGOS

3,880
[ —— 3,874
[—— 3,692
——— 3,524
I——— 3,128
I 2,813
I 2,775
I 2,739
I— 2,659
I—— 2 654

Retail & Commerce -Photos
News - Lifestyle

Retail - Books & Literature
General Technology
Climate/Environment

Retail -Stationery/Arts/Craft
Retail - Greeting Cards -2,883 I
Shipping & Logistics -3,118 I

Retail - Games & Toys -4,535 I
Retail - Computer Software -4,829 I

Source: Ipsos iris Online Audience Measurement Service, Dec 23 — Mar 24
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.

-1,556 I
-1,599 I
-1,690 I
-1,825 I
-1,884 I
-2,233 I
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Brands adding most audience : Dec 23 - Mar 24

While December was all about Retall, attention turns to Travel in March with booking.com, Tripdavisor
and Airbnb being the major audience winners. Rightmove and OnTheMarket also feature in the top 10

Audience gain (000s): Dec 23 — Mar 24

4,500 13,046
4,000 -
3,500 A 3,196 3,141
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Source: Ipsos iris Online Audience Measurement Service, Dec 23 — Mar 24
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.



Mobile apps adding most audience : Dec 23 - Mar 24

The Chinese-owned online brands - Shein, Temu and TikTok - continue to grow

UKOM

Audience gain (000s): Dec 23 — Mar 24
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Source: Ipsos iris Online Audience Measurement Service, Dec 23 — Mar 24
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.



YouTube data - a first look



ITV owned content on YouTube had higher reach among
15-24s in March than ITV’s online brand (websites/apps)

ITV Online Brand (BG) & ITV’s Content on YouTube (CYT) - Audience reach (%)

40
34.2
- 31.0 31.9 32.6 31.8
30 29.2 27.1 27.9
25 225 23.7
19.6
20 18. 17.0 17.2
14.9 14.1 14.4 14.3

15
10

5

0

Female Male 15-24 25-34 35-44 45-54 55-64 65-74 75+
m TV (BG) AUDIENCE REACH (%) ® TV Plc (YouTube) (CYT) AUDIENCE REACH (%)

& Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 24
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month. ITV (BG) = ITV Brand Group — including ITV websites and ITV apps



Audience Profile - ITV YouTube content v ITV brand

ITV’s content on YouTube attracted a younger audience than the ITV online website/app in March

UKOM

Audience Affinity Index Audience Affinity Index
ITVon  ITVown ITVon  ITV.own
YouTube sites/apps | YouTube sites/apps
Gender  Female 80 104 Budgeting Elderly 83 113
Male 121 96 Road to Retirement 86 118
15-17 167 = Asset Rich Greys 84 113
18-24 166 65 Older Working Families 85 109
25.34 105 84 High Income Professionals 78 100
Age Group 25-42 7? 1919 Fresco Secure Homeowners 84 93
-5 9 3 Segments  Families Juggling Finances 91 90
55-64 92 121 c ined P 100 98
65-74 77 116 onstrained Parents
75+ 77 ik Rising Metropolitans 110 88
Starting Out 150 74
Parent No 122 92 Young Dependents 160 71
Guardian | Yes 81 L0 Mid-Life Pressed renters 111 115

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 24
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.

ITV on YouTube is ITV Plc content on YouTube (CYT). ITV owned sites/apps includes any websites and apps from the ITV brand (BG)



ITV’s content on YouTube - minutes by day - Mar 24

The 18" March saw a huge uplift in time spent viewing ITV’s content on YouTube— this was the
day after the Manchester United v Liverpool FA Cup thriller which was shown on ITV

ITV PLC YouTube Content— Video Mins (Millions)

50
45
40
35
30
25
20
15
10

5

0

R S 0 S N S N S o o A
ATV AN L) S} o) Se) Sl oy | SR ) SR ) SBQ ) SV A | S ) ) S S ¥
ﬁﬁfﬁfﬁ@ﬁ@y@@ﬁ\@ﬁﬁ@ﬁﬁﬁ@

o oY 0 B O % )
R N I N N N N N I R N N N SN I S SR SR SN
R I M N R AN IR ORI N I IR IR PN RPN

Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 2024

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month



Questions?

Find out more at:
http://www.ukom.uk.net/

Email us at:
Insights@ukom.uk.net



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

Methodology

A hybrid measurement solution combining a single-source panel with site-centric measurement
Ipsos iris is the new UKOM-endorsed service for the measurement of audiences of online content. It uses a hybrid

methodology combining metered data from a core 10,000 single-source panel with census site-centric measurement. The
diagram below summarises the inputs and processes involved in the production of Ipsos iris audience data.

More detail on the methodology can be find at: ukom.uk. net/iDSOS-IriS-OverVieW. th
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https://ukom.uk.net/ipsos-iris-overview.php

About UKOM

UKOM'’s objective is to set and oversee the delivery of a

credible industry standard for digital audience measurement.

That means quantifying audiences in terms of people, not Find out more at:
browsers or machines. www.ukom.uk.net/

UKOM'’s governance structure involves all sides of the industry, to ensure that
Ipsos iris 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 Ipsos work to an agreed process for product approval, from agreeing
concepts, to approved data publication, and continuous assessment.


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

About Ipsos

Ipsos measure audiences of media content in more than 70
countries, and the company is at the forefront of the latest
techniques and methodologies required to measure more
platforms, more quickly.

In the UK, Ipsos have developed the world’s first large scale, single source, multi-
platform, passive measurement panel and work across the industry with partners
such as: BARB, RAJAR, PAMCo, IPA Touchpoints, and Route.

In 2021, Ipsos iris became UKOM’s endorsed solution for online audience
measurement data. The solution is built for the needs of the industry and allows
clients to: reassert their value proposition, have greater differentiation, enable ROI
for clients, and give you a trusted independent foundation to make evidence-based
decisions for their digital growth.

Ipsos

Find out more at:

https://iris.ipsos.com



https://iris.ipsos.com/
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