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The UK Online Market Overview March 2025

This Online Market Overview focuses on UK
online audience on PC, tablet and
smartphone in March 2025

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

Online Market Overview

UKOM's Onlin< Market Overview reports orovide a quarterly overview of key topline UK
online aud ~nce behaviour
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In the news




IKEA tops the ‘home retail’ online category for Londoners
for both audience reach and time online

AUDIENCE SHARE OF -
MEDIA AUDIENCE REACH | AFFINITY AVG. CATEGORY :
(OOOS) MINS PP lkea opens Oxford Street store amid
INDEX MINUTES rejuvenation of West End shopping area

Categor 3455 47.2% 16:14 100% : . .

IKEA 1056 14.4% 113 15:06 28.4%

B&Q 989 13.5% 72 04:16 7.5%

Dunelm 874 11.9% 85 08:06 12.6%

Screwfix 611 8.4% 63 07:52 8.6% i
Wayfair 474 6.5% 96 07:03 6.0% —

M Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 25
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month AND live in London.



Octopus’ online audience is double British Gas’

Octopus energy continues its rapid growth in Q1 outperforming competitors. It has the largest online
audience and is also the largest supplier of UK energy according to gov.uk

Top 5 online energy brands - audience (000s B :
9.000 P 9y ( ) Energy price cap increase: is too
late to fix your tariff?
8,000 . . .
As of 1 April, the energy price cap rose by 6.4 per cent, which means that
customers on variable rates will have seen their prices rise. Is it too late to fix
7 , 000 yours?
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nerg Average energy bill in Great Britain to

0 fall 9% as Trump tariffs hit gas prices
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Typical bill to drop by £166 as warm weather and global
economic uncertainty drive down wholesale gas prices, says
Jeading forecaster

= (Cctopus Energy British Gas ==——=E.ON ==EDF Energy =—Qvoenergy

@ Source: UKOM Ipsos iris Online Audience Measurement Service, Dec 24 — Mar 25
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.



M&S mobile app audience by day: Mar-Apr 2025

App usage tends to peak on Thursdays. The cyber-attack impacted audiences at the end of April
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M&S app audience (000s) by day: Mar-Apr 25
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Source: UKOM Ipsos iris Online Audience Measurement Service, Daily Dashboard Mar-Apr 2025
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.

24/04/2025
26/04/2025

28/04/2025
30/04/2025

The Telegrapl vouss

Met Police investigate M&S attack as online orders
halted for sixth day

Retailer calls in cyber crime unit as hackers hold it to ransom

Average Daily Audience 1498
(000s) Mar-Apr 2025
Average Daily Audience 1823
Thursdays @
Average Daily Audience 1254
24-30" Apr



Which other online fashion retailers do M&S online users visit?
More M&S customers shop at Next online but Boden & Monsoon have higher audience affinity

Marks & Spencer (14,902)

Marks & Spencer (14,902)

AUDIENCE AUDIENCE AUDIENCE AUDIENCE

DUPLICATION | AFFINITY INDEX DUPLICATION | AFFINITY
(000s) (000s) INDEX

Next 9,089 5,391 200 Boden 630 503 269
Shein 11,983 4,306 121 Monsoon 663 520 265
ASOS 6,061 3,012 168 Phase Eight 438 340 261
H&M 3,563 2,243 212 Peacocks 477 364 257
New Look 2,890 1,901 222 White Stuff 642 486 255
Sports Direct 4,502 1,804 135 Nobody’s Child 515 390 255
Very 4,350 1,786 138 Roman Originals 944 700 250
Matalan 3,076 1,783 195 FatFace 581 427 248
Primark 2,551 1,383 183 River Island 1,262 927 248
JD Sports 3,581 1,369 129 New Look 2,890 1,901 222

M Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 2025
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.



Online TV*: Mobile app reach and engagement

- : : . UKOM
The Netflix app (on smartphones and tablets) attracted the highest reach and time online in March
AVG. MINS PP ooE & A s B e e
250
Netflix's Adolescence makes UK TV
o Netflix ratings history
200 Py ® BBC iPlayer
Disney+
® Channel 4
150
® Sky News han launches lifestyle brand h
i -1 Meghan launches lifestyle brand hours
Amazqn Prime b aftegr Netflix show With {ove airs
100 ® |TVX Video Sk
® Sky Go « dnt
e discovery+
50 ° )
SKky Sports
NOW yop
0 ® Apple TV
0% 5% 10% 15% 20% 25% 30% 35%

REACH %
M Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 25. Online TV* includes Live TV,AVOD & BVOD,SVOD,TVOD, General Online TV but excludes VSPs
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.



