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Source: IPA Touchpoints, September 2018

Touchpoints:  
hard to see 
total time 
online….



…led to some 
confusion



UKOM Insights: Average Time Spent online
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Average Time Spent (Hrs:Mins) Per Day by Platform: July 2018

Source: comScore MMX Multi-Platform, July 2018, UK Adults 18+

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps
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Average Time Spent (Hrs:Mins) Online Per Day by Age & Gender: July 2018

Source: comScore MMX Multi-Platform, July 2018, UK Adults 18+

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps
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Average Time Online Per Day: UK Digital Population

Source: comScore MMX Multi-Platform, July 2018, UK Adults 18+

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

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

Source: comScore MMX Multi-Platform, UK, based on adults 18+July 2018

MMX Multi-Platform includes Desktop browsing, Desktop video streams, smartphone browsing & app 
tablet browsing & apps. 
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But demographics are 
dead, aren’t they?
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“It’s the bluntest of blunt 
instruments…Yet we 

continue to use 
demographic segmentation 

in planning and strategy.

The resultant 
oversimplification has 

turned much marketing and 
advertising into a lie. And 

no one trusts a liar.”
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“Brute demographics 
without other data 
were always stupid. 
But using 
demographics as part 
of a broader 
approach to 
behavioural
segmentation and 
targeting remains a 
valuable activity for 
many marketers and 
brands.”

Data is NOT a zero sum game
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Demos still matter to marketers 
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