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online audience measurement
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Time spent consuming media by GB

population in 2018, per day
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TIME SPENT IN HOURS AND MINUTES
(ON DAYS PARTICIPATED)

m Adults 15-34

Source: IPA Touchpoints, September 2018






How much time do people
spend.online each day?

- The average time the UK adult digital population sp=
hours and 8 minutes, out this varies consderanly by a

the UK adult population
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How much time do
people spend online
each day?

The IPA recently launched its latest
Touchpoints survey which compared how
much time people spend on different
media each day. In the study online time
was split across several categories so this
month UKOM asks ‘How much time do
people spend online per day in total and
how does this differ by audience™




Average Time Spent (Hrs:Mins) Per Day by Platform: July 2018
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Average Time Spent (Hrs:Mins) Online Per Day by Age & Gender: July 2018
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Average Time Online Per Day: UK Digital Population

Average Time Online Per Day (Hr:Mins) - UK Digital Population

Total Desktop Total Mobile |[Smartphones Tablets
18+ 03:08 00:46 02:22 01:58 00:24
18-24 04:05 00:39 03:26 03:02 00:24
25-34 03:29 00:47 02:42 02:23 00:19
35-44 03:20 00:50 02:30 02:05 00:25
45-54 03:06 00:46 02:20 01:54 00:25
55+ 02:23 00:45 01:37 01:11 00:26
Males: 18+ 03:02 00:56 02:06 01:44 00:22
Females: 18+ 03:15 00:36 02:39 02:12 00:26
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Top 5 ‘Time Spent’ Categories Differ by Age Group

Ents & Social Media accounts for 69% of 18-24s’ time online

Category Share of Time Spent: 18-24 Category Share of Time Spent: 55+
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Source: comScore MMX Multi-Platform, UK, based on adults 18+July 2018 U KO M

@ COI I l S CO R E MMX Multi-Platform includes Desktop browsing, Desktop video streams, smartphone browsing & app Se tu gth industry standard for

tablet browsing & apps. ence measurement




But demographics are
dead, aren’t they?
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Data is NOT a zero sum game

“Brute demographics
without other data
were always stupid.

Mark Ritson: Those who say But using
demographic targeting is dead | |demographicsas part

MW Marketing Week ~ LATEST ~ DISCIPLINES ~ CAREERDEVELOPMENT  STRATEGY  REPORTS

=’ = of a broader
are wrong, it's still a valuable ———
activity behavioural
Using demographics as part of a broader approach to behavioural segmentation and
segmentation and targeting remains a valuable activity for many targeting remains a
marketers and brands. valuable activity fOI’

Mark Ritson many marketers and
brands.”
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Demos still matter to marketers

Where are marketers investing their spend when it comes to audience data buys?

Data Types Marke

—

. Demographic
Geographic
Advanced Dem

Interest

Looking Ahead: What's Next For Improving

Data Quality?

3rd-party data

Behavioral

Nearly half (42%

When running an
target by the follo

} The top three actions marketers would like to see implemented to

improve data quality

(Respondents selected these above changes or disclosure to refresh rate

and consumer opt-out of data sharing):

1. Transparency on data source
2. Consistent data labeling across providers
3. Universal industry standards created

UKC

Setting the industry standard for
online audience measurament



About Us Data & Insight
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measurement

for audience measurement across PC, tablet and smartphone.
We quantify audiences in terms of people, not browsers.or machines — because
demography still lies at the heart of what advertisers want to achieve. —
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Q2 2018 UK Digital
Market Overview
report

www.ukom.uk.net
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How much time do
people spend online
each day?
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http://www.ukom.uk.net/

I Contact Us

Find out more at:
Emaill us at:

UKOM


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