Temu’s online audience is now bigger than Tesco’s

Before any UK advertising ramp up due to US tariffs, Temu grew in Q1 and now has a bigger online

audience than top retail brands Tesco and Argos

Temu, Argos & Tesco audience (000s)
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E Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 24 — Apr 25

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

UKOM

routers . ([EEERE

Exclusive-Shein, Temu ramp up advertising in UK and France
as US tariffs hit

AUDIENCE REACH (%)

. DEC '24 | MAR '25| Change (%) | Change (abs)

Tesco 45.7 45.8 0.1% 0.04
Temu 42.1 49.8 18.2% 7.68
Argos 44.8 35.9 -19.9% -8.93



Reach & audience duplication of fast food delivery services

%4 of Deliveroo’s audience also visited Just Eat or Uber Eats

Audience of Top 3 Delivery Services
14,000

11,701

12,000

9,630

10,000
6,360
8,000 (54%)

6.328 6,775

(66%)

6,000

4,000

2,000

Just Eat Uber Eats Deliveroo

m EXCLUSIVE AUDIENCE (000s) m CROSS AUDIENCE (000s)

M Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 25
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month.

18.1 million or 36% of the UK internet
population visited Just Eat, Uber Eats
or Deliveroo in March

Deliveroo shares surge 17% as £2.7bn
takeover looms




X may be losing audience but is still has higher reach
and engagement than competitors

Audience (000s)

30,000
' AUDIENCE
- REACH (%) AVG. MINS PP
25,000 23,013

20,000
X 43.5 41.9 229:23  209:29

15,000
10,000 787 8,306 8,364 8,766 8.223 8,572 _ _
G’M . - S\ 167 171 11937 11315
5,000 2,071 3,038 3289 3113 3,090
o e —e .
473 624 u 61 62 9059  101:49
0

SEP 24 OCT 24 NOV '24 DEC '24 JAN '25 FEB '25 MAR '25

=o=Threads e=e=X ee=B|uesky

@ Source: UKOM Ipsos iris Online Audience Measurement Service, Sep 24 — Mar 25

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



Online football category audience - reach (%) by city

Among cities with a Premier League club, Newcastle & Liverpool topped the table for the highest %
visiting the football category online in March, while London and Southampton were bottom of the league

43% 53%
TotalInternet Population (15+) - Sl Newcastle Upon Tyne
48% 46%
Liverpool AR i, Manchester,
42% 40%
T e rrrerreeenen, & e, Nottingham
43% 39%
Wolverhampton 3 L N, Lelcester
35% 36%
LRondon i e eeeeeeeeeaeea. IPSWICh,
32% 36%
Southampton @, I.3.r-| ghto n
40%

e eeaecceisaceceeasaneaad Bournemouth
Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 25
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month



The UK online audience



Internet penetration by demographics - Q1 25

Internet penetration is lower among those aged 75+ and social grades DE

% of UK population who use the internet

96% 96% 96% 959 96% 97%
90% b 96% 967 95% 93% 84% 91% 89% > 92% ggus S0, 87% mm
0
& 2 :bb‘ [N S P\ A5 22 A W oo K NI\
S <@ NS
N < &
K &

O
Source: UKOM lpsos iris Online Audience Measurement Service, Establishment survey Oct 24 - Mar 25 é
Base — Total UK Population (15+)



Device usage by UK population - Q1 25

89.8% of the UK population use a smartphone, tablet or PC/laptop. 10.2% do not use any

—that is 5.7m people

. _ Smartphone only
No eligible device 12.6%

10.2%

Tablet Only
0.9%
PC/Laptop Only
2.1%
Smartphone and
Tablet
Smartphone, 11.4%
Tablet and
PC/Laptop
35.1%

Smartphone and
Tablet and PC/Laptop
0.9%

Source: UKOM lpsos iris Online Audience Measurement Service, Establishment survey Oct 24 - Mar 25
Base — Total UK Population (15+)

74% of the UK
population are multi-

device users, with over
a third using all 3 types
of device




Online audience by devices used (000s)

Total online 15+ audience surpasses 50 million

7
7
Total Internet Population (15+) PC/Laptop Smartphone Tablet

Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 25
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

96% 97% 98% 98% 98% 5%

: 91% 88%
55% 56%
47% 1% 49%
43% 41% 42% 0% 9%
2%
9 7%
6% 9% 704 2% °
0

75+

Total 15-24 25-34 35-44 45-54 55-64 65-74
Internet
Population
(15+) PC/Laptop ®Smartphone = Tablet

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 25

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

95% 96%

53%
41%
5% 8%

Male Female



Time online




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

The UK internet population’s average daily time online in March was 4hrs 47 minutes

7 A
A== -

04:47 7

7

- =
{ 02:12

==

01:08
Total internet Population (15+) PC/Laptop Smartphone Tablet

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 25
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month. Averages are based on users of each device.



Average time spent online per day by demographics

15-24s now spend on average more than 6 hrs online each day

UKOM
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Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 25 %
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month



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

Of the major UK cities, residents of Cardiff spent most time online in March

Glasgow — 5hr 02m Syt
Belfast — 4hr 41m s .

Liverpool — 5hr 16m S SON0T X Sheffield — 4hr 41m
S ——T—yy Manchester — 5hr 09m

Cardiff = 5hr 42m s i
""""" . Q
Bristol —4hr 31m e i

Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 25
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month




Device share of minutes by age and gender

Tablet share is higher among older people. Tablet share is higher than Pc/laptops

Total Internet Population (15+) 12%
15-24 9%
25-34 8% [N
35-44 9%
45-54 12%
55-64 17%
65-74 27%
75+ 26%
Male 10%
Female 14%

PC/Laptop = Smartphone = Tablet

E Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 25
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month



Share of minutes (%) by device by category

There are now NO major categories where PCs account for the majority of minutes. Tablets have
their highest share for entertainment and gaming

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

0%

5 © o & N ¢ X @ 9 0
P ¥ @ LS q,é&&@o.\@ 6\&6‘%

. \\ X Q
F S L O @Y L@

PC/Laptop ®mSmartphone = Tablet

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 25
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'



Top organisations
and brands




Top 20 organisations by audience

Whaleco re-enters the top 20 after ongoing growth from Temu — now used by %2 the online population

Reach % Audience (000s)

Alphabet 99.1 I, 40,777
Meta 96.7 I /3,586
Amazon,Inc 91.0 I 45,735
Microsoft Corporation 87,9 I 414,175
BBC Corporation 80.9 I 10,647
ReachPlc 69.8 I 35,083
Appleinc 64.6 I 32,446
UK Government 64.4 I 32,356
PayPalinc 629 NN 31,611
eBayinc 2.3 NN 31,208
Redditinc 59.8 I 30,019
NHs Sites 57,7 I 23,993
Sky 57.7 I 23,085
Mail Metro Media 56,7 I 23,508
Bytedance Inc. 567 NN 23,502
JSainsbury Plc 55 5 N 27,003
News UK Sites 55 0 N 27,627
Wikimedia FoundationInc 50.7 I 25,453
WhaleCo 49 g NN 25,007
Spotify Music 47 ¢ N 23,001

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 25

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



Top 20 online brands by audience

Mail Online and Temu re-enter the top 20, replacing X and Argos

Reach % Audience (000s)
Google 98.5 I 40,498
YouTube 94.5 I, 2 7,494
Facebook & Messenger 93.2 I 16,311
Amazon 90.0 I 45,196
WhatsApp 89.1 I /4,785
Microsoft 82.3 I 1,348
Instagram 78.6 NN 30,477
BBC 77.7 I 39,062
PayPal 62.7 NN 31,517
eBay 62.3 N 31,298
Apple 61.3 IS 0,317
Reddit 59.8 NN 30,019
NHS 57.7 I 23,092
TikTok 56.5 I 23,4102
Gov.uk 54.2 NN 27,208
Wikipedia 50.3 I 25,270
Temu 49.3 N 25,007
Spotify Music 47.6 N 23,001
Tesco 458 I > 993
Mail Online 422 N 21,221

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 25

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




Top 20 brands by time spent

Social media brands dominate the top 10 for time online, driven by high average minutes per person.

i . ) Avg.Mins PP
Minutes (MM) Total Minutes (MM) and Avg. Mins Per Person
90,000 2,000
80,000 1,800
70,000 1,600
60,000 1,400
1,200
50,000
1,000
40,000
800
30,000 c00
20,000 400
10,000 . —— 200
0 - - [ | [ | | [ ] [ — — — 0
@ > g & > & L L N e g > S
F T TR PSS TS S & P& & &
o £ S P F K & & N *Q K &® v QY @ o
“L @Q)% \Q% \ %(\ @ v o\&\}
& R
OO
P
P mmm TOTAL MINS (MM) === AVG. MINS PP

Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 25
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’.



Brand share of minutes by age group: 15-24 v 55+

Top brands & SOM differs by age. YT and TikTok account for 41% of time spent by 15-24s

Facebook &
Messenger,

0,
Other, 24% 19%

YouTube, 28%

Other, 41%

. , >
Discord, 2% ( YouTube, 13%
Spotify Music, 3%
WhatsApp, 3%
Facebook &
Messenger, 4%
Google, 5%

TikTok, 13%

15-24 55+
Apple, 2%

WhatsApp, 4%
Instagram, 2% bp, &7
Microsoft, 3% 'BBC, 4%

Google, 8%

Instagram, 9%
Snapchat, 9%

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 25

Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month. Averages are based on users of each device.



Top mobile apps




Top 20 mobile apps by audience

Tesco is the only British owned mobile app in the top 20

Reach % Audience (000s)
WhatsApp Messenger  g8g.7 I 44,572
/ = Facebook 82.8 I 41,607
/ y Google Maps  74.1 I 37,232
— YouTube 72.3 I 36,343

Instagram 67.3 I 33,737
Amazon 61.1 I 30,701
Gmail 583 I 20,300
Facebook Messenger 56.7 NI 3,499
Apple Music  52.6 I 06,434
TikTok 46.3 I 23,241
Spotify 44.7 N 22,450
Microsoft Outlook 44.4 NN 22,311
Google Play Store  43.7 1IN 21,929
eBay 422 I 21,194
Google Play Services 36.8 I 13477
Google Drive  36.4 N 13,270
Google Messages 33.4 I 16,768
Tesco Grocery & Clubcard 31.6 | 15,390
Google Photos  31.5 [N 15315
Netflix 30.9 [N 15,520

Source: UKOM Ipsos iris Online Audience Measurement Service, Mar 25

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 Avg. Mins Per Person Avg.Mins PP
70,000 1,800
60,000 1,600

1,400
50,000
1,200
40,000 1,000
30,000 800
20,000 o0
400
10,000 200
0 0
N

N 4 mm TOTAL MINS ==——AVG. MINS PP

Source: UKOM lIpsos iris Online Audience Measurement Service, Mar 25
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’.



Key changes: Dec 24 - Mar 25




Tier 1 Category audience change (000s): Dec 24 - Mar 25

People start thinking about moving house, changing career or getting a new car at the start of the year

2,748
Audience % Growth — Top 5

2,4025 593
Property +13%
Automotive +12%
1,1191,0971,071 Career +10%
689 640
474
367
I I l 19279 205 189 173 103 o 92 62 29

Source: UKOM Ipsos iris Online Audience Measurement Service, Dec 24 and Mar 25

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



Tier 2 Category audience gains (000s): Dec 24 - Mar 25

Rugby and motorsport were in the top 10 for audience gains due to the Six Nations and F1. Travel
categories also added visitors as people turn their attention to holidays at the start of the year

UKOM
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Source: UKOM Ipsos iris Online Audience Measurement Service, Dec 24 and Mar 25

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



Brands adding most audience : Dec 24 - Mar 25

The end of the tax year contributed to uplifts for Gov.uk. Temu’s growth continues - audience
increased by 3.9m. Half (49.8%) the population now use the Chinese discount retailer

4053 3916 Audience gain (000s): Dec 24 — Mar 25

3310
- 2455 2217
2194
2062 2062
I I I I I I 1i3 1i5 1i8 1838 1756 1754 1721 1705 1403 1559 1545
N 6\\} & 6{0 Q;(\ R\4 < x& o o &2 2 \\6 C\Q

. Qe X @] @6 o ) X
) Q,& ?§ ‘2§ & @5\\

) S N\

Source: Ipsos iris Online Audience Measurement Service, Dec 24 — Mar 25
Base - All aged 15+ years using PC/laptop, smartphone or tablet device(s) in that month..



Mobile apps adding most audience : Dec 24 - Mar 25

UKOM

Audience gain (000s): Dec 24 — Mar 25
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Source: Ipsos iris Online Audience Measurement Service, Dec 24-Mar 25
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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